Paid Advertising
Paid advertising can be used to supplement and support any selected recruitment strategy.  Paid advertising is best utilized when there is an anticipation of having a difficult time attracting a sufficient number of qualified applicants.  The funding for paid advertising will generally come from the organization that is attempting to fill the position.  The CPOC should work closely with managers to ensure that a corresponding vacancy announcement is open during the period that the advertising will occur.  Army Public Affairs personnel can assist in the design, layout, and in some cases the production of the ad.  Costs associated with paid advertising depend upon the type selected, the geographical location, and the target audience of the ad.
Types: 

Newspapers - This is best used when you want to limit recruiting to a specific geographical area or when sufficient numbers of prospects are clustered in a specific area.  The advantages of using newspapers are generally the deadlines to place an ad are relatively short, there is a lot of flexibility in ad size, and circulation is concentrated to a specific area.  Disadvantages to using newspapers are that it can be easy for a job prospect to ignore the ad and if circulation is not targeted to a specialized audience, you pay for a great amount of unwanted readers.  If your ad has much detail, most newspapers have relatively poor printing quality.  Price varies among markets and is largely dependent upon circulation.
Magazines/Trade Journals - These are best used when the job that is to be filled is specialized and when time and geographic limitations are not of the utmost importance.  If involved in a long, ongoing recruitment program, these can be of assistance.  The advantages are that magazines/journals reach targeted occupational categories, and the printing quality is high along with ad size flexibility.  This disadvantages are that if you are recruiting for only a specific geographical location, then you will be paying for a large audience outside of that geographical area, and there is generally a long lead time for ad placement due to the fact that most publications only come out monthly.

Directories - These are generally only appropriate if trying to recruit for an ongoing recruiting program.  The advantages are that they can have a long life and can be placed to reach specialized audiences.  The disadvantages are that they are not timely and are not generally useful for one-time recruitment actions.  These types of recruitment ads generally run for a few months to a year, so changes are not able to be made.  
Direct Mail - If the right mailing list can be found, this is potentially the most effective medium.  It can be especially useful in competitive situations where qualified applicants are in great demand.  It has the advantages of being a personal form of advertising, offers great flexibility in the amount of space and formats, and can be narrowed down to a specific occupational specialty and geographic location.  The disadvantages are that the cost can be high and it may be difficult to reach the appropriate target audience.  
Radio and Television - This is best used when there are many openings in a specific geographic area and when it is needed to quickly attract applicants.  An advertising campaign using this type of media can saturate an area with a recruitment message in a short period of time.  It has the advantage of allowing the greatest creative flexibility in the ad design, and it can reach a large audience with little competition.  The disadvantages of using this type of media are that it can be time consuming to produce and be very costly.  Generally the messages are quite brief, so it requires repeated airings to make an impression.  Most messages will also reach a large audience outside of your recruitment strategy, so you are also paying for wasted circulation.
Other Recruitment Outreach Sources


There are other sources that can be utilized in order to find quality candidates for vacant positions.  Some occupational fields are quite competitive, so we can not always just publish a vacancy announcement and then sit back and let applicants come to us.  Some positions may require a proactive approach to going out and finding qualified applicants and then marketing the Army as an employer of choice.  Some of the vehicles that are available do not cost money, and can be good sources to reach out to potential applicants.

Commercial Applicant Databases: There are many commercial databases that contain potential applicants that exist.  Many of these require a subscription such as Monster.com or Hotjobs, but some do not.  If a professional position is being filled and recruitment difficulties are anticipated, it is a good idea to research professional organizations that maintain a web site related to that type of work.  Many times a professional association or organization can be found that will allow the posting of vacancies on their site for free.  In addition, some will maintain a directory of professionals looking for work in their profession. An email can be generated promoting the Army as an employer, some details of the position to be filled, and instructions on how to apply (generally with a link to the Job Kit on CPOL).  Selecting officials often have professional organizations that they either belong to or are aware of that would warrant further research into in trying to fill our hard-to-fill positions.  
Networking:  At the local level, networking with schools, local, county, and state government offices can assist in attracting applicants.  All states have some sort of job assistance/placement services that can be utilized.  These services provide resume' writing assistance to applicants, resources for applicants to use in applying for positions, and assistance in preparing applicants for gainful employment.  If a large number of vacancies exist in which the local labor market may provide potential applicants with the required skills, networking with these organizations may assist the Army in meeting their recruitment goals.
