Job Advertisements:
Are You Making These Four Mistakes In Your Job Ads?
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Introduction
This report is based on an online video presentation previously conducted by
HRwisdom on a very specific topic which is an important part of finding and
keeping good employees.
Read as business mentor and executive coach Robert Watson
(www.ManagingWell.com.au) explains the four mistakes in job ads. You’ll also
learn how to write your job ads for more successful outcomes.
You’ll see real examples being reviewed and see specific suggestions for
improvement.
Here’s the overall plan for this report:


We’ll discuss the four mistakes made in newspaper job ads.



We’ll give you a simple model to use to make your ads more successful.



We’re going to look at examples of successful ads so you can apply this to
your own ads. We’ll be looking at both colour ads and text-based ads.
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Part 1 - Are you making these four mistakes in your job advertisements?
Let’s jump straight into it: Take a look at these two ads which we’ve literally cut
and paste out of recent newspapers. Which one do you think will attract more
applicants?
Here’s the first ad. Take a look for just a few quick moments.
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Now, here’s the second. Take a quick look.

Most people would probably agree that of the two ads, the first one is going to
be more successful. Take another minute to look at the second ad and ask
yourself why it would attract more applicants.
We’ll come back to these two ads in a minute. But first, what are the 4 mistakes
made when writing job ads?
1.
2.
3.
4.

Not
Not
Not
Not

Standing Out.
giving the job candidate a reason to read on.
selling the benefits for the job candidate.
having a clear and instant next step.

What are the consequences of making these mistakes?


If your job ad doesn’t stand out, people will skip past your vacancy or not
even notice it.



Not giving the candidate a reason to read on. If there is no lure, no
curiosity factor then again, people will skip to other ads.
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Not selling the benefits to the candidate will mean that they will put their
energy into applying for other vacancies instead of yours.



Not having a clear and instant next step for the job candidate will leave
them scratching their heads wondering what to do next. If you create a
situation where they procrastinate then you’ve lost them.

These mistakes are very common. How many times have you heard someone
say that they put an ad in the paper and no-one applied? It’s possible that they
made one or more of these classic mistakes.
And we should definitely try to avoid these when there’s a very limited number
of candidates out there to begin with.
A good way to avoid making these mistakes is to apply a tried and true sales
and marketing model when writing job ads. We’ll cover that in the next section.
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Part 2 - The Model For Successful Job Ads
The AIDA Model
A good way to avoid making the four mistakes made when writing job ads is to
apply a particular sales and marketing model.
In this next section we’ll look at the AIDA sales model has been used for decades
in sales and marketing. It stands for:
A = Attention
I = Interest
D = Desire
A = Action

A= Attention

What do we mean by Attention? Attention – the extent to
which your job ad stands out from all the rest on a page
full of ads. There are several ways to make it stand out:
use of colour, banners, size, photos, pictures, or even
putting it in the General News section of the paper
instead of in the Positions Vacant.
The easiest way to think about Attention is – does it
appeal to the eye?
So, once you’ve caught their eye, Interest is about
appealing to the mind…

I = Interest

We are trying to create a situation where the person
becomes curious and instinctively wants to know more.
Once they’ve spotted your ad, what will make them read
on and find out more rather than skipping to the next job
ad with the same title.
For example, imagine your ad is one of six ads on a page
for Accounts Clerk, you will lure more readers in even
just by using the simple heading of “Accounts Clerk – are
you the best? Read on…”
You simply want to draw them in to read the rest of the
advertisement.
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D = Desire

Desire takes us to the heart. This is all about What’s In It
For Me? Chances are they can guess the most basic
benefits of taking the role, however you should spell out
anything that sets your organization and this job apart
from the ordinary ads. It might be the pay rate or
bonuses, other benefits, special technology, working
arrangements, location, a strong safety record, etc.
If Desire is about the heart then Action is about spurring
them on to take the final step.

A = Action

What does Action refer to? – This is the easy part. You
just need to be clear on where, when and how they apply
for the job or at least what they need to do to find out
more.

So, let’s now look at this in context. Using the AIDA model, how would you apply
it to the first ad we saw?
Here’s the first again . . .

Attention: Border and colour.
Interest:

Nothing really.

Desire:

Nothing really.

Action:

Contact telephone and email
address but no deadline.
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Now, here’s the second again . . .

