
interbiznet.com 

Print Edition                            Volume I, Issue 4                          July 15, 1998                                         Published Bi-Monthly 

1 
©1998 IBN: interbiznet.com:   346 Starling Road,   Mill Valley, CA 94941    (v) 800.358.2278      (fax) 415.383.8676      info@interbiznet.com 

THE ALTAVISTA CAREER ZONE: 
SPIDERING MOVES TOWARDS MATURITY 

Fall  1998 
Seminars: 
(see page 15) 

 

Advanced 
Searching & 
Sourcing  
(see page 15) 
 

September 21 
Boston, MA 
 

September 21 
San Diego, CA 
 

September 23 
Los Angeles, CA 
 

September 23 
Hartford, CT 
 

September 25 
Walnut Creek, CA 
 

September 25 
New York City, NY 
 

September 28 
Las Vegas, NV 
 

September 28 
Princeton, PA 
 

September 30 
Reston, VA 
 

September 30 
Denver, CO 
 

October 2 
Schaumburg, IL 
 

October 2 
Nashville, TN 
 

October 5 
Detroit, MI 
 

October 5 
Houston, TX 
 

October 7 
St Louis, MO 
 

October 7 
Tampa, FL 
 

October 9 
Toronto, Canada 
 

October 9 

Does the idea of a Recruiting 
ghetto make sense to you? On 
the web, the Retail Industry oc-
cupies  the largest slum. The ill 
attended industry has little in 
the way of Internet presence in 
Recruiting.  
 
Online or off, recruiting in retail 
is a tough grind. The declining 
pools of college graduates have 
been courted earlier and are 
going elsewhere. This year’s 
college recruiting season be-
gins in earnest in early Septem-
ber. 
 
Where's the money? To date, 
online Recruiting has been 
overly focused on picking the 
low hanging fruit. It's been fun, 
A technical medium for recruit-
ing the technical cream at a 
time when they are in short 
supply. The money flows and 
the grumbling from customers 
about results can be written off 
to national shortages. It is an 
extraordinary environment that 
fosters irresponsibility.  

(Continued on page 6) 

The web  offers lots of ways to 
waste time. Today’s professional 
Internet Recruiter is the master 
of codes, passwords, accounts, 
URLs and targeted advertising 
budgets. From a manager’s 
seat,  it’s the triumph of admin-
istrivia. From a Recruiting Re-
sults point of view, it’s been 
worth the hassle. 
 
We’ve been reporting on a vari-
ety of companies tackling pieces 
of the workload problem.  Last 
issue, we looked at advertising 
transportation services like Jun-
glee. A provider of middle-ware, 
you can’t currently purchase an 
account with Junglee.  
 
Their customers gain the ability 
to pick up the job advertise-
ments on your website. They 
then “pour” your material into 
their systems. You’re the farmer, 
Junglee is the trucking com-
pany and your recruitment ad-
vertising service providers are 
the market. The truck comes to 
you automatically. You pay a 
marginal premium for the serv-
ice. 
 
The backbone of this late night 
magic trick is called spider 

technology. (Okay, there are other 
names for it. We’re just trying to 
keep things simple.) Spidering is 
useful in a variety of ways. In fact, 
the leading edge players in our 
industry are developing custom-
ized spiders for a variety of pur-
poses.  
 

Competitive usage of spiders 
ranges from very targeted candi-
date acquisition to competitive 
intelligence gathering. Spiders 
are used to generate targeted 
email lists, wade through billions 
of bits of data and to track chang-
ing conditions. 
 
The largest bulk developers (and 
users) of spiders are the giant 
search engines like AltaVista or 
HotBot. Their spiders scavenge 
the web each night looking for 
new or changed material. They 
create large indexes of the mate-
rial so that you can search. Cov-
ering 140 million or so pages 
means that they have to be very 
good at the development of effi-
cient spidering. 
 
