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Executive Summary
													

Background

1. 	The Evaluation of Recruitment Advertising (ERA) is being conducted by the Australian Public Service Commission (the Commission) to closely monitor the impact, if any, the Guidelines on Non-campaign 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 and encourage departments and agencies to seek better value for money through the use of improved targeting of their advertising, not to reduce competitiveness. 

3. 	The evaluation sought to gain an understanding of how and where potential employees become aware of vacant positions, and to consider how effective the various advertising sources are at providing the best candidates from a pre- and post-Guidelines perspective. To evaluate the effectiveness of an advertising source in terms of quality dimensions the evaluation collected data on the number of applications from each source, the number of interviews derived from those applications, and the resulting job offers.

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.	The evaluation is based on the outcomes of the advertisement that was published in the particular media (source-of-hire). Survey responses relate to individual advertisements and do not consider the recruitment process as a whole.  In this context other advertising sources through which an applicant may become aware of the vacant position, or where an agency may have advertised the position, such as agency websites, intranets, word-of-mouth and utilising recruitment firms were not included in the evaluation scope.  These other advertising sources are not affected by the Guidelines.

6.  	For Survey 3, a two week period in September (i.e. 16-25 September 2010) was selected as the survey period with all recruitment advertisements published (on APSjobs, the internet and in the print media) during that period being eligible for the survey. The survey closed 3 December 2010.

7.  	This is the third and final project report.

Findings and conclusions

8.  	The number of survey responses submitted by FMA Act agencies across all three surveys indicates that an adequate amount of data has been provided to validate the evaluation results. However, given the methodology for Surveys 2 and 3 of asking for data on all advertisements that were published during the survey period, advertisements are biased to those published by large-sized agencies (i.e. agencies employing 1,000 or more staff).  Survey 1 used a random sample selection of advertisements.

9. 	Across all 3 surveys APSjobs averaged the highest number of applications per advertisement.

10. 	The percentage of assessments derived from the number of applications (i.e. the number of applications short-listed) relating to the particular source studied varied across the surveys, however there was no one survey that stood out as being significantly different then the results of the other surveys undertaken for the ERA.

11. 	Aggregated survey responses indicate that there are more job offers made to those applicants who indicated that they saw the position advertised on APSjobs than for those applicants who indicated that they saw the position advertised on the internet or in the print media.

12. 	Results indicate that APSjobs is an effective source-of-hire and should continue to be promoted given the cost effectiveness of online advertising.  The finding that online sources are an effective means for recruitment advertising is consistent with other overseas and Australian research.

13.	Response rates for both Survey 2 and Survey 3 provided a significant amount of data on print composite advertisements to provide valid results in relation to print composite advertising. Surveys 2 and 3 indicate that print composite advertisements generated as many applications as did print non-composite. This indicates that composite advertising is as effective as non-composite advertising implying that the Guidelines have not had a negative impact on applicant numbers.  Print composite advertisements in Survey 2 were agency composite advertisements and for Survey 3, with the amendments to the Guidelines, were generally whole-of-government print composite advertisements. Whether composite advertisements have a negative effect on specific job types is beyond the scope of this project.

14.	Data provided in survey responses also indicate that the mandatory requirement in relation to the use of mono (black and white) rather than colour print advertisements does not negatively affect applicant numbers.  There is however an obvious cost advantage to mono advertisements with colour advertisements generally being significantly more expensive.

15. 	Responses to the surveys for the ERA indicate that the Guidelines do not appear to have an impact on the effectiveness of FMA Act agencies’ recruitment advertising. Analysis of the data provided by agencies indicates no apparent problems with the introduction of the Guidelines.

16. 	Given that there are some difficulties in obtaining robust recruitment data and that there are other influences that can impact on applicant numbers, such as the type of job and the wording of the advertisement, more accurate measures of the effectiveness of various advertising sources would be best undertaken on a case study basis focusing on specific recruitment exercises.  Such work could form part of the proposed work to be undertaken through the Streamline Recruitment Project.[footnoteRef:1]  Agencies need to use targeted approaches to recruitment advertising and this can only be achieved through an emphasis on data gathering, research and planning. [1:  The Streamline Recruitment Project is being undertaken as a response to recommendations made in the Australian Government Department of the Prime Minister and Cabinet (2010), Ahead Of The Game: Blueprint for the Reform of Australian Government Administration,  Advisory Group on Reform of Australian Government Administration, 
March, p. 59.
] 


Agency support

17.  The Commission would like to acknowledge and thank those agencies that participated in the surveys.  Their cooperation and valued input provides benchmark data which will assist all agencies to evaluate their recruitment advertising decisions and hence optimise 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.
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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 No-campaign Recruitment Advertising (the Guidelines).  The Guidelines apply to all agencies subject to the Financial Management and Accountability Act 1997 (FMA) undertaking recruitment advertising. The intention of the Guidelines is to control expenditure and encourage departments and agencies to seek better value for money through the use of improved targeting of their advertising, not to reduce competitiveness.  The Guidelines became effective on 1 July 2009, with 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[footnoteRef:2]. [2:  Note that this link leads to the revised Guidelines on Non-Campaign Recruitment Advertising. The previous Guidelines that were in place when Surveys 1 and 2 were conducted have now been removed from the Finance website. 
] 



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 ERA).

2.1 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.[footnoteRef:3]   [3:  Public Service Commissioner’s Direction 1999, Clause 4.2 engagement of ongoing APS employees, in ANAO Audit Report 31, p.90.
] 


To strengthen and enhance the marketing of the APSjobs website as part of the ‘recruitment advertising policy and website’ measure, the APSjobs team have attended university career fairs and employment expos nationally and have advertised APSjobs in major metropolitan and regional newspapers. This program of work will include an evaluation of the benefits and further design of this marketing approach as required. 

The Commission has also identified that a redesign of the APSjobs website is required to improve functionality and meet Web Content Accessibility Guidelines version 2.0 (WCAG 2.0).  This work is now being progressed as a part of the Blueprint for Reform, Recommendation 7.2, Streamlining Recruitment and Improving Induction[footnoteRef:4] (refer to Section 7). [4:  Australian Government Department of the Prime Minister and Cabinet (2010), Ahead Of The Game: Blueprint for the Reform of Australian Government Administration,  Advisory Group on Reform of Australian Government Administration, 
March, p. 59.
] 


The Commission has engaged ICT experts to assist in the development of options to enhance the online jobs environment across the APS.  


2.2 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).  

The Adcorp Customer Satisfaction Survey was conducted for the 2009-10 financial year by ORIMA Research on behalf of Finance.  Overall, 76% of respondents were satisfied or very satisfied with Adcorp’s performance during 2009-10.


3. The evaluation 

The ERA was conducted to monitor the impact, if any, that the Guidelines have on the effectiveness of agencies’ recruitment advertising. This included 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 focused on recruitment advertisements published on APSjobs, the internet and in the print media.

The evaluation sought to gain an understanding of how and where potential employees become aware of vacant positions, and to consider how effective 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 collected information on the number of applications from each source, the number of assessments 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.

3.1 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’.[footnoteRef:5] 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. [5:  Crispin, Gerry & Mehler, Mark (2007), CareerXroads 7th Annual Source of Hire Study: What 2007 results mean for your 2008 plans. Downloaded14 April 2009, http://www.careerxroads.com 
] 


3.2 Data issues
Outcomes from the Surveys 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. 

Responses to the evaluation surveys suggest 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.

3.3 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[footnoteRef:6] 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. [6:  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, http://www.careerxroads.com ] 


3.4 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 2009 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

3.5 Surveys 2 and 3
To capture an accurate picture of the effectiveness 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 and 3 should be open to all FMA Act agencies, not just those agencies that previously advised that they collect source-of-hire data.  

Questions relating to the characteristics of the recruit were not included in Surveys 2 and 3.  The deletion of these questions does not negatively impact on the evaluation of the effectiveness of sources-of-hire.  The survey instrument for Survey 3 is available at Attachment A.

3.6 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).

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 website’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.[footnoteRef:7]  As the Guidelines do not affect other advertising sources through which an applicant may become aware of the vacant position, or where an agency may have advertised the position, such as agency websites, intranets, word-of-mouth and utilising recruitment firms, these sources were not included in the evaluation scope.   [7:  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, http://www.careerxroads.com ] 


Of interest for each category studied is a comparison in terms of the effectiveness of the sources. In this evaluation, effectiveness is indicated by the number of applications, the number of subsequent assessments (including interviews) [footnoteRef:8] and the number of job offers.  This analysis is based on high-level data only.   The analysis considers only the particular recruitment advertisement published on APSjobs, on the internet or in the print media.  Data was not collected on the particular recruitment process as a whole.  More in-depth analysis would require additional information such as job descriptions, the wording of the advertisement, the location of the vacant position, etc. [8:  Assessment includes processes such as interviews, psychometric testing, or other assessment mechanisms.] 