Attention: Size, colour, picture.
Interest: Banner saying: “We need the best”
Desire: Job-specific benefits and broader benefits.
Action: Uses word “Interested?” Careers hotline and web address.

The second ad is clearly more effective than the first ad.
In the next section we’re going to look at some colour ads to demonstrate ways
people can make their ad stand out from the rest by applying the AIDA model.
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Part 3 - Colour Job Ads and The AIDA Model
What do you make of this colour ad in terms of the AIDA model we’ve been
discussing?

Attention: Size, colour, photo.
Interest: Banner saying: “More to life.”
Desire: Overall company environment attractors/values, location, higher
bonuses, and inferred family-friendly theme with this photo. No limits to career.
Action: One on One confidential discussion. Phone line and very specific web
address. Closing date & time spur the reader into action.
Extra comment: Photo of family works at a more subtle level. It almost says
“We don’t want a Fly in Fly Out Dad – we want Dad at home everyday!”
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Attention: Size, border, colour, picture.
Interest: Slogan and photo of mates at work – it suggests that “we are a team
here”. Mention of those wanting a career change.
Desire: Job-specific benefits and broader benefits. Subtle: Pre-test plays to
some people’s desire to be part of a strong team.
Action: Phone line for more information and web address. Closing date & time
spurring on action.
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Attention: Size, colour, pictures.
Interest: Seems to have gone straight to desires. If anything, the sub-heading:
“Our city’s employee’s enjoy”
Desire: Job-specific benefits and broader benefits.
Action: Phone line, web address, email. More information and for application
package.
Regarding the Action point, one really good tool is telling people reading the ad
to email in for an information pack – you’ll get a much higher response rate.
People like the sound an Information Pack. You’ve got so much more space to
sell the benefits and interesting points of the job and your organisation. And, as
an added bonus, the delivery of the Information Pack can be automated.
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Attention: Size, colour, pictures. This is clearly a happy friendly place to work
Interest: Banner saying: “Secure a better future”
Desire: Structured apprenticeship program and overall company environment
attractors/values.
Action: Very specific process for written applications.
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Part 4 - Text-Only Job Ads and The AIDA Model
The ads we’ve seen have had lots of pictures, colour, size, etc and are obviously
going to be more expensive.
In the next section, we’re going to look at how the AIDA model works with
smaller, text-based ads.
So let’s turn our attention now to smaller, text-only ads and look at how to apply
the AIDA model.
Take a look at this very standard ad for an Office Administrator . . .

Attention: Nothing.
Interest: Nothing - except for location if people want a job in Castle Hill.
Desire: Nothing.
Action: Fax number for resumes.
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Now take a look at this page. It is largely a sea of black and white text. Only a
few ads stand out. Notice the one over on the top left side? “Drivers With A
Difference.”

Let’s do an AIDA review of the Drivers With
A Difference ad . . .
Attention: Size, coloured border.
Interest:

Banner saying: “Driver with a
difference.” Two engaging
questions. Plus itsays “…read on.”

Desire:

Exceptional money, commission,
hype/superlatives.

Action:

Actual person’s name and email.
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Here is another full page full of similar-looking black and white text ads.
Only a few ads stand out . . .

Let’s look closer at three of these ads.
How does the AIDA model apply to these small ads without much text and not
much of a budget to work with?
Sure we know that this is
letterbox delivery of junkmail,
however if the ad was titled
"Letterbox Delivery" there is no
real interest created.
By contrast, being paid to walk
sounds far more appealing and
likely to get more responses from
someone who thinks "Well, I
walk anyway so I may as well get
paid!"
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Some people scanning the
vacancies will go "Ahhhh, how
lovely, imagine working for a cat
sanctuary."
Even though it is the name of the
business, the title tugs at the
emotional heartstrings of people
who have a leaning towards all
things feline.
"Cat" works as a much better
attractor than "Shelter Welfare
Coordinator".
On that earlier page there were
10 ads for Beauty Therapist
which all appear identical.
If you were a junior, you would
send an identical application to
each of them.
However, the Beauty Senior ad
will only get people who already
have experience.
In other words, by putting in the
word "Senior", this advertiser has
automatically prevented a flood
of unqualified or inexperienced
people from applying.
Here is an example of the barest
ad you might ever see in the
newspaper. It was placed by a
not-for-profit animal welfare
organisation.
In terms of Attention, they are
relying on their brand name to
catch the readers' eye. There is
probably not any Interest, Desire
or Action, but at best, the Action
is implied by publishing the
website.
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Unfortunately, the generic term
"Customer Service" could mean
manning the front desk at an
animal compound (which could
be seen as being really
attractive) or it might mean cold
calling on the telephone trying to
get donations from the public.
Either way, there is a degree of
difficulty involved here which
would turn a lot of people off.
The reader has put down their
cup of coffee and the newspaper,
walk away to the computer, turn
it on, log into this website and
then drill down to find the job
details.
As a side note, on the day this ad
appeared we visited the website
and it was hard to find any info
on this vacancy.
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Part 5 – Summary
Today we’ve looked at the following:
The 4 mistakes made in newspaper job ads. These are:
1.
2.
3.
4.