At the same time, the search en-
gines are under heavy economic 

(Continued on page 4) 

COLLEGE RECRUITING 
TOO LATE ALREADY? 

RETAIL SEEKS A  
JUMPSTART 

THE  1999  ELECTRONIC RECRUITING INDEX    7 
 ALTAVISTA’S CAREER ZONE      1 

 COLLEGE RECRUITING: RETAIL SEEKS A JUMPSTART      1 

 BOOKS ON ROBOTS AND SPIDERS      6 

 INDUSTRY OUTBRIEFING FOR EXECUTIVES    11 

 MINING LISTS: KNOWING WHAT TO LOOK FOR    12 

 RECRUITER’S TOOLKIT: TRAFFIC BUILDERS    13 

 ADVANCED SEARCHING AND SOURCING TECHNIQUES SEMINARS    15 

http://www.interbiznet.com
http://www.junglee.com
http://www.altavista.digital.com
http://www.hotbot.com
http://www.interbiznet.com


interbiznet.com 

Electronic Recruiting News     Print Edition 

2 
IBN: interbiznet.com:       Electronic Recruiting News     Vol. 1, Issue 4      July 15, 1998      http://www.interbiznet.com   800.358.2278     © 1998 

 

POSTING JOBS 
1. Master Sites 
2. Free Sites 
3. Usenet 
4. Niches 
5. Writing Postings 

ROBOTS & 
AGENTS 
1. Newbot 
2. Roverbot 
3. Resume Robot 
4. Informant 
5. URL Minder 
6. Other Robots  

BASIC SOFTWARE 
1. Starter Tools 

CONTENTS 

NEWSLETTER 
1. Current Issue 
2. Archives  

SEARCH TOOLS 
1. Search Basics 
2. Search Strategy 
3. Company Info 
4. Finding People 
5. Resumes 
6. Web Pages 
7. Usenet 
8. Mailing Lists 
9. Competitors 

OTHER RESOURCES 
1. Salary Surveys 

 
The key to successful online 
recruiting is a mindset. The 
tools change. The opportuni-
ties change. The require-
ments change. The mindset 
stays the same. The trick is 
keeping abreast. 
 
Each week we publish a    
focused, easy to understand 
set of tips for maximizing 
your use of the net as it     
directly applies to recruiting. 
If you give us 10 minutes a 
week, we’ll keep you current. 
Not in philosophy. In directly 
applicable techniques that 
expand your reach as a     
recruiter. 
 
Don’t trust your learning 
curve to chance. The Elec-
tronic Recruiting News Sub-
scription Site will give you a 
focused learning program. 
Let your competitors re-
invent the wheel. 
 
A subscription to the Web-
site  retails for $395 per year 
per desktop. All graduates of 
our current seminars receive 
a one-year subscription.   
To order, call our office at 
800.358.2278. 

“If you give us 
10 minutes a 
week, we’ll 
keep you  
current.” 

  

ELECTRONIC RECRUITING NEWS: SUBSCRIPTION WEBSITE 

   

ELECTRONIC RECRUITING NEWS: STAYED SUBSCRIBED 
As we maintain our mailing list , we want our loyal readers at the 
Top of the List. To be sure your name stays on the list, please,  fill 
out the form on our website: 
 

http://www.interbiznet.com/ern/2day/newsletter.html   
 

Or 
 

Email us the information below to jai@interbiznet.com 
Include in Subject Line: Newsletter Subscription 

 

Or  
 

Fax your letterhead with the pertinent information to 
415.383.8676 

 
 

Please include:  Name, Company, Title, Address, City, State, Zip, 
                           Phone, Fax, Email, URL.                    

Thanks for your help!       

 

WARNING!  
This may be your last issue. 
 
IBN: interbiznet.com  keeps 
you up to date in the latest in 
Electronic Recruiting.  
 
We deliver the Print Edition of the 
Electronic Recruiting News to the 
desks of  interested recruiting  
professionals. 
 