Findings
													

4. Advertisements published and survey responses

This section provides information on the number of advertisements published during the survey periods, the number of agencies that advertised during the survey periods, and the number of survey responses relating to those advertisements.  The number of valid responses received for the surveys undertaken provide a large enough response rate to provide valid results in relation to the effectiveness of recruitment advertisements published through APSjobs, the internet and the print media.[footnoteRef:9]  While there was a good mix of large, medium and small sized agencies that provided survey responses, there was a bias in the actual number of advertisements studied (i.e. survey responses) towards advertisements published by large agencies.[footnoteRef:10]  This however, can be expected given the methodology of asking for data on all advertisements that were published during the survey period. [9:  Every endeavour was made to eliminate those responses that appeared to be invalid.  However, accuracy of respondent information for those responses considered valid cannot be validated through the evaluation analysis. The evaluation was dependent upon agencies providing accurate data on the number of applications, assessments and job offers relating to specific sources of advertisements that: 1) applicants had indicated on their application documentation as being the source that first made them aware of the position and 2) the sources that agencies advised that they had placed advertisements in.  
]  [10:  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+.
] 


Of the 104 FMA Act agencies (as at 15 September 2010), 71 agencies published recruitment advertisements through Adcorp (print and internet advertisements) and/or APSjobs during the Survey 3 period (16-25 September 2010).  Of these 71 agencies, 37% were large agencies, 31% medium and 32% small agencies. There were 63 agencies that published advertisements through both APSjobs and Adcorp and 8 agencies that published advertisements through APSjobs only during the survey period.  

Of the 71 agencies that published recruitment advertisements, 52 agencies provided valid survey responses.[footnoteRef:11]  Of the valid responses, 44 agencies provided valid responses where the recruitment processes had been finalised by the survey closing date of 3 December 2010.  These 44 agencies were made up of 17 large sized agencies (39%), 16 medium agencies (36%) and 11 small agencies (11%), representing a reasonably good mix of agencies for the evaluation.   [11:  A survey response was considered invalid if the response: related to a recruitment advertisement published on an agency website or was a referral; related to an advertisement published outside of the survey period; 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 or left out pertinent information).
] 


There were a total of 1,464 recruitment advertisements published during the survey period (refer to Table 1).  APSjobs recorded 662 recruitment advertisements as being published during the survey period and Adcorp recorded 802 recruitment advertisements.  The advertisements placed through Adcorp were made up of 408 print advertisements and 394 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
(49%)[footnoteRef:12] [12:  This percentage represents the volume of advertisements for each media type (source) in the survey period, i.e. 49% of the total advertisements published in June 2009 were APSjobs advertisements.
] 

(193 in evaluation sample)
	463 
(30%)
(140 in evaluation sample) 
	332
(21%)
(121 in evaluation sample)
	1,567

(454 in evaluation sample)

	Survey 1 – 
July 2009
(full month)
	1,133
(56%)
(260 in evaluation sample)
	467
(23%)
(125 in evaluation sample)
	415
(21%)
(138 in evaluation sample )
	2,015
(523 in evaluation  sample)

	Survey 2 – 
March 2010
(13-27 March advertisements)
	514

(39%)
	399

(30%)
	407

(31%)
	1,320

	Survey 3 – 
September 2010
(16-25 September advertisements)
	662

(45%)
	408

(28%)
	394

(27%)
	1,464





There were 968 valid survey responses[footnoteRef:13] received for Survey 3 (representing a 66% response rate in relation to the number of advertisements published during the survey period).  Of these 968 advertisements, 301 advertisements related to recruitment processes that had been finalised (this represents a 21% response rate of the total advertisements published) (refer to Tables 2 and 3).  Similarly with Survey 2, of the 897 responses for Survey 2 (representing a 68% response rate), 305 advertisements related to recruitment processes that had been finalised (this represents a 23% response rate of the total advertisements published).  For Survey 1, valid survey responses were provided for 247 advertisements published in June (representing 16% of the advertisements published and 54% of the random sample selection drawn for the survey) and 265 in July 2009 (representing 13% of the advertisements published and 51% of the random sample selection drawn for the survey).   [13:  Each survey response represents one advertisement.] 


Of the 968 valid survey responses for Survey 3, approximately 78% were for advertisements published by large agencies; 17% by medium agencies; and 5% by small agencies.  

Of the 301 valid survey responses that related to recruitment processes that had been finalised 130 (43%) were for APSjobs recruitment advertisements, 111 (37%) for internet and 60 (20%) for print.  Of these advertisements 60% were published by large-sized agencies; 29% by medium agencies; and 11% by small agencies.


Table 2: Number of recruitment advertisements published and number of valid survey responses Survey 3 (ALL valid responses)
	Media type
	Number of advertisements
published during the survey period
(16-25 September 2010)
	Number of composite advertisements
published
	Number of colour advertisements
published
	Number of valid responses for composite ads
	Total number of valid responses

	print
	408
	311
	3
(0 composite)
	120
	184

	internet
	394
	21
	n/a
	89
	342

	APSjobs
	662
	n/a
	n/a
	n/a
	442

	Totals
	1,464
	332
	3
	209
	968




Table 3: Number of advertisements published and valid survey responses where recruitment processes had been finalised by the survey closing date of 3 December 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
	408
	311
	46
	60

	internet
	394
	21
	31
	111

	APSjobs
	662
	n/a
	n/a
	130

	Totals
	1,464
	332
	77
	301




5. The results

A framework, which was developed for the evaluation, posed a number of questions to inform data collection and the analysis of survey responses. The results, similarly to Survey 1 and 2, are discussed utilising this framework.

While ongoing APS positions must be advertised, at a minimum, on APSjobs, across all 3 surveys APSjobs averaged the highest number of applications per advertisement. Whether studying the percentage of job offers derived from the number of applications relating to the source for each survey period or the volume of job offers across the three advertising sources studied for each survey period, survey responses generally indicate that there are more job offers made to those applicants who indicated that they saw the position advertised on APSjobs than for those applicants who indicated that they saw the position advertised on the internet or in the print media.

5.1 Has the overall composition of recruitment advertising changed?
While the publication period for Survey 2 and Survey 3 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. 

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, July or even September.  Attachment B provides a graph of APSjobs recruitment advertisements since its inception as the electronic Gazette.  The graph shows the consistent peaks and troughs in recruitment advertising. 

APS recruitment advertisement numbers, as recorded through APSjobs, were higher across the year in 2010 compared to 2009 and are similar to 2008 numbers.  The lower numbers for 2009 could reflect the effects of the global financial crisis.  The Skilled Vacancy Index, which is based on a count of selected skilled vacancies advertised in major metropolitan newspapers in each state and territory, also indicates that there were more advertisements published across a range of industries in March and September 2010 than were published in June and July 2009.  The ANZ Job Advertisements Series shows that job advertisements on the internet and in newspapers increased by 0.7% in September 2010, to be 32.9% higher than they were in September 2009.  The SEEK Employment Index over the three months to November 2010 indicated that new jobs advertisements rose by 3.8% indicating a continuing underlying rise in employment opportunities.[footnoteRef:14]   [14:  For further details on these indices refer to: Skills Info website for the SVI at http://www.skillsinfo.gov.au/skills/LMI/VacancyReport; ANZ Job Advertisements Series at http://www.anz.com/corporate/economics-markets-research/australian-industry-economics/job-advertisement-series/; and for the SEEK Employment Index, http://www.seek.com.au/investor/employment-index.


] 


It can be assumed that the more jobs advertised, the more likely that the number of applications for each position advertised may be reduced and this is reflected in the average number of applications from each source (refer to Section 5.2 and Table 4).

Print colour advertisements
The data provided indicates that there were only 3 print colour advertisements published during the Survey 3 period.  This represents less than 1% of the total number of print advertisements of 408. This is a significant reduction when compared to June 2009 when print colour advertisements represented 22% of the total number of print advertisements (102 advertisements out of a total of 463).  Print colour advertisements represented 5% of the print advertisements in July (23 of a total of 467) and 10% for Survey 2 (38 out of a total of 399).

Print and internet
Across the three surveys the mix of print and internet advertisements varied slightly with print advertisements ranging from 23% to 30% of the total number of advertisements published during the survey period and internet advertisements ranging from 21% to 31%.  Print advertisements as a percentage of the total advertisements have not decreased with the introduction of the Guidelines, however, the proportion of internet advertisements was 10% higher in Survey 2 than in Survey 1 and 6% higher in Survey 3, representing a trend to advertise more positions on the internet (refer to Table 1).

