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1
PURPOSE

1.1
To inform Members of the review of recruitment advertising undertaken for period 1 January 2006 to 31 December 2006.

1.2
Relevance to the Council’s ambitions and priorities

· Council Ambitions – High calibre staff are key to the management and efficiency of the authority.  Successful recruitment of high calibre staff contributes directly to efficiency of service delivery.  Effective recruitment directly affects existing staff and efficiency of service not only by the appointment of high quality candidates but also through filling vacancies as quickly as possible.

· Community Objectives – The Council's commitment to providing services which are accessible to all extends to the offering of employment opportunities to everyone in the community.  This is achieved through effective implementation of the authority’s equal opportunities policy and recruitment and selection policy and procedures.  As is evident in Appendix 1, most adverts are featured in the local press which makes local people aware of employment opportunities.  As a major employer in the area, the corporate image and ‘branding’ used in our recruitment adverts helps us to attract high calibre candidates from the community.  By attracting candidates from the local community, we are helping to build a thriving and sustainable economy and therefore contribute to achieving the Council's corporate priorities.

· Corporate Priorities - The consistent corporate image presented in our recruitment and selection policies and procedures applied to all vacancies at the authority.  The transparency of these policies and procedures offers all members of the community the opportunity to join us as an employee provided they meet the skills and qualities required for the post.  This helps to ensure that the workforce is representative of the wider community.  Regular policy reviews ensure that the policies comply with legislation and best practice.

· Other Considerations – None.

2
BACKGROUND

2.1
The authority has been using O’Connor Design and Advertising as their recruitment advertising provider since January 2003.  The agency, based in Easingwold (near York), provides a type setting and placing service on a non-contractual arrangement.  The service provided is outlined below:

· Drafting of the wording for advertisements from job descriptions and person specifications.

· Producing the artwork for the advertisements.

· Tailor made advertisements to suit responsibilities/scale of the post.

· Advice on placement/timing of advertisements in a format which can be used to advertise the vacancy elsewhere – Job Centre/website/e-mail.

· Booking advertising space in the press.

2.2


Appendix 1 shows a breakdown of all vacancies placed with O’Connor Design and Advertising for the period 1 January 2006 to 31 December 2006.  The breakdown shows the month the advertisement was placed, the job title, the publications used and the total costs.  It is important to point out that each cost includes a £50 charge for all services outlined above.

2.3
The number of vacancies placed by O’Connor Design and Advertising is only part of the total vacancies advertised by the authority.  Where an advertisement has not been produced and placed by O’Connor Design and Advertising, a decision has been taken to use zero cost advertising channels only, which consist of Council noticeboards, Job Centres, website and e-mail circulation of the advertisement to neighbouring authorities.  All vacancies produced and placed by O’Connor Design and Advertising are also advertised using these channels.

2.4
The table below shows a comparison of advertising spend over recent years.

	YEAR
	TOTAL COST
	VACANCIES ADVERTISED
	AVERAGE COST PER ADVERT

	2006
	35,172.64
	70
	502.47

	2005
	39,537.22
	76
	520.22

	2004
	45,947.37
	52
	883.60

	2003
	31,362.03
	47
	667.28

	2002
	19,837.97
	29
	684.07


3
ISSUES

3.1
Whilst we have not always had a good response to adverts it is felt that this is a reflection of national skills shortages and salary levels attainable as a result of these shortages.

3.2
During 2006 a number of internal promotions took place which resulted in “back-filling” of posts that became vacant as a consequence.


In order to gain benefit from training we have funded and utilise skills from within the organisation, several posts were advertised internally only which resulted in some cost savings and helped reduce our average cost per advert. 

3.3
It is apparent that free channels are generating a significant proportion of responses, therefore, before a final decision is taken on placing an advert, a full discussion of all options will take place between the Personnel Officer and the Manager responsible for the post. 

3.4
As reported to Personnel Committee in January 2007, discussions have taken place with neighbouring authorities as part of a joint procurement initiative for the provision of recruitment advertising.  Following review of the five tenders received, three potential suppliers gave presentations to representatives from the Councils involved and Tribal Resourcing were selected as the preferred supplier.  This new agreement will take effect from 1 April 2007.

3.5
Whilst we expect cost savings to be the main benefit arising from this partnership we will also be looking for a more efficient operation.  We will be closely monitoring costs and service levels over the coming months and will update Committee accordingly. 

4
RISK ASSESSMENT

4.1
The approval of this report may have the following implications:

· Resources – If recruitment advertising is not effective there will be a detrimental effect on service delivery as existing staff will have to cover vacant posts.  This requirements is likely to affect staff morale, which will further affect the quality of service delivery.  Whilst all recruitment advertising is funded from existing budgets it is important that spend does not continue to increase.  The spend can also be offset against salary not paid when posts are vacant.

· Technical, Environmental and Legal – Although there are no specific legal implications, there is potential for an employment tribunal claim if recruitment advertising is factually incorrect or contains inappropriate language or restrictions which maybe viewed as discretionary.

· Political – None.

· Reputation – The Council's image may be adversely affected if advertisements lacked impact and did not attract high quality candidates.  Failure to attract high calibre applicants could lead to service delivery becoming less efficient which would affect our reputation.
5
RECOMMENDED THAT COMMITTEE

5.1
Receive the report.

5.2
Approve continuation of recruitment advertising arrangements outlined above.

PERSONNEL OFFICER

APPENDICES

Appendix 1 – Recruitment Advertising Spend 2006.

For further information please ask for Julie Smith

, extension 4409.
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