 
But, we need your help! 
 
 
 

http://www.interbiznet.com/ern/2day/newsletter.html
mailto:jai@interbiznet.com
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As this newsletter hits your desk, 
we’ll be putting the finishing 
touches on  our annual industry 
analysis. The 1999 Electronic Re-
cruiting Index (the third in our se-
ries) will hit the streets on or about 
September 15, 1998. 
 
In the middle of the newsletter, 
you’ll find a four page description of 
this massive, ground breaking 
study.  The two volumes cover ma-
jor trends and practical ad-
vice for online recruiters. 
We’ve contacted and evalu-
ated the top 1,000 job boards and 
paid advertising sites, surveyed 
over 2,500 recruiters and in-
terviewed the movers and 
shakers in the business. 
 
The study offers an ency-
clopedic view of our grow-
ing Industry. We’re expect-
ing to see measurable adver-
tising sales in excess of $1B 
in 1999, the growth of a re-
seller channel, increased 
levels of automation and 
expanding options for Recruiters. 
 
By providing a comprehensive 
study, we aim to give Recruiters, 
Ad Agencies, Online Job Boards, 
HR Departments and Software De-
velopers a solid point of departure.  
 
Our Recruiters survey looks at the 
experiences and expectations of the 
people who use the Internet as a 
Recruiting Tool on a daily basis.  
 
Our Vendor survey gives the first 

Conference (page 14) in the 
Spring. 
 
Since IBN’s overall mission is to 
provide a comprehensive view of 
Excellence in Electronic Recruit-
ing, we’re planning the conference 
as a gathering of all of the ven-
dors in the business. Call our of-
fices for additional information.  
 
The Executive outbriefing is a fo-

cused day long briefing of 
the detailed results of our 
surveys for  the Elec-

tronic Recruiting Index. 
We’ve severely limited the 
seating and delivery 
dates. 
 
Our Advanced Searching 

and Sourcing Seminars 
continue to be well re-

ceived around the country. If 
you haven’t dropped in on one of 

these sessions, please 
add us to your calendar. 
 
Finally, thanks for taking 

the time to open our newsletter. 
We purchase lists to build our 
readership. To make sure that you 
continue to receive your copy, 
visit our website and sign up. 
 

- John Sumser 
 

John is the CEO of IBN: interbiznet.
com, publisher of The Electronic Re-
cruiting News and the 1999 Electronic 
Recruiting Index. Currently seques-
tered in our Research cottage, he is 
surrounded by phones, computers, re-
searchers and piles of data. He remem-
bers the days that there were only five 

ever performance and cost-
effectiveness measures of the 
various services in our universe. 
 
If you’re going to make headway 
in 1999, The Electronic Recruiting 
Index is designed to give you a 
head start. 
 

Like proud parents, we’ll  be strut-
ting through the exhaustion.  
 
As a direct result of the research 
on the Electronic Recruiting Index, 
we’re offering two additional 
events. Besides our normal heroic 
seminar schedule (page 15), we’ll 
be offering an industry out-brief of 
our research in three cities (page 
11) and launching the first ever 
Electronic Recruiting Industry 

advice for companies who use 
the Internet as a Recruiting Tool. 

 

We deliver seminars around the 
United States every other month.  
 
Our services include enter-
prise consulting, in-house 
training and continuing educa-
tion for Electronic Recruiters. 

 

All material is © 1997, 1998 by 
IBN: interbiznet.com 
Mill Valley, CA 
All rights reserved 

We also publish an annual survey of 
the Electronic Recruiting Industry 
called  
 
The Electronic Recruiting Index.  
 
Each year we review and evaluate 
all of the Websites from HR Depart-
ments, 3rd Party Recruiters, News-
papers and  Advertising Agencies.  
 
We identify the industry leaders, 
define trends shaping online Recruit-
ing and offer strategic and tactical 

 

IBN: interbiznet.com is a 
Northern California company dedi-
cated to: 
 

Defining Excellence in  
Electronic Recruiting. 
 