5.1.1 Composite advertisements
The data indicates that there has been a significant increase in composite advertising between Survey 2 and Survey 3.  Most composite advertisements in Survey 3 are whole-of-government composite advertisements, however there may be some composite advertisements that are agency specific. The data provided from Adcorp did not allow for the distinction between the two types of composite advertising. For Survey 1 and 2 a composite advertisement was an advertisement that carried more than one position for an agency.  The change in description represents the amendment to the Guidelines which came into effect 1 July, 2010. The available data for Survey 1 did not allow for a large enough sample to be drawn in relation to composite advertisements.  

For Survey 3, Adcorp data indicated that there were 311 print composite advertisements and 21 internet composite advertisements published during the survey period.  Print composite advertisements represent approximately 76% of the 408 print advertisements published through Adcorp during the Survey 3 period.  For Survey 2, print composite advertisements (230 advertisements) represented approximately 58% of the print advertisements published through Adcorp. 

There were 209 survey responses for print and internet composite advertisements (120 print and 89 internet) for Survey 3.  This represents an approximate 40% response rate for components of composite advertisements in relation to print and internet responses (a total of 526 responses for print and internet) with 65% of print responses relating to print composite. 

Of the 301 valid survey responses where the recruitment process had been finalised, there were 31 (10%) internet composite advertisements and 46 (15%) print composite advertisements. Of the 60 print responses, 46 (77%) were composite representing a significant number of print composite advertisements to evaluate the effectiveness of print composite advertising.  For Survey 2, of the 305 valid responses where the recruitment process had been finalised, there were 21 (7%) internet composite advertisements and 39 (13%) print composite advertisements.  Of the 86 print responses 39 (45%) were print composite.


5.1.2 Advertising in more than one media
The data indicates that a large proportion of positions are advertised in more than one media.[footnoteRef:15]  [15:  As Survey 1 was based on a random sample of advertisements, this question was not asked in Survey 1.
] 

The Guidelines stipulate that agencies should consider carefully what advertising (in addition to APSjobs), if any, may be needed to reach applicants for the position to be advertised.

Of the 71 agencies that published advertisements during the Survey 3 period through APSjobs and Adcorp, 33 agencies published advertisements on APSjobs, the internet and in the print media, 22 agencies published advertisements on APSjobs and in the print media, and 8 agencies published advertisements on APSjobs and on the internet.  There were an additional 8 agencies that published advertisements on APSjobs only.  

There were 875 survey responses (90%) that indicated that the position was advertised in more than one media (source).  For Survey 2, of the 897 valid survey responses, there were 740 survey responses (83%) that indicated that a position was advertised in more than one media.  


5.2  What is the impact on the volume of applications from different sources? Where do potential employees look for vacant positions?
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 that best fits the position. However, larger pools also raise administration costs in the selection and screening process and large numbers don’t always mean better outcomes.

Care also needs to be taken in interpreting the results of the ERA. 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, level or locality. Agencies will need to apply their specific knowledge and experience of such sources to their interpretations of the results.

The average number of applications received across the three advertisement media types evaluated was lower in responses received for Survey 2 and 3 compared to Survey 1 (refer to Table 4).  This may be a reflection of labour force conditions at those particular times (refer to Section 5.1).  However, there were no large variations and the lower number of applications was consistent across the three media types studied in each survey period.

All three surveys indicate that APSjobs received the highest average number of applications per advertisement compared to internet and print sources.  While the evaluation did not specifically look at the recruitment process as a whole but concentrated on the individual advertisement[footnoteRef:16] it can be concluded that APSjobs is an effective source of advertising.  This should be considered in the context that ongoing APS positions must be advertised on APSjobs (the electronic Gazette) and that results from Survey 1 and other surveys indicate that most APS positions are filled by previous Commonwealth agency staff who would be familiar with APSjobs.  During 2009-10, across all agencies, 14,004 employees were promoted and 10,221 ongoing employees were engaged.[footnoteRef:17] [16:  Therefore the survey cannot provide comparisons between sources for a particular position.
]  [17:  2009-10 SOSR, opt.cit,  p.129.  Engagement is the terminology used for employment opportunities filled by applicants from outside the APS.
] 


For Survey 3 the number of applications received for each advertisement through each media type surveyed ranged from 0 to 126 for APSjobs (average of 9 applications per advertisement), 0 to 20 for print (average of 2) and 0 to 28 for internet (average of 2).

The survey results indicate that internet sources are as effective as print sources in attracting applicants.  However, internet advertising costs are significantly lower than print advertising costs (Attachment C provides a list of the media costs for print and internet recruitment advertisements published during the Survey 3 period and Attachment D provides the costs associated with APSjobs advertisements during the Survey 3 period).  It can be concluded that internet advertising combined with APSjobs advertising are effective sources for advertising APS positions.  Research for the SEEK 2009 Satisfaction and Motivation Study indicated that online jobsites remain the most expected sources for jobseekers to look for a new job with the large majority of jobseekers, across all demographic generations, surveyed by SEEK expecting to find their next job through an online jobsite (refer also to section 6).[footnoteRef:18] This was also the case for those surveyed in SEEK’s 2010 survey.[footnoteRef:19] [18:  SEEK (2009), Satisfaction and motivation study, Australia, pp.36-37, 45. Downloaded 25 February 2011 http://www.seek.com.au/investor/docs/esm_aus09.pdf.  SEEK have been conducting this survey since 2003.
]  [19:  SEEK (2010), Australian employee satisfaction and motivation study, Australia, p.39. Provided by SEEK on 18 March 2011.] 


Results from Survey 3 indicate that print composite advertisements generated as many applications as did print non-composite (at an average of 2 applications for each advertisement whether composite or non-composite).  In Survey 2, 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 implying that the Guidelines have not had a negative impact on applicant numbers.  The decrease in applicant numbers in Survey 2 and 3 compared to Survey 1 needs to be considered in context with labour market trends and other economic issues. The wording of advertisements, job descriptions and job types, may have a greater impact on applicant numbers then does the restriction in size and colour imposed by the Guidelines.


Table 4: Average number of applications from advertising source (including major media sources) – ALL valid survey responses


	
	SEEK[footnoteRef:20] [20:  SEEK and Mycareer are used in this graph as specific examples of internet media identified through a high number of applications and The Australian and Canberra Times are specific examples of print media identified through a high number of applications in Survey 1.] 

	Australian
	Canberra Times
	Mycareer
	
	APSjobs 
	Internet 
	Print 

	Survey 1
June 2009  sample survey responses
(pre-Guidelines)
	17
	7
	9
	14
	
	21
	13
	7

	Survey 1
July 2009  sample survey responses
(post-Guidelines)
	14
	19
	6
	0
	
	13
	11
	9

	Survey 2
March 2010 valid survey responses
(post-Guidelines)
	5
	1
	3
	1
	
	7
	4
	4

	Survey 3
September 2010 
valid survey responses
(post-Guidelines)
	3
	2
	2
	1
	
	9
	2
	2



	

	Survey 3 Composite advertisements compared to non-composite

	Internet composite (89 advertisements; 227applications)
	3

	Print composite (120 advertisements; 184 applications)
	2

	
	

	Internet non-composite (23 advertisements; 30 applications)
	1

	Print non-composite responses (64 advertisements; 118 applications)
	2





5.3  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 applicants can be addressed by: 
The number of assessments 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 (short-listed).  These applicants were drawn from the particular advertising source noted in the survey response.  Assessment includes processes such as interviews, psychometric testing, or other assessment mechanisms.

The percentage of assessments derived from the number of applications (i.e. the number short-listed) relating to the particular source varied across the surveys, however there was no one survey that stood out as being significantly different then the results of the other surveys undertaken for the ERA (refer to Table 5).

When comparing the average number of applications for each advertisement in Survey 1 (pre-Guidelines – June advertisements) with Survey 2 and 3, the average number of applications across the three media types studied have all decreased.  However, the percentage of applicants assessed, in relation to the advertising source, increased across all media types for Survey 2 and 3 compared to Survey 1 (i.e. 33% of applicants who saw the position advertised on APSjobs were assessed in Survey 2 and 27% in Survey 3 compared to 18% and 21% in Survey 1; 41% for Survey 2 and 25% for Survey 3 for internet advertisements compared to 12% and 21%; and 31% for Survey 2 and 19% for Survey 3 for print advertisements compared to 19% and 16%). This could reflect the decreased number of applications received through each source rather than an increase in the quality of applications.  The ERA parameters does not allow for further analysis of this issue.

APSjobs assessments compared to print and internet were highest or equal highest in July and September and only 1% lower than print in June (18% APSjobs and 19% print).  The only stand out was March 2010 (Survey 2) were APSjobs was 8% lower than internet, however APSjobs was higher than print in all post-Guidelines surveys.  

