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Managers Guide to Writing Adverts
How to design and write effective job advertisements – tips and techniques

A good recruitment advertisement ensures the best people for the role apply!!
Job adverts and recruitment processes should follow the AIDA selling format:

Attention

Interest

Desire

Action

This means that good job advertisements must first attract attention (from appropriate job-seekers); attract relevant interest (by establishing relevance in the minds of the ideal candidates); create desire (to pursue a great opportunity), and finally provide a clear instruction for the next action or response.  Job adverts written by people who do not follow these principles will fail to attract job applicants of quality in quantity.

Advert contents should not include:

· over-designed graphics
· excessive layout
· extravagant / inappropriate wording
· difficult to read quickly or for any reason
· inappropriate font type, size, colour
· abbreviations or jargon / slang
· too much technical detail and words
· uninspiring / boring descriptions of the role
· too much emphasis on the job and not enough on the person
· job title which does not relate to the nature of the job
· large half / whole or double page adverts 
· using negatives (ie. You may think Accountancy is boring but….)
· ‘expression of interest’ – even for vacancies that are being advertised internally. Expressions of Interest contravene Equal Opportunities legislation.

Writing a Job Advert

1. Use one headline and make this clear and relevant

2. Ensure the job title describes the job function

3. Make the advert easy to read
4. Use simple language 

5. Avoid complicated words

6. Less is more so keep space around the text to attract attention

7. Use appropriate language

8. Use short sentences and paragraphs

9. Use bullet points 

10. Avoid capitals as this is much slower to read

11. Refer to the reader as ‘you’ and use the second person in the description of the requirements

12. Incorporate something new, innovative, exciting, challenging – people are attracted to new things

13. Stress what is unique
14. Emphasise what makes your job and organisation stand out
15. The advert description must be credible

16. Presentation should look professional

17. Think about the audience, use language and terms that will be understood by a wide group of people and sell the benefits you can offer

Job Advert – Checklist

A good advert should have the items below included. These items are those which would normally be essential though other requirements are optional depending on a local policy and circumstances.  The list is mainly in order but is not specific to all adverts.

· Directorate

· Service Unit

· Job Title

· Location

· Salary

· Hours

· Any other working conditions i.e Fixed Term Contract /Maternity leave

· Outline of the job role and purpose (expressed in the second person) – remember make it interesting, but realistic
· Responsibility, timescales and nature of the role

· Ideal candidate profile

· Indicate qualifications and experience required – essential only, you want to maximise the field
· Other package details – we want people to apply so what are the benefits, what can you offer?
· Application instructions

· Contact details (name / tel no)

· Website address

· Equal opportunities statement  / diversity strap line / safe guarding
· An interview date at the advertising stage. This will allow candidates to book time off to attend and will create a professional impression.

Advert Structure
Headline  - include the top selling point

Job Title – make sure it makes sense to the candidate – what job title will your target job seekers use?
Opening Statement – Draw people in the Unique Selling Point (what sets the job and organisation apart from the competition) – reinforce the headline
· Identify your target market

· What would they find appealing?

· What is the main differentiator?

Body Copy – 


The Role – what is it? Only include the essential criteria as the individual can look at the job description for more details information.

The Person – am I qualified to do it?

Closing Statement – Refer back to the headline (reiterate the benefit).  Leave the candidate with a good feeling.

Other Considerations

Is the copy for press?

· Keep it short (space costs money)
· Wet the appetite and drive people online for more information – 
longer copy can be placed on the website along with the Job Description /Person Specification
Is the copy for a website?

· Job Title – people need to find it in a search so make sure it’s clear and description and use words the public would type in to a search

· Key Words – to appear higher in job searches use all the words you think people will search for in your copy

· Opening statement – often sites show the first line of the text under the heading – so make it count!

Copywriting Service

If you have a post which is difficult to fill or you think it needs an extra push then please contact the Resourcing Solutions team at ResourcingSolutions@northyorks.gov.uk or 01609 535585 who can provide for the advert to be copy written and can often reduce press copy which in turn will save money.

Attraction 

We need to demonstrate clear, fair and consistent approaches to seeking a broad range of suitable applicants. We should ensure that the broadest possible range of applicants have the opportunity to see and apply for each vacancy. 

NYCC web recruitment system allows applicants interested in working with NYCC to register for job alerts, so any advertisements you place on the NYCC website will allow interested candidates to be notified straight away.  

Target Audience 

Considering your target audience is a crucial stage in the attraction process and is the key to your success in attracting the right candidates for the role.

Having undertaken a full needs analysis and review of the job description/ person specification you should have a good idea of who you are looking to recruit, which in turn should enable you to think about how you will communicate with them. 

Vacancies should be advertised to ensure widest possible coverage on a value for money basis. 

To ensure efficiency and value for money, use the resources closest to you. Your colleagues or the person leaving the post are likely to represent your target audience; ask them where they would look for vacancies or where they found their new position. 

Timing 

When you advertise is another factor that you should take into consideration when preparing your advert. Advertising in the week prior to Christmas or over the School holidays may mean that large groups of your target audience will not be available to see your advert. 

Similarly, remember that the majority of applicants will be applying for vacancies in their free time. It is recommended that you advertise for two weeks, preferably including two weekends, to give applicants sufficient time to apply. 

Internal Advertising 

A Recruiting Manager may decide, in support of the school’s commitment to the development of its existing workforce, to advertise a vacancy internally, making the details available to existing colleagues. Internal staff does not include those on supply contracts, volunteers or agency staff but would be available to all other staff groups currently in employment. 
Standard Attraction Methods 

These include:

www.nyccjobs.co.uk – NYCC careers site

jobcentreplus & LG jobs  – local government jobs online.  

www.indeed.co.uk – international jobs board

NYCC’s facebook page via Work For Us application

Vacancies will automatically be published within standard advertising media in accordance with recruitment protocol. 

Working with our advertising partners we invest considerably in ensuring that these sites have high online rankings, and that they are known by the widest range of applicants. These methods have proven to be highly effective and are continually reviewed by Resourcing Solutions to ensure consistent high performance. 

External Advertising Methods 

When using external media advertising it is important to think about the approach to the advertising campaign, the audience that it will attract and the perception from the general public.

Advice on recruitment advertising is available from Resourcing Solutions, who can provide media recommendations at resourcingsolutions@northyorks.gov.uk or 01609 535585.
Application Process 
It is good practice to only accept application forms and to state that CV’s will not be accepted in any circumstances. A completed application form is a requirement for every vacancy applied for, including internal applications. The use of application forms supports an objective process;

· Candidates are given an equal opportunity to demonstrate how they meet the selection criteria

· Facilitates a consistent approach to short listing, as candidates are providing information in a consistent format

· Ensures that candidates provide the required information, and makes it easier to identify gaps and inconsistencies in employment history

· Supports equalities by facilitating the removal of personal characteristics from applications prior to selection decisions, making the process more objective

· Separate application forms are available for teachers and support staff. Application forms requesting medical information must not be used, as this is in breach of the Equalities Act. 

