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kinds of images would intrigue them to respond? Do the
recruitment sponsors have the right perception about the
interests and needs of the position-wanted? Furthermore,
can we Utilize the market-segmentation concept in
Ssetting ours recruitment advertisement by identifying
the different appetites of different respondents?
Through analyzing the data of the questionnaires,
the resullts show: messages the position-wanted most
liketo know are job content, job title, month salary, and
business content. The most intriguing factorsare
opportunity of training & education, the successful
prospect, good-pay, and stability of running situation.
There do exigt certain difference between * the wanted'
and ‘ therecruiting men’ . And different respondents
really show different tastes about some recruiting
images. This study suggests that corporations should
present their advertisement effectively from the view of
marketing approach to enhance the efficiency of
recruitment.
Keyword: newspapers, recruitment advertisement,
apped, market ssgmentation

recruitment

Abstract

The recruitment advertisement of newspapersis 86
not only used most by corporations for recruitment, but section
isaso the main resource for the position-wanted to find
ajob. However, recruitment advertissment is aone-way
communication, and cannot befully informative Jesoph,1979
because of limited space. What are the contents thet the
position-wanted would most like to know and what
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M SD M SD
1. 7.00 2.87 7.32 2.67 ~1.001

2 7.16 2.04 6.94 2.16 934

3. 857(4) | 663 7.31 2.00 1.973*
4 . 7.62 2.01 7.06 212 2.397*
5 . 6.72 2.21 5.86 2.20 3.377**
6 . / 8.99(2) | 129 8.94 155 378
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1. 7.08 2.20 753 2.08 -1.823

2 8.45(10)]  1.50 8.02 2.00 2. 254*
3. 712 2.12 7.00 2.05 425

4 . 7.43 1.95 6.85 2.02 2 608**
5 . 6.96 1.90 767 1.98 “3.279**
6 . 7.56 1.77 6.57 2.09 4.688**
7. 8.03 153 7.28 211 3.836**
8 . 6.94 2.05 7.25 213 -1.313

9. 6.65 2.10 6.72 223 ~.293
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11. 7.95 173 7.01 1.94 4,625+
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19. 8.98(1) | 126 7.98 185 6.056" *
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22 . 8.62(6) | 114 7.77 1.80 4.903**
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25 . 5.74 2.37 5.37 212 1.439

26 . 5.29 2.42 472 212 2.108*
27 . 7.69 2.08 6.24 2.28 6.010**
28 . 7.34 187 6.35 214 4.476*
29 . 8.48(9) | 145 7.44 1.93 5.708**
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