The number of job offers as a percentage of applications has increased for applicants who saw the position on APSjobs from 4% for June 2009 and 5% for July 2009 to 9% for March 2010, then decreased to 6% in September 2010 (refer to Table 6).  The number of job offers for print for March 2010 at 6% and September 2010 at 7% is consistent with those in June 2009 at 6% but above July 2009 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 and September 2010.  

The volume of job offers for each survey period indicate that the majority of job offers are made to those applicants who identified APSjobs as the advertising source in which they saw the position advertised.  To consider the effect of the Guidelines on job offers other issues need to be considered like the number of available positions, e.g. one advertisement could be for several positions at the same classification level (the data provided for the ERA is not detailed enough to gather a broader understanding of the recruitment parameters).  Whether studying the volume of job offers across the three sources studied or the job offers derived from the number of applications relating to the source, the survey responses indicate that most APS job offers are made to those applicants who saw the position advertised on APSjobs.


Table 5: Number of assessments from applications - valid survey responses where recruitment processes were finalised by survey closing date (including volume of assessments and volume of applicants)

	
	SEEK[footnoteRef:21] [21:  SEEK and Mycareer are used in this graph as specific examples of internet media identified through a high number of applications and The Australian and the Canberra Times are specific examples of print media identified through a high number of applications in Survey 1.
 ] 

	Australian
	Canberra Times
	Mycareer
	
	APSjobs 
	Internet
	Print 

	Survey 1
Pre-Guidelines
	87 assessments from
731 applications (12%)[footnoteRef:22] [22:  All percentages have been rounded.
] 

	6
from
41
(15%)
	51
from
237
(22%)
	11
from
72
(15%)
	
	486  assessments from
2777
applications
(18%)[footnoteRef:23] [23:  The first percentage is the percentage of assessments derived from the number of applications from the source (media type), i.e. of the 2,777 applications received through APSjobs, 18% (486) were assessed.
] 

(73%)[footnoteRef:24] [24:  The second percentage is the volume of assessments; the number assessed from the source identified as a percentage of all assessments, i.e. for Survey 1 there were 667 assessments; of these 667 assessments 73% (486) were from APSjobs.
] 

(69%)[footnoteRef:25] [25:  The third percentage is the volume of applicants; the number of applicants from the source identified as a percentage of all applicants, i.e. for Survey 1 there were 4,010 applications received; of these 4,010 applicants 69% (2,777) were from APSjobs.] 


	100 from 817
(12%)
(15%)
(20%)
	81 from 416 (19%)
(12%)
(10%)

	Survey 1
Post-Guidelines
	156
from
757
(21%)
	24
from
134
(18%)
	18
from
85
(21%)
	Nil
	
	417 from 2021
(21%)
(65%)
(64%)
	158 from 769 (21%)
(25%)
(24%)
	63 from 386 (16%)
(10%)
(12%)


	Survey 2
Post-Guidelines
	167
from
747
(22%)
	9
from
55
(16%)
	58
from
384
(15%)
	1
from
64
(2%)
	
	213 from 652
(33%)
(46%)
(49%)

	169 from 416 (41%)
(37%)
(31%)
	80 from 260 (31%)
(17%)
(20%)

	Survey 3
Post-Guidelines
	15
from
92
(16%)


	5
from
27
(19%)
	14
from
72
(19%)
	6
from
16
(38%)
	
	348 from 1,275
(27%)
(87%)
(85%)

	32 from 126 (25%)
(8%)
(8%)
	20 from 104 (19%)
(5%)
(7%)




	Survey 3 Composite advertisements compared to non-composite 
(recruitment process finalised)

	Internet composite 
	 6 assessments from 11 applications (55%)

	Print composite 
	11 assessments from 50 applications (22%)

	
	

	Internet non-composite 
	26 assessments from 115 applications (23%)

	Print non-composite responses 
	9 assessments from 54 applications (17%)



Table 6: Number of job offers from applications - valid survey responses where recruitment 	processes were finalised by survey closing date

	
	SEEK[footnoteRef:26] [26:  SEEK and Mycareer are used in this graph as specific examples of internet media identified through a high number of applications and the Australian and Canberra Times are specific examples of print media identified through a high number of applications in Survey 1.
] 

	Australian
	Canberra Times
	Mycareer
	
	APSjobs 
	Internet 
	Print 

	Survey 1
Pre-Guidelines
	33
job offers
from
731
applications
(5%)
	3
from
41
(7%)
	14
from
237
(6%)
	2
from
72
(3%)
	
	111
job offers
from
2,777
applications
(4%)[footnoteRef:27] [27:  The first percentage is the percentage of job offers derived from the number of applications from the source (media type), i.e. of the 2,777 applications received through APSjobs, 4% (111) were made job offers.
] 

(65%)[footnoteRef:28] [28:  The second percentage is the volume of job offers, the number of job offers from the source identified as a percentage of all job offers, i.e. for Survey 1 there were 170 job offers, of these 170 job offers 65% (111) were through APSjobs.] 

	35 from 817
(4%)
(21%)
	24 from 416 (6%)
(14%)

	Survey 1
Post-Guidelines
	34
from
757
(5%)
	5
from
34
4%)
	3
from
85
(4%)
	Nil
	
	108 from 2,201
(5%)
(70%)
	35 from 769
(5%)
(23%)
	12 from 386 (3%)
(8%)

	Survey 2
Post-Guidelines
	9
from
747
(1%)
	0
from
55
(0%)
	7
from
384
(2%)
	1
from
64
(2%)
	
	56 from 652
(9%)
(69%)
	10 from 416
(2%)
(12%)
	15 from 260 (6%)
(19%)


	Survey 3
Post-Guidelines
	1
from
92
(1%)
	2
from
27
(7%)
	4
from
72
(6%)
	1
from
16
(6%)
	
	79 from 1,275
(6%)
(90%)
	2 from 126
(2%)
(2%)
	7 from 104
(7%)
(8%)




	Survey 3 – Job offers - Composite advertisements compared to non-composite
(recruitment process finalised)

	
	

	Internet composite 
	1 job offers from 11 applications (9%)

	Print composite 
	4 job offers from 50 applications (8%)

	
	

	Internet non-composite 
	1 job offers from 115 applications (1%)

	Print non-composite responses 
	3 job offers from 54 applications (6%)




5.4  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.

5.5  Classification of the level of the position advertised
Across the three surveys the number of advertisements relating to each classification group (i.e. SES, EL1-2 and APS1-6) has remained relatively consistent and comparative to APS workforce numbers.  The percentage of advertisements for APS1-6 positions declined in the Survey 2 period but increased again in the Survey 3 period.  Most growth in recent years has been in the EL classifications.[footnoteRef:29]  The increase in the percentage of advertisements that are for EL1-2, increasing from 33% in June 2009 to 39% in September 2010, can be seen as a reflection of this growth. [29:  Australian Public Service Commission (2010), State of the Service Report 2009-10, p.7.
] 



Table 7: APS Workforce Statistics 2008-09 (Classification - ongoing only)[footnoteRef:30] as a comparison 	with the sample advertisements (Survey 1) and advertisements published during the survey period (Survey 2 and Survey 3) [30:  Australian Public Service Commission (2009), State of the Service Report 2008-09 (SOSR), publication data provided
 23 November 2009 (published on page 7 of the report).  2008-09 workforce data has been used in this table for consistency across the surveys.  The change in numbers recorded in the 2009-10 SOSR is only 0.4% (total of 150,871 compared to 150,155 for 2008-09) and it was not considered warranted to amend the graph (refer to page 182 of 2009-10 SOSR).
] 

	
	APS1-6 

	EL1-2
	SES

	APS Workforce - numbers
	108,167[footnoteRef:31] [31:  The APS1-6 includes graduates and trainees.
] 

	39,143
	2,845

	Percentage of total APS workforce
	72%
	26%
	2%

	
	
	
	

	Advertisement numbers in June sample 
	284
	151
	25

	Percentage in June sample 
	62%
	33%
	5%

	Advertisement numbers in July sample 
	319
	191
	23

	Percentage in July sample
	60%
	36%
	4%

	Advertisement numbers in March survey period
	623
	447
	70

	Percentage for March advertisements[footnoteRef:32] [32:  For the purposes of this evaluation in comparing advertisements across classifications and workforce numbers by classifications (and the percentage calculation), the classification ‘Other’/’Non-APS’ is included in the total of advertisements although not listed separately in the graph. 
] 

	47%
	34%
	5%

	Advertisement numbers in September survey period
	908[footnoteRef:33] [33:  The September advertisements in Table 7 do not reflect the actual number of recruitment advertisements published during the survey period.  Whole-of-government composite advertising has meant that many advertisements (particularly print advertisements) have had various classifications recorded against the advertisement data.    For example, there were 615 advertisements recorded as APS1-6 positions only and there were an additional 293 advertisements recorded as EL1-2 and APS1-6 making a total of 908 advertisements that included the APS1-6 classification level.  There were 668 advertisements recorded as EL1-2 and a further 11 advertisements recorded as SES and EL1-2 making a total of 679 advertisements that included the EL1-2 classification level. 
] 