Not
Not
Not
Not

Standing Out.
giving the job candidate a reason to read on.
selling the benefits for the job candidate.
having a clear and instant next step.

The AIDA model to make your ads more successful.
Remember, it stands for:





Attention
Interest
Desire
Action

Finally, we’ve looked at examples of successful expensive colour ads plus cheap
text-based ads. We’ve done this so that you can apply the AIDA model to your
own ads.
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Part 6 – Job Advertisement Worksheet
It would beneficial to do some homework - nothing too onerous.
Take out a copy of the last job ad you ran or a copy of the next ad you’ll be
placing.
Using the Job Advertisement Worksheet on the next page, work through the
AIDA model to critically review what you already had and then spend ten
minutes improving your ad.
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Job Advertisement Worksheet

Job Title:

Job Description:

Benefits of the
Role and
Company:

AIDA Job Advertisement
A - Attention

Make it stand out: use of colour, banners,
size, photos, pictures.

I – Interest

Catchy Heading (draw them in to read the
rest of the ad).
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D – Desire

Include the pay rate or bonuses, other
benefits, special technology, working
arrangements, location.

A – Action

Include information on where, when and how
they apply for the job or at least what they
need to do to find out more.
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Post-Script – Why Is It So Important To Get Recruitment and Retention
Right?
Step One
Get a blank piece of paper and, up the top, make a note of the vacant position’s
title and its likely annual salary.
Step Two
Below that, list the hourly pay rate of all the people who will be involved in the
recruitment and selection process. To get an hourly rate you can take each
person’s approximate annual salary, divide it by 52 to get a weekly rate, and
then divide the weekly rate by 38 to get an hourly rate.
Step Three
Next, below your hourly rates, draw a line straight down the middle of the page
from top to bottom.
Step Four
Now, text on the left, numbers on the right, write down the following items:


The cost to run an ad for this vacancy online and/or in a newspaper.



Contractor or labour hire costs whilst recruiting for the vacancy.



Interview expenses like flights, hotels if you are bring the person in from
elsewhere.



(You’ll need a few lines for this one) Total number of hours spent by every
person in the process and then multiply the number by the person’s hourly
rate. The total hours may include such activities as writing and placing job
ads, sifting through applications, phoning job candidates, meeting and
greeting, interviewing, testing, reference checking, 2nd round interviewing,
arranging medicals, making offers, phoning or writing to unsuccessful
candidates, etc.



Any sign-on bonus you may pay.
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The likely recruitment agency fee if you use an agency.



Employee Referral Bonus if you found the new employee via a current
employee.



(You’ll need a few lines for this one) Total number of hours spent by every
person in the new employee induction and orientation process and then
multiply the number by the person’s hourly rate. The total hours may include
such activities as booking training rooms, liaising with new starters, sending
out paperwork, meeting and greeting, conducting formal induction training,
meetings with each manager and colleague (yes, it could be a long list you’re
writing here), IT support to set up equipment, colleagues working with the
new starter to train them, etc.

Step Five
Next, add up all the numbers on the right hand side.
That’s just for one employee.
Step Six
Now, ask the manager how many people work in the organisation and what is
the staff turnover rate? If they say: “We have 100 staff and our turnover is
10%,” then that equals 10 employees leaving every year.
That’s 10 vacancies every year.
Step Seven
Finally, take your Grand Total $ from the right hand side of your page and
multiply it by 10 (for the ten vacancies per year).
Step Eight
Ask the manager if they would like to keep some of that money for their own
budget.
You’ll usually get a little more support for changing job ads, making more of an
effort with choosing the right person, and then finding ways to retain good staff.
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