We publish three free award win-
ning daily newsletters on the 
World Wide Web at : 
 
http://www.interbiznet.com 
 

   

IBN: INTERBIZNET.COM 

   

THE VIEW FROM 35,000 FEET   

ERIC 

Linking The Players In Electronic Recruit-

Electronic Recruiting Industry Conference 

San Francisco 

Spring 1998 

mailto:jrs@interbiznet.com
http://www.interbiznet.com
http://www.interbiznet.com
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(Continued from page 1) 

pressure.  Following the model set 
by Yahoo!, they are broadening 
their offerings. In recent months, 
predictable alliances between 
search engines and job boards 
have sprung up all over the web. 
Career Mosaic (the Bernard Ho-
des’ market leader), the Monster 
Board, Hot Jobs and  others have 
all signed deals with major Internet 
destination sites.  Predictable play-
ers in predictable alliances. 
 
The AltaVista Career Zone is an-
other thing entirely. 
 
To cut to the chase, look at the 
resume search interface. It al-
lows keyword searching of all of 
the major career site databases 
and individual resumes out on the 
web. If you submit the URL of 
your job listings, the AltaVista 
project will come out and add them 
to their database on a regular ba-
sis.  
 
We're unclear about their business 
model. It looks like they might offer 
banner advertising tied to key-
words in exchange for a split of the 
revenue. They have a career book-
store as well.  
 
Models aside, the AltaVista Ca-
reer Zone stands right in front of 
the search engine's fire hose of 
traffic and gets to use their spider-
ing capabilities to build content. 

That gives the enterprise the op-
portunity to experiment a while.  

ing company and a search en-
gine changes the playing field. 
As we've been predicting, it's 
getting harder to tell who is in 
which business.  
 
For the most part, Staffing com-
panies (from temporary agen-
cies to executive recruiters) 
have been quite tentative and 

inward looking as they approach 
the web. It’s the unfortunate 
consequence  of incumbency. 
The job boards and other online 
recruiting services have clearly 
encroached  on Recruiter’s tra-
ditional turf. The AltaVista Ca-
reer Zone is a first shot in the 
counter-offensive. 
 
What’s really interesting is the 
remarkable utility that the site 
provides. A Recruiter can 
search resumes from all of the 
major job boards and the rest of 
the internet. A simple line of 
data entry can cause the service 

 
The project, which we 
think is a harbinger of 
full-tilt spidered em-
ployment services, in-
volves a relationship 
between Interim (the 
staffing company) and 
AltaVista.  

 
Interim is the force behind the sexi-
est staffing company web page in 

the business. We're 
particularly fond of 
Interim's candidate 
search page and 
emerging workforce 
survey.  
 
It's early in the proc-
ess and there's much 

that we'd change. But, keep your 
eye on this project. Coupling a staff-

ALTAVISTA’S CAREER ZONE 
SCORE ONE FOR INTERIM 

Key Links 
 
 

Altavista’s Career Zone 
http://www.careeraltavista.com/ 
 

Resume Search Interface 
http://www.careeraltavista.com/
searchresumes.htm 
 

Submit Your Postings 
http://worklife1.av.pa-x.dec.com/
postjoblistings.htm 
 
 

AltaVista 
http://www.altavista.digital.com 
 
Interim Staffing 
http://www.interim.com/ 
 

Junglee 
http://www.junglee.com 
 

HotBot 
http://www.hotbot.com 
 

Career Mosaic 
http://www.careermosaic.com 
 

CareerPath 
http://www.careerpath.com 
 

Monster Board 
http://www.monster.com 
 

Yahoo! 
http://www.yahoo.com 
 

Bernard Hodes Advertising 
http://www.hodes.com 

For the most part, Staffing compa-
nies (from temporary agencies to 
executive recruiters) have been 
tentative and inward looking as 
they approach the web. 