	679
	73

	Percentage for September advertisements
	52%
	39%
	4%




Table 8:  Position levels/classifications and media type – Survey 1 sample advertisements and Survey 2 and 3 ALL advertisements published during the survey period (numbers)
	Media[footnoteRef:34] [34:  The totals in Table 8 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.
] 

	Levels

	June sample advertisements
	SES Ads

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

	APSjobs
	 6  (24%)[footnoteRef:35] [35:  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 24% each on APSjobs and the internet.
] 

	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%)

	Totals
	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%)

	Totals
	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%)

	Totals
	70
	447
	623
	180

	September advertisements[footnoteRef:36] [36:  Given the change in the Guidelines relating to whole-of-government composite advertisements in comparison to agency composite advertisements, the data in Table 8, as with Table 7, reflects the number of advertisements where the particular classification level was recorded. 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 8.
] 

	

	APSjobs
	27 (37%)
	300 (44%)
	299 (33%)
	56 (55%)

	Print media
	12 (16%)
	155 (23%)
	210 (23%)
	26 (26%)

	Internet
	27 (37%)
	224 (33%)
	399 (44%)
	19 (29%)

	Totals
	73
	679
	908
	101



5.6 Timeliness of recruitment processes
Of the 968 survey responses for Survey 3, 31% of advertisements (i.e. 301) related to recruitment processes that had been finalised and 66% to processes that had not been finalised.[footnoteRef:37]  Similarly, with Survey 2, of the 897 responses for Survey 2, 34% of the advertisements (305) related to recruitment processes that had been finalised and 66% to process that had not been finalised.  Results from all three surveys have indicated that there are a large number of recruitment processes that take over 60 days from date of advertising to date of delegate sign-off to complete.   [37:  The time to finalise a selection process is defined as the time taken from advertising to when an offer of employment is made.  The number of ‘days to fill’ a position was defined in Survey 1 as the number of days from the date the advertisement was created in the APSjobs or placed with Adcorp (whichever was the earlier) to the date the delegate signed off on the recruitment action. ‘Time to finalise’ has been used in this report to be consistent with SOSR.
] 


The 2009-10 State of the Service Report notes, that on average, it took 54 working days to finalise a competitive selection process for ongoing non-SES, with agencies reporting recruitment processes ranging from 19 to 144 days.  Timeliness relating to recruitment processes continues to be an issue.


Table 9: Outcome of recruitment process as at 3 December 2010 (ALL valid survey responses)
	Outcome
	Number of valid responses
	Percentage of total survey responses

	1. A recruit/s was appointed and was drawn from this advertisement.
	71
	7%

	2. No recruit/s was drawn from this advertisement.
	230
	24%

	3. The recruitment process has been cancelled due to extraneous factors.
	15
	2%

	4. The recruitment process is on hold but is expected to resume.
	13
	1%

	5. The recruitment process has not been finalised.
	639
	66%

	Total
	968
	





5.7 Agency websites
Agency websites have not been included as a source for the purposes of this evaluation (refer to the Introduction section).  However, there appears to be a large number of applications being received through this source.

However, there were 277 invalid[footnoteRef:38] survey responses for Survey 2 and 273 invalid responses for Survey 3 that provided data relating to agency websites.  For Survey 2, responses indicated that there were 1,771 applications received through agency website advertisements, an average of 6 applications for each advertisement, and for Survey 3, 1,291 applications, an average of 5 applications for each advertisement.  This is comparable to APSjobs at an average of 7 applications for each advertisement in Survey 2 and 9 applications for each advertisement in Survey 3, and higher than internet and print at an average of 4 applications each for each advertisement in Survey 2 and 2 applications for each advertisement in Survey 3.   [38:  These survey responses were classified as invalid as they referenced the source as an ‘agency website’ or actually named the agency website.  
] 


Of the 46 advertisements in Survey 3 that relate to agency websites and recruitment processes that have been finalised, the number of assessments represents 6% (10 assessments from 170 applications).  The number of job offers represents 2% (4 job offers from 170 applications) which is comparable to internet (2%).  For Survey 2, 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 were also 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.  Agency websites appear to represent an effective way to advertise vacant positions.

Other research and recruitment projects
													

6. Broader recruitment advertisement trends

This section provides some insights into research undertaken by other organisations and governments in relation to recruitment advertising and job search trends.  The research generally indicates that increasingly jobseekers are using the internet to find information on current vacancies and other labour market information.  Employers are embracing the internet for advertising vacancies as it is cost-effective, timely and often reaches a wider audience.  However, agencies should target recruitment advertisements taking into consideration accessibility for appropriate candidates. A much greater emphasis needs to be placed on research and planning to ensure effective recruitment advertising.


6.1 Surveys conducted by private enterprises

6.1.1 Australia
SEEK’s August 2009 Satisfaction and Motivation Study[footnoteRef:39] of currently employed respondents and SEEK’s August-September 2010 Australian employee satisfaction and motivation study[footnoteRef:40]  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[footnoteRef:41] and social networking sites are the least expected source of a new job. Eight in 10 employees expect to find their next job through an online jobsite. In 2009 Hudson reported that job search websites had overtaken newspapers as the most dominant channel for jobs seekers.[footnoteRef:42]  [39:  SEEK (2010), Satisfaction and motivation study (2009), Australia, pp.36-37, 45. Downloaded 25 February 2010 from http://www.seek.com.au/investor/docs/esm_aus09.pdf.  Seek have been conducting this survey since 2003. There were 6,609 respondents to the survey
]  [40:  SEEK (2011), Australian employee satisfaction and motivation study (2010), Australia, p.39. Provided by SEEK 18 March 2011.  There were 6,615 respondents to the survey.
]  [41:  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.
]  [42:  Hudson (2009), Talent tightrope: Managing the workplace through the downturn, Hudson 2020 series, p. 36.  www.hudson.com
] 


The Job Board Report 2010[footnoteRef:43] 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 in size 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.   [43:  Destination Talent (2010), Job Board Report 2010: The definitive guide to online destinations for finding talent in Australia, 10 May.
] 


The 2010 research by Destination Talent 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 tools are called upon when talent is hard to find and require elements of headhunting. SEEK’s 2010 Motivation and Satisfaction study shows that 32% of respondents disliked the idea of ‘being approached about jobs in a social media forum.’ It will be interesting to observe if social media use increases in the near future.

In a November/December 2010 survey of executives conducted by Destination Talent, executives were asked to name how they found their last job.[footnoteRef:44]  While it was noted that executives use a wide range of channels and methods to find a new job, the majority of executives (27.1%) found their last job through personal contacts and networking. A significant number, 15.3%, also found a job as a result of being referred by someone else.  Recruitment firms continue to play a significant role. A large number (26.5%) of executives found their last job through professional recruitment firms. In contrast 15.4% credited job boards for delivering their last job. Print media, and newspapers in particular, still have relevance as a source of new jobs, as 8.2% found employment through the medium. Cold calling employers directly worked for 1.0% of executives. Social media channels continue to rate low in terms of effectiveness. Only 0.1% of executives found their job using social media (e.g. blogs and Twitter) while a relatively larger 0.8% had used social networking sites like Linkedin. Given the breadth of professions, industry sectors and regions it is no surprise that multiple tools or channels exist for executives to find a job. This highlights the importance of targeting recruitment advertisements to suit the specific job and classification level. [44:  Destination Talent (2011), Executive Monitor 2011: Understanding the perception, behaviour and intention of executives in Australia, March.  Downloaded 14 March 2011 from http://destinationtalent.com.au/executivemonitor/ExecutiveMonitor2011.pdf
] 



6.1.2 USA
A USA study, CareerXroads 9th annual source of hire study (2010)[footnoteRef:45], 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 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 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. [45:  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, http://www.careerxroads.com/news/SourcesOfHire10.pdf.  The 10th study, to date, is not available.
] 




