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Job Seekers Succeed Online
NOVEMBER 9, 2006
Newspaper audience is the same but more jobs are found online

By Ben Macklin - Senior Analyst

A new report from the Conference Board hows that over 70% of US job seekers use both the newspaper
and the Internet to find jobs. In contrast, networking or using an employment agency is far less popular.

Methods Used by US Job Seekers to Look for Jobs,
January-September 2006 (% of respondents)

Internet
MNewspaper

Networking (friends, colleagues, etc)
49.2%

Other (employment agency, etc)
26.5%
Note: Respondents reported searching for a job between January 1 and

September 20, 2006
Source; Conference Board, Novermber 2006
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The survey also found that among respondents who received a job offer, 38% felt that their offer resulted from their
Internet search, a far higher percentage than those who felt the newspaper resulted in a job offer. Perhaps the more
sophisticated search ability of online job sites allows job seekers to more easily match their skills to the jobs
available. The efficiency by which online job seekers can search, find and respond to job ads is also likely to be an
important factor in the higher success rate of online job sites over alternative sources of job ads.

Job Seeking Method that Produced the Most Job
oOffers according to US Job Seekers®,
January-September 2006 (% of respondents)

Internet 18.2%

ing (friends, colleagues, etc)

Other (employment agency, etc) 29.9%

Note: Respandents reported searching for a job between January 1 and
September 30, 2004, *among respondents wiho received fob o
Source: Conference Board, November 2006
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The two leading online job sites in the US are CareerBuilder.com and Monster.com, with each attracting
approximately five million unique visitors each week. Yahoo! HotJobs attracts one-fifth that number of visitors,
according to Nielsen//NetRatings.
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Top 10 Online Education and Career Sites among US
At-Home and At-Work Internet Users, Ranked by
Unigque Audience, Week ending August 10, 2006
(thousands, % active reach and mins:secs per user)

Audience Reach Usage
1. CareerBuilder 5.047 3.76% a4
2. Maonster.com 5,064 3.T6% 0505
Metwork
3. MEN Encarta 1,963 1.46% 0321
4 AQL Ressarch & 1,529 1.13% 03,25
Learn
5. Memiam-Websterus 1,528 1.13% Oul: 26
Departmant of
Education
&, Yahoo! Hotlobs 1,381 1.01% 0441
7. About Education 1,823 0.91% 0734
&, University of 1,151 0.85% 10:36
Fhcenix
9. Univarsity of 950 0.70% 1231
California at Berkeley
10, UstJobs 97 0.68% 1402

Nate: insludes ACL Propristary Charnels, intermet Applications Tracking
ard regular Web traffic data

Source Nielsens/NetRatings, September 2004, iMadia Connectian,
September 2004
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The Internet has transformed classified advertising, particularly jobs, automobiles and real estate. eMarketer

estimates that online classified advertising will grow to $4 billion in 2010, up from $2.1 billion in 2005.

US Online Advertising Spending, by Format, 2005-2010
(millions)

2005 2004 2007 08 2009 2010
Pald search  $5,142.2 3467575 376860 ERE150  BRGGED 3102590
Rch media®  $1,002.4  $1421.0 320130 82,9025 537760 B4.53460
Display ads 32,6338 333390 337515 B42463 B44B40 E4473.0
Classified $21321 327020 331110 EL6LLO E3EM.O0  R40320

Rizfxirals SFL2S  3EVAS NGO $975 0 F9440 W50
Sponsorships 85017 $477.0 34575 94338  R4720 340
E-hail 52EDE  FI59.0 F1B3.0  $A50  F23A0 33520
Slotting fees 51254 $159.0 F1B3.0  $A50  F23A0 33520
Total £12,542.0 $15,%00.0 £18, 300,00 521,500.0 523,600.0 525,200.0

Note: eMarketer benchmarks its US onling advertising spending
projections against the Interactive Advertising Bureau

B FricewaterhouseCoopers (PWC data, far which the last il year
messured Was 2008, *nch media includes onling wideo advertising
Source: eMarketer, September 2006
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For more on classified advertising, see eMarketer's US Online Ad Spending: Peak or Plateau? report.
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