Interim clearly understands that 
building a web based business 
means extending value up front: 
first you build and then you bill. 

The job boards and other on-
line recruiting services have 
clearly encroached  on Re-
cruiter’s traditional turf. The 
AltaVista Career Zone is a 
first shot in the counter-

5 Second Tip 

All of the major Search Engines 
will give you better results if you 
bracket your search with quota-
tion marks (“ “). If you were 
searching for database admin-
istrator, for instance, the 
search engine would give you 
the URLs of all pages which 
contain the word database or 
the word administrator. 
 
If you searched for “database 
administrator” (including the 
quotation marks), the search 
engine will only show you URLs 
where the two words occur to-
gether. 

http://www.careermosaic.com
http://www.careeraltavista.com/
http://www.interim.com
http://www.careeraltavista.com/
http://www.careeraltavista.com/searchresumes.htm
http://worklife1.av.pa-x.dec.com/postjoblistings.htm
http://www.altavista.digital.com
http://www.interim.com/
http://www.junglee.com
http://www.hotbot.com
http://www.careermosaic.com
http://www.careerpath.com
http://www.monster.com
http://www.yahoo.com
http://www.hodes.com
http://www.interbiznet.com
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Electronic Recruiting 101 

Attracting Candidates 

Newsletters, Seminars, In-House Training, Conferences, Reports, Guidance 

415-380-8244 

http://www.interbiznet.com
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(Continued from page 1) 
 
In mid June, Sears  convened a 
summit of major Retail employers. 
The recruiting problem in the indus-
try is complex. Retail was once a 
sought after profession. It's been a 
traditional route for immigrants and 
the lower class to enter the middle 
and upper classes. These days, 
however, Retail Recruiting is 
haunted by the ghosts of the 1980's: 
mega mergers, bankruptcies and 
layoffs.  
 
Currently, no one wants a job in Re-
tail. The national demographic 
shortages (which run across the 
board) are aggravated by history 
and the lack of status.  
 
The Retail industry is showing all of 
the signs of becoming the first ma-
jor casualty of the dynamics that 
will drive 21st Century recruiting 
(online and off). The Sears spon-
sored summit proposed to begin 
addressing the issue.  
 
We think that this creates an ex-
traordinary opportunity for job 
boards, online recruiting services 
and recruiters. Retail has the poten-
tial to solidly demonstrate the real 
potential of the Internet as a Re-
cruiting tool.  
 

Here's a market that needs (and 
is liable to pay for) a service that 
goes far beyond our current mod-
els of overly stuffed job data-
bases and automated research/
outreach. Abundant job opportu-
nities, a severe PR problem, a 
dawning awareness of the issue 
and real consequences for failure 
make the Retail industry a power-
ful setting for the next generation 
of online recruiting.  
 
What would it look like?  
 
For beginners, the idea that web 
users are going to "go" anywhere 
to review retail job postings is a 
Red Herring. That's a definition of 
the problem, not the solution. So, 
the image makeover and market 
penetration has to precede the 
recruiting pitch. And, it has to 
reach potential candidates where 
they are.  
 
We can easily imagine a full court 
press that focuses first on using 
the web to rearrange the percep-
tions of the industry. The problem 
is big enough and the web is 
(currently) inexpensive enough 
so that a small (relative to the 
alternatives) bit of money can be 
taken a long way. Don't get us 
wrong, we're talking lots of 
money. It's just that the alterna-

tive approaches contain an addi-
tional zero (or two).  
 

The play would have to be much 
more sophisticated than the current 
model (come on over here, we have 

jobs). It would need to coax aware-
ness and build response with pat-
terned targeting over time. It would 
require subtlety, coordination and 
persistence on a grand scale.  
 
We're very excited about the pros-
pect. Over the long haul, our indus-
try will migrate from technical en-
thusiasm and pathetic business 
models to exciting business usage 
with a modicum of technology. It's 
the natural progression. Retail is 
liable to be the inflection point.  
 