6.1.3 Canada
A Canadian study undertaken by the Centre for the Study of Living Standards[footnoteRef:46] looking at private sector electronic labour exchanges (ELEs)[footnoteRef:47] concludes that e-recruitment sites tend to be the most popular with users as e-recruiters provide more services to both jobseekers and employers than other types of ELEs such as job search engines and job boards with the Canadian public sector’s Job Bank job board being a major exception.[footnoteRef:48] The study also discusses Job Bank for the sake of comparison with private sector ELEs.  The internet is the most important channel through which Canadians access information, including labour market information.  In 2009, 91% of labour market users reported using the internet to access labour market information.  The next most popular medium, printed publications, was utilised by 60% of users.  The proportion of new hires attributable to job boards has been stable at about 12% since 2005 with 20.1% of 2008 hires occurring through companies’ own career websites. Relative to alternatives such as newspapers, ELEs offer more information; are easier to search; and have reduced the cost of labour market information in Canada, especially for jobseekers.  Online advertising has displaced newspaper advertising in Canada. [46:  Centre for the Study of Living  Standards (2011), The State of  Private Sector Electronic Labour Exchange Services in Canada, CSLS Research Report No 2011-01, February, Andrew Sharpe and Alexander Murray, downloaded 14 March 2011 from  http://www.csls.ca/reports/csls2011-01.pdf.
]  [47:  ELEs are defined in the report as web sites that facilitate matching between jobseekers and employers by collecting, organising, and making available detailed information about at least one side of the labour market.  The study categorises ELEs as: e-recruitment web sites which provide recruitment services to employers; job search engines which are aggregators that collect job postings from many job boards and company recruitment websites; and job boards which allow jobseekers to search through jobs posted by employers and are like e-recruitment web sites but without the additional services for employers (e.g. resume databases, etc.).
]  [48:  Job bank helps Canadians find jobs across Canada and has listings that are updated daily.  Jobseeker profiles can be advertised to employers with jobseekers then receiving a list of matching jobs.  http://www.servicecanada.gc.ca/eng/lifeevents/job.shtml.  Jobs.gc.ca is the official Web site for all Government of Canada jobs open to Canadians outside the public service.  This site is similar to APSjobs.
] 


The Canadian study discusses issues around potential added costs to employers from ELEs through being inundated with applications therefore increasing the cost to them of sorting through applications.  Nevertheless, the fact that ELEs are so popular relative to other advertising methods is prima facie evidence that these added administrative costs do not outweigh the benefits of ELEs.  E-recruiters are the most likely to address this adverse selection problem.  In terms of affordability, the advertisement of job vacancies through ELEs is extremely cheap in per-viewer terms.  Economies of scale allow the fixed costs of information-seeking to be spread over a large number of job matches. A single job advertisement posted by an employer may be viewed by far more jobseekers through an ELE than would have been possible through any other medium (e.g. newspaper advertising).  The ease of updating digital information ensures that online job postings are likely to be more up-to-date than similar information in other media.  Employers appear to be willing to sacrifice the quality of worker matches in return for the massive cost savings that arise from online job search.

Private and public sector ELEs are obviously inaccessible to people who do not have access to the internet due to low income or low literacy.  The Canadian study concludes that most ELEs do not offer tailored services for groups with unique employment challenges such as Aboriginal people, immigrants and people with a disability.  Those ELEs that do operate specialised e-recruiter ELEs for such groups are hardly used by employers and do not list many jobs. The report suggests that the target of government policy is to help members of disadvantaged groups to improve their employability so that they can find jobs through the standard ELEs. It appears that most employers are not willing to pay to target their recruitment efforts at these groups.  Australia’s jobsearch.gov.au is cited in the report to contain sections tailored to the needs of indigenous people, young workers, migrant workers and people with a disability.  

6.2 Tasmanian State Service Evaluation: Recruitment in the state service[footnoteRef:49] [49:  The Office of the State Service Commissioner (2010), Recruitment in the state service, Tasmanian State Service evaluation report, pp.19-20.
] 

The Tasmanian Office of the State Service Commissioner in 2009 undertook an evaluation of recruitment practices operating across all Tasmanian agencies to identify issues that may be restricting the ability of agencies to achieve efficient and effective recruitment outcomes. With regard to advertising, all agencies met the minimum Gazette information requirements and some utilised a wider range of advertising options.  A number of issues were raised concerning vacancy advertising.  There was comment that local consolidated weekend newspaper advertisements, while useful for generally promoting the availability of job opportunities in the state service and directing applicants to the Tas Jobs website, were not as effective in attracting the attention of potential applicants for hard-to-fill (often professional) vacancies.  Some agencies expressed a desire to have the capacity to place individual advertisements in local Tasmanian papers under certain circumstances to better ‘sell’ the vacancy.  Opportunities for improvement included the recognition that some agencies need to re-examine their advertising requirements and develop and document the range of advertising options appropriate to the specific needs of the agency.  

6.3 Western Australia Public Sector Commission: Rethinking recruitment: Tips for recruitment advertising[footnoteRef:50] [50:  Public Sector Commission Western Australia (2008), Rethinking recruitment: tips for recruitment advertising, Western Australia Government, December. Downloaded 11 March 2011  from: http://www.publicsector.wa.gov.au/SiteCollectionDocuments/Tips%20for%20Recruitment%20Advertising.pdf
] 

The WA Public Sector Commission has developed tips to assist public sector agencies to better understand the options available when considering recruitment advertising.  The guide states that the traditional approach of simply placing an advertisement in the newspaper needs rethinking.  Improving the quality of recruitment advertising is about reviewing and streamlining current practice and placing a much greater emphasis on research and planning.  Implementing creative ways to reach candidates will free up time, resources and energy for all involved in the recruitment process.

The report recommends that agencies use targeted recruitment methods and targeted recruitment advertising practices while considering accessibility of job information and the variety of media available.  

7. Streamline Recruitment Project

In May 2010, the Australian Government accepted all of the recommendations outlined in the Blueprint for Reform of Australian Government Administration.[footnoteRef:51]  A significant element of the Blueprint, Recommendation 7.2, relates to strengthening the APS workforce by streamlining recruitment processes and improving induction.  The Commission has started a program of work, the Streamline Recruitment Project, to execute this recommendation.  The core goal of the project is to improve processes for agencies and applicants when staffing a role within the APS. Consistency of recruitment practice, especially where that responsibility has been devolved to line departments and agencies, is important for maintaining a high standard of recruitment.[footnoteRef:52] [51:  Australian Government Department of the Prime Minister and Cabinet (2010), Ahead Of The Game: Blueprint for the Reform of Australian Government Administration, Advisory Group on Reform of Australian Government Administration, March, p. 59.
]  [52:  KPMG (2009), Benchmarking Australian Government Administration Performance, November.
] 


The Commission undertook national workshops with APS staff stakeholders in November/December 2010 to establish a baseline of current practices for recruitment and to elicit from both an individual and agency perspective areas in which gaps and inefficiencies result in less than optimum outcomes.  Research, including ERA findings, and feedback from workshops has allowed the Commission to identify areas of particular concern.

The project team identified four areas to strive for improvement:
Accountability – There tended to be an operational approach in the areas of specific recruitment responsibilities between line managers, HR areas and delegates rather than a strategic approach that evaluates for best practice.  This was also stated as a contributor to increased recruiting time periods.
Knowledge and education - The lack of practical understanding of the concept of merit was stated as an area that drove panels to create more comprehensive administrative processes during a selection exercise, leading to increased timeframes without the benefit of achieving higher quality candidates.  
Branding and value proposition (for candidates) – Branding and marketing across all levels of the recruitment function from individual jobs to whole-of-government approaches were identified as a key area impacting on candidate pools.  Better description of the role and simplification of applicant packs to both remove APS language as well as extensive preambles was identified as a way to better reach candidates.
Technology – The importance of functional, user-friendly technology (both for the jobseeker and the agency) in the recruitment environment was identified.  Appropriate technology can streamline processes and is useful in being able to easily access recruitment data.

Improvements to the current state may be met through pilots, online help and support, performance evaluation activities and enhancements to current branding.  A longer term goal for the project would be to implement a centralised portal for graduate and bulk recruitment exercises for all agencies and to offer a more comprehensive e-recruitment tool for agencies to access and assist in their recruitment streamlining activities.






