= ERRI R 4 RV RS T ALIAAITE AAAALE RRLVIRIAI AR

EXHIBIT 5.7 Classified Ad for Human Resource Generalist

4.

Radio and television ads. Organizations that advertise on the radio or on
television purchase a 30- or 60-second time slot to advertise openings in spe- 1
cific job categories. Choice of stations and broadcast times will target spe- §
cific audiences. For example, a classical music radio station will likely draw 1
in different applicants than would a contemporary pop music radio station; °
an all-sports network will draw in different applicants than would a cook- §
ing program. Radio and television stations often have detailed demographic |
information available to potential advertisers. The advantage of radio and
television advertisements is their reach. Individuals who are already search- |
ing for jobs generally read help-wanted ads, whereas those who are not cur-
rently looking for jobs are more likely to hear radio and television ads. Being }
able to expand the potential job pool to include those who are not actively
looking for work can be a real advantage in a tight labor market.