We'll fill out the details of this kind 
of approach to web recruiting in the 
1999 Electronic Recruiting Index 
(we'll publish in September '98). 
The story will be a part of our fall 
Industry Outbriefing for Executives. 

For beginners, the idea that web 
users are going to "go" any-
where to review retail job post-
ings is a Red Herring. That's a 
definition of the problem, not the 

College Recruiting: Retail Seeks A Jumpstart  (continued) 

Here are the best books on the shelves for 
learning to think about, build and use Ro-
bots and Spiders. They are available online 
from Amazon.com, the source of the re-
views. 

http://www.amazon.com  
 

- John Sumser 
 

Bots :  
The Origin of a New Species 
 
Andrew Leonard 
 
"Is cyberspace the new primordial 
ooze in which out-of-control bots 
are mutating, multiplying, and en-
gaging in a near-Darwinian struggle 
to survive? Where is this escalation 
heading? This is the first book writ-
ten on the subject of bots. It is an 
in-depth investigation into a new 
reality of sky-rocketing complexity, 
dangerous malfunction, and master-

ful malice, drawing a powerful 
parallel between the biological 
and the digital evolution of spe-
cies."  
– Amazon.com 
 
Bots and Other 
Internet Beasties 
 
Joseph Williams 
 
"Among the recent of swarm of 
"how-to-build-your-own internet-
software-agent" books. Not heavy 
on the programming end of 
things, but a good and compre-
hensive overview. The big advan-
tage of this volume is that it was 
collaboratively written by 20 agent 
researchers representing many 
implementations and ideological 
biases."  

– Amazon.com 
 
Internet Agents : Spiders, Wan-
derers, Brokers, and 'Bots 
 
Fah-Chun Cheong 
 
"One of the most dreaded ques-
tions in Usenet newsgroups de-
voted to the World Wide Web, pro-
gramming, or MUDs is "How do I 
write a 'bot, DooD?" Well, now that 
Cheong has written Internet Agents, 
anyone can curl up with their termi-
nal, a bottle of Jolt, and the Inter-
net, and roll out their own. Cheong 
does a good job of pulling together 
the heretofore scattered and some-
time occult arcana of arachnology 
and botology. Includes sample 
code for WebWalker, a Web main-
tenance robot, and WebShopper, a 

Books On Robots and Spiders 

http://www.amazon.com
http://www.interbiznet.com
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Last Year’s “Steam Powered Aeroplane” is this year’s jetliner.  Inconceivable flickers on a computer 
screen have evolved into a Billion dollar Recruiting Industry. The playpen of the techies is the Re-
cruiting essential of the 21st century. 
 

And so it goes on the World Wide Web. With 1999 Revenues forecast to top $1Billion, the Elec-
tronic Recruiting Industry has achieved critical mass in advance of the most optimistic forecasts. 
 

There are 100,000 websites offering job advertisements. Nearly 2,500 offer advertising services for 
a fee.  Recruiting Firms are launching advertising agency-like operations. Advertising agencies 
dominate the online employment business. Little known start-ups offer competitive advantage to 
long established players. Traditional boundaries between companies are growing permeable. 
 

How do you make sense of the chaos? 
 

Each year, IBN: interbiznet.com (Publishers of the Electronic Recruiting News) delivers an 
action packed survey of the Trends and Tactics that drive Electronic Recruiting. 
 