Conclusions
													


The ANAO Audit Report[footnoteRef:53] states that sound approaches to recruitment involve establishing and implementing strategic approaches to recruitment to address current and future workforce priorities and goals.  Rather than relying on impromptu recruitment to fill short-term requirements, strategic recruitment approaches can enable agencies to better address challenges arising from changing workforce environments. [53:  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.48, http://www.ag.gov.au/cca.
] 


We know human capital accounts for a significant proportion of operating costs.  We know that in people-intensive businesses small improvements in employee productivity translates into big financial returns.  We know successful companies are better at managing human capital than their peers[footnoteRef:54] and that investing in recruitment, retention, capability development and talent management are formulas for success in business today.[footnoteRef:55]  The APS needs to make its recruitment processes more efficient and transparent.  Slow and complex recruitment processes were identified as a barrier to entry for external applicants.  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.[footnoteRef:56]   [54:  Hall, Bradley W (2008), The new human capital strategy: improving the value of your most important investment – year after year, American Management Association, New York, pp.20-22.
]  [55:  Australian Government Department of Prime Minister and Cabinet (2010), Ahead of the game: Blueprint for the reform of Australian Government administration, Advisory Group on Reform of Australian Government Administration, March,
p. 24.
]  [56:  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.
] 


The ERA survey questions provide valuable baseline 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 systematically monitored and evaluated for effectiveness and efficiency.[footnoteRef:57]  E-recruitment can assist agencies with data collection, as well as 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.  However, e-recruitment systems need to be flexible to accommodate varying recruitment processes.  They also need to be functional allowing for easy access to all the data that will assist the HR practitioner in their processes in monitoring and evaluating recruitment advertising and processes. E-recruitment systems also need to be user-friendly in order to assist the candidate. [57:  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, http://www.anao.gov.au/director/publications/auditreports/2007-2008.cfm?pageNumber=4

] 


While the Guidelines have placed restrictions on advertisement size, placement and the use of colour, the data gathered in survey responses for the ERA indicate that the Guidelines have not had a significant effect on the effectiveness of APS recruitment advertisements published on APSjobs, the internet and in the print media.  Print composite advertisements, or the Guidelines, do not appear to have a negative effect on attracting candidates to apply for APS positions.  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 be targeted and 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.  Effective recruitment involves targeted recruitment.  Targeted recruitment can only be successful if it is planned and evaluated.

The Commission continues to work closely with agencies to progress APS-wide HR reforms through the development of a strategic approach to human capital.[footnoteRef:58] The Streamline Recruitment Project will further assist agencies in enhancing their recruitment activities.   [58:  Further information on the APS Reform work is available at: http://www.apsc.gov.au/apsreform/workforcecapabilities.html


] 



Agency support

The Commission would like to acknowledge and thank those agencies that participated in the surveys for the ERA.  Their cooperation and valued input provides benchmark data which will assist all APS agencies to evaluate their recruitment advertising decisions and hence optimise 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.  
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EVALUATION OF RECRUITMENT ADVERTISING
SURVEY 3
ADVERTISEMENTS PUBLISHED FROM 16 to 25 SEPTEMBER 2010
Please submit your completed survey responses by: 3 December 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 candidates that said they saw the position advertised in the advertising source, the number of interviews/assessments (short-listed candidates) derived from those applications, and the resulting job offers that occurred from those applications.  
Feedback on Survey 1 is available at: http://www.apsc.gov.au/advertisingsurvey/index.html

Survey 3
Survey 3 involves collecting data on FMA Act agencies recruitment advertisements published from 16 to 25 September 2010 inclusively.  This includes advertisements placed through APSjobs and the master media agency for non-campaign advertising, Adcorp (i.e. print and internet advertisements).

Please note
The evaluation, and survey, is based on the outcomes of the advertisement that was published in the particular media (source-of-hire), not the outcomes of the position as such.
The Survey is only collecting data on APSjobs, print and internet advertisements.  A response is not required for applicants that advised that they saw the position advertised on an agency’s website or through word-of-mouth.

Completing survey 3
Please complete a survey response form for each advertisement published on APSjobs, in the print media or on the internet by your agency from 16 to 25 September 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).

If the recruitment process is not completed by the survey closing date please provide as much information as possible and select number 5, the recruitment process has not been finalised, at Question 4(4).  Please do not provide responses before 3 December 2010 if the recruitment process has not been completed.

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

Closing date for survey responses: 3 December 2010

Enquiries
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 (02) 6202 3865.


EVALUATION OF RECRUITMENT ADVERTISING

SURVEY 3
RECRUITMENT ADVERTISEMENTS PUBLISHED FROM
16-25 SEPTEMBER 2010

Please submit your completed survey responses by:
3 DECEMBER 2010


SECTION 1:  AGENCY details

Please provide contact details of 2 nominated officers.

	FMA Act Agency
	Mandatory

	Agency contact - 1
	Mandatory

	Contact phone
	Mandatory

	Contact email
	Mandatory

	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 (16 to 25 September 2010 inclusively) and the name of the media (APSjobs, newspaper, internet site only) 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) Please enter the media type? – print, internet, APSjobs
	Drop down box – print, internet, APSjobs
Mandatory

	Question 2(2) Please enter the name of the media in which the advertisement appeared in, e.g. Canberra Times, SEEK?

Please note: We are not evaluating agency websites or word-of-mouth referrals.
	Drop down box – refer to attached for media list
Mandatory – except for APSjobs

	Question 2(3) Please enter the APS Notice Number/APSjobs number for the advertisement identified?
	Numbers & characters

	Question 2(4) Please enter the Adcorp identifying number (if applicable) for the advertisement identified?
	Numbers & characters

	Question 2(5) Please enter the date of placement of the advertisement (if known)?
	Calendar – set to September 2010

	Question 2(6) Please enter the date of publication of the advertisement? 
	Calendar – set to September 2010
Mandatory

	Question 2(7) Was this a component of a composite advertisement? (yes/no).  

From 1 July 2010, all Australian Government recruitment positions must appear in a single whole-of-government composite advertisement in any newspaper where there is more than one Australian Government position advertised.

	Yes/no

Mandatory

	Question 2(8) Please enter 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

Mandatory

	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

Mandatory





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

Mandatory

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

Mandatory if ‘No’ to 3(1)





SECTION 4: Information relating to APPLICATIONS from the ADVERTISEMENT

Please provide information on the applications, the number of applicants assessed (shortlisted applicants) 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.  Only details of those 2 applicants should be recorded on this survey response. In this survey response please provide only information relating to the advertisement/source identified.  Provide additional survey responses for all other APSjobs, print or internet sources that the position was advertised in.


	Question 4(1) Please enter the number of applications drawn from the specific advertisement that you noted in Section 2 above?

That is, how many applicants stated on their application cover sheet that they saw the position advertised in the media recorded on this response?

	Number

Mandatory – can be ‘0’

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

Please note, the number assessed only relates to the number of applicants you identified in Question 4(1).

Please enter ‘0’ in this field if assessments (short-listing) has not taken place and select ‘5’ at question 4(4).

	Number

Mandatory – can be ‘0’

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

That is, of the applicants that were assessed, that saw the position advertised in the media recorded on this response, how many were made job offers?

Please enter ‘0’ in this field if job offers have not been made and select ‘5’ at question 4(4).

	Number

Mandatory – can be ‘0’

	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
Mandatory

· 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.
 (
Free text
)




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
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Source: APSjobs 27 January 2011






41

ATTACHMENT C

Advertisements by media (print and internet) for advertisements published through Adcorp, including average media cost and media cost range by classification level – Survey 3

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

	* All composite advertisements
^ All non-composite advertisements
*^Composite & non-composite
	
	
	

	Print – National & Metropolitan
	 
	 
	 

	Brisbane Courier Mail (Qld)
	SES*
	1,738
	1,738

	Brisbane Courier Mail (Qld)
	EL1-2*
	1,255
	1,255

	Brisbane Courier Mail (Qld)
	APS1-6 & EL1-2*
	786
	786

	Brisbane Courier Mail (Qld)
	Other^
	1,738
	1,593 -1,883

	 
	 
	 
	 

	Northern Territory News (NT)
	EL1-2 & APS1-6*
	191
	165 - 224

	 
	 
	 
	 

	Sydney Morning Herald (NSW)
	SES*
	2,512
	2,512

	Sydney Morning Herald (NSW)
	EL1-2 &  APS1-6*
	1,004
	776 - 1,385

	Sydney Morning Herald (NSW)
	APS1-6*
	1,628
	1,628

	Sydney Morning Herald (NSW)
	Other^
	6,073
	2,077 - 12,742

	 
	 
	
	

	The Advertiser (Adelaide, SA)
	SES*
	2,512
	2,512

	The Advertiser (Adelaide, SA)
	EL1-2 &  APS1-6*
	551
	482 - 602

	 
	 
	
	

	The Age (Melbourne, Vic)
	SES*
	2,205
	2,205

	The Age (Melbourne, Vic)
	EL1-2 &  APS1-6*
	838
	859 - 967

	The Age (Melbourne, Vic)
	Other^
	5,031
	341 – 12,889

	 
	 
	
	

	The Australian (National)
	SES^
	4,365
	1,620 – 12,176

	The Australian (National)
	SES &  EL1-2^
	10,222
	10,222

	The Australian (National)
	EL1-2*
	1,472
	1,472

	The Australian (National)
	EL1-2 & APS1-6*
	913
	736 – 1,053

	The Australian (National)
	Other^
	3,555
	1,594 – 8,936

	 
	 
	
	

	The Australian Financial Review (National)
	SES^
	3,625
	3,625

	The Australian Financial Review (National)
	SES & EL1-2^
	10,310
	10,310

	The Australian Financial Review (National)
	EL1-2*
	2,900
	2,900

	The Australian Financial Review (National)
	APS1-6^
	2,900
	2,900

	The Australian Financial Review (National)
	Other^
	2,776
	2,776

	 
	 
	
	

	The Canberra Times (ACT)
	SES^*
	722
	307 – 1,421

	The Canberra Times (ACT)
	SES & EL1-2^
	1,402
	1,402

	The Canberra Times (ACT)
	EL1-2 & APS1-6*
	169
	156 - 184

	The Canberra Times (ACT)
	Other^
	1,733
	238 – 4,908

	 
	 
	
	

	The Mercury (Hobart, Tas)
	EL1-2 & APS1-6*
	229
	229

	The Mercury (Hobart, Tas)
	Other^
	446
	446

	 
	 
	
	

	The West Australian (WA)
	SES*
	1,559
	1,559

	The West Australian (WA)
	EL1-2*
	1,559
	1,559

	The West Australian (WA)
	EL1-2 & APS1-6*
	877
	877

	The West Australian (WA)
	Other^
	1,661
	1,661

	 
	 
	
	

	Print - Other
	 
	
	

	Albury Border Mail
	APS1-6^
	369
	369

	 
	 
	
	

	Alice Springs Centralian Advocate
	APS1-6^
	510
	448 - 572

	 
	 
	
	

	Berwick/Pakenham Cardinia Leader
	Other^
	269
	269

	 
	 
	
	

	Broome Advertiser
	APS1-6*
	249
	240 - 264

	 
	 
	
	

	Burnie Advocate
	EL1-2^
	361
	361

	 
	 
	
	

	Cairns Post
	Other^
	501
	501

	 
	 
	
	

	City Messenger
	Other^
	316
	316

	 
	 
	
	

	Cranbourne Leader
	Other^
	269
	269

	
	
	
	

	Dalby Herald
	Other^
	140
	140

	 
	 
	
	

	Geelong Advertiser
	Other^
	1,294
	1,294

	 
	 
	
	

	Geraldton Guardian
	EL1-2^
	409
	409

	 
	 
	
	

	Gold Coast Bulletin
	Other^
	477
	477

	 
	 
	
	

	Goulbourn Post
	Other^
	220
	220

	 
	 
	
	

	Herald Sun (Vic)
	EL1-2*
	2,030
	2,030

	 
	 
	
	

	Independent Weekly (SA)
	EL1-2^
	393
	393

	
	
	
	

	Illawarra Mercury
	APS1-6^
	910
	910

	
	
	
	

	Inner West Courier
	Other^
	277
	277

	 
	 
	
	

	Ipswich Qld Times
	APS1-6^
	326
	326

	
	
	
	

	Kalgoorlie Miner
	EL1-2^
	409
	409

	
	
	
	

	Kempsey Macleay Argus
	EL1-2 & APS1-6^
	197
	197

	
	
	
	

	Kimberley Echo
	APS1-6^
	222
	222

	 
	 
	
	

	Koori Mail
	Other^
	431
	375 - 488

	 
	 
	
	

	Launceston  Examiner
	EL1-2^
	351
	351

	 
	 
	
	

	Mosman Daily
	Other^
	175
	175

	 
	 
	
	

	MX (Brisbane)
	EL1-2^
	835
	835

	MX (Melbourne)
	EL1-2^
	925
	925

	MX (Sydney)
	EL1-2^
	951
	951

	 
	 
	
	

	National Indigenous Times
	EL1-2*
	427
	427

	National Indigenous Times
	APS1-6^
	427
	427

	 
	 
	
	

	National (PNG)
	Other^
	780
	780

	
	
	
	

	Newcastle Herald
	APS1-6^
	698
	698

	 
	 
	
	

	North Shore Times
	Other^
	679
	679

	 
	 
	
	

	On Watch (Australian Institute of Marine & Power Engineers)
	EL1-2^
	600
	600

	 
	 
	
	

	Papua New Guinea Post Courier
	Other^
	650
	650

	 
	 
	
	

	Rockhampton Morning Bulletin
	Other^
	360
	360

	 
	 
	
	

	Toowoomba Chronicle
	APS1-6^
	344
	344

	 
	 Other^
	320
	320

	
	
	
	

	Torres News
	Other^
	245
	245

	 
	 
	
	

	Townsville Bulletin
	EL1-2^
	435
	435

	Townsville Bulletin
	APS1-6^
	452
	434 - 468

	Townsville Bulletin
	Other^
	435
	435

	 
	 
	
	

	Warrnambool Standard
	Other^
	214
	214

	 
	 
	
	

	Internet – main employment websites
	 
	
	

	Careerone
	APS1-6
	
	

	 
	 
	
	

	MyCareer
	EL1-2 & APS1-6^
	80
	80

	MyCareer
	EL1-2*^
	86
	80 - 240

	MyCareer
	APS1-6*^
	92
	80 - 320

	MyCareer
	Other^
	80
	80

	 
	 
	
	

	SEEK
	SES^
	152
	90 - 215

	SEEK
	EL1-2*^
	97
	90 - 270

	SEEK
	EL1-2 & APS1-6*^
	95
	90 - 110

	SEEK
	APS-16*^
	100
	90 - 360

	SEEK
	Other^
	98
	90 - 180

	SEEK
	Other^
	10,000
	10,000

	 
	 
	
	

	Internet – other websites
	 
	
	

	6 Figures
	SES^
	295
	295

	 
	 
	
	

	Careerhub.com.au
	EL1-2 & APS1-6*
	180
	180

	 
	 
	
	

	Earthsciencejobs.co.uk
	EL1-2^
	75
	75

	 
	 
	
	

	Earthworks-jobs.com
	APS1-6^
	300
	300

	 
	 
	
	

	Engineeringjobs.com.au
	APS1-6^
	140
	140

	 
	 
	
	

	Envirojobs.com.au
	SES & EL1-2 & APS1-6^
	250
	250

	 
	 
	
	

	Facebook
	Other^
	5,000
	5,000

	 
	 
	
	

	Google
	Other^
	10,000
	10,000

	 
	 
	
	

	IndigenousJobsAustralia.com.au
	EL1-2^
	128
	80 - 300

	IndigenousJobsAustralia.com.au
	APS1-6^
	93
	80 - 100

	 
	 
	
	

	Lloydslistden.com.au
	EL1-2^
	1,000
	1,000

	 
	 
	
	

	Logisticsjobs.com.au
	APS1-6^
	140
	140

	 
	 
	
	

	Met-jobs (Lists.rdg.ac.uk)
	EL1-2^
	45
	45

	 
	 
	
	

	New Scientist website
	EL1-2^
	495
	495

	 
	 
	
	

	NRMjobs.com.au
	SES^
	150
	150

	NRMjobs.com.au
	EL1-2^
	158
	150 - 165

	NRMjobs.com.au
	 APS1-6^
	165
	165

	
	
	
	

	PRIA.com.au
	EL1-2^
	150
	150

	 
	 
	
	

	Redbanana.com.au
	APS1-6^
	150
	150

	 
	 
	
	

	Sciencealart.com.au
	EL1-2^
	65
	65

	 
	 
	
	

	Safety Institute www.sia.org.au
	Other^
	150
	150

	 
	 
	
	

	TheBigChair.com.au
	SES^
	340
	340

	 
	 
	
	

	Veterinary Association
	EL1-2^
	280
	280

	 
	 
	
	




ATTACHMENT D

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

	Level
	No of ads.
	Total word count
	Average Word count per ad.
	Costing - $
Based on 32 cents per word (GST exclusive)

	APS1-6
	399
	81,341
	204
	65

	EL1-2
	217
	45,974
	212
	68

	SES
	27
	7,823
	290
	93

	Other
	19
	6,086
	320
	102

	Total
	662
	141,224
	
	













EMPLOYMENT OPPORTUNITY NOTICES - PER MONTH
2007 - 2011

2007	JAN	FEB	MAR	APR	MAY	JUN	JUL	AUG	SEP	OCT	NOV	DEC	1087	1566	1855	1339	2017	1505	1533	2173	1596	1513	739	2008	JAN	FEB	MAR	APR	MAY	JUN	JUL	AUG	SEP	OCT	NOV	DEC	939	1286	1462	1077	1404	1095	1067	1529	1200	1274	755	2009	JAN	FEB	MAR	APR	MAY	JUN	JUL	AUG	SEP	OCT	NOV	DEC	820	890	1136	698	993	772	928	1214	1016	1093	718	2010	JAN	FEB	MAR	APR	MAY	JUN	JUL	AUG	SEP	OCT	NOV	DEC	752	999	1406	1003	1404	1193	1251	1423	1236	1249	932	2011	JAN	FEB	MAR	APR	MAY	JUN	JUL	AUG	SEP	OCT	NOV	DEC	814	715	
NUMBER OF NOTICES
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