Read On: The 1999 Electronic Recruiting Index Arrives in Mid September, 1998 

 
Announcing: 

 

THE 

1999 ELECTRONIC  
RECRUITING INDEX 

AVAILABLE MID SEPTEMBER, 1998 

The Electronic Recruiting Index is the only comprehensive guide to trends, techniques, tools and tactics in the Elec-
tronic Recruiting Industry. Each new edition enhances the map of the industry and gives us a leg up on the competition.  - 

Ken Johnson, The Duffy Group 
 

This report should be near the top of the reading list of any staffing executive who is truly serious about finding or maintaining a 
significant place in the Web recruiting infrastructure…. - Peter Yessne, Staffing Industry Report 
 
IBN: interbiznet.com produces an annual industry analysis that should be the prototype for all others  - Wall Street Journal 
 
...the report is designed to give deep insights into "the needs of the paying customers for employment advertising." And if it's not 
obvious, newspapers now have a LOT of competition for employers' recruitment dollars by cyber-competitors. To stay in the 
game, and avoid an eventual decline in employment ad revenues due to losses on the print side, publishers need to be developing 
electronic recruitment services themselves. - Editor and Publisher Interactive 
 
Sumser and his team at IBN are creating the essential map of this emerging industry.  The 
Electronic Recruiting Index makes the chaos intelligible. We use the material to plan and 
execute our web Recruiting Strategy. The forecasts have always been spot on.  - Mike Braun, 
Zimmerman Partners 
 
For the past three years, we’ve depended on the Electronic recruiting Index to help us  
chart our digital future. I can’t wait for the next one. – Tom Isley, Integer Temps 

Some  
Reviews 

Learn More 

http://www.interbiznet.com
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1999 ELECTRONIC RECRUITING INDEX 

Table Of Contents 
 

Volume I: The Studies and Tools 
 

  1. Executive Summary 
  2. Introduction 
  3. Demographics – The New Recruiter  
  4. The Online Recruiting Industry 
  5. The Company Website 
  6. Marketing In Electronic Recruiting 
  7. Perfecting The Online Job Advertisement 
  8. The Range Of Online Recruiting Strate-
gies 
  9. Survey: 2,500 Recruiters 
10. The Top 100 Electronic Recruiters 
11. Recruiting Excellence: What Works 
12. Forecasts and Predictions 
 

Volume II: The Top 1000 
 

  1. Keys To The Data 
  2. The Top 1,000: Demographics, Rates and 
        Performance Factors 
 

Open Jobs Exceed Available Workers For  Generations 

0

5,000,000

10,000,000

15,000,000

Usenet Postings 75,000 500,000 1,500,000 7,000,000 14,000,000

Resumes 10,000 100,000 500,000 1,200,000 2,500,000

Employment Sites 25 500 3,500 20,000 100,000

1994 1995 1996 1997 1998 (fcast)

Internet Options Growth: Volume = Complexity 

Real World Forces 

Changing Internet 
Marketplace 

Contents and Bene-

Key  
Trends 

Useful 
Tools 

http://www.interbiznet.com
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1999 ELECTRONIC RECRUITING INDEX 
Chapter Contents Benefits 
  1. Executive Summary 
 

⇒Executive Overview 
⇒Chapter Summaries 
⇒Survey Statistics 
⇒Market Analysis 

⇒Working Examples 
⇒Actionable Tactics 
⇒Focus On Results, Not Technology 
⇒Understand Driving Forces 

  2. Introduction 
 

⇒The Internet As Tool 
⇒Examples Of Strategy In Action 
⇒Planning  
⇒Innovation Benchmarks 

⇒Avoid Reinventing The Wheel 
⇒Understand Changing Costs 
⇒Seize Windows Of Opportunity 
⇒Clarify Financial Impacts 

  3. Demographics –  New Recruiter  
 

⇒Declining Workforce Growth 
⇒LifeCycle Recruiting 
⇒Net as Practice Ground 

⇒Basis Of Long Term Viability 
⇒Stay Competitive 
⇒Enterprise Integration 
⇒Awareness Of New Players 

  4. The Online Recruiting Industry 
 

⇒Industry Segments 
⇒Volume Statistics 
⇒Growth Projections 
⇒Market Opportunities 

⇒Decision Making Data 
⇒Plan Inputs 
⇒Opportunity Windows 
⇒Big Picture and Context 

  5. The Company Website 
 

⇒Examples, Scaled By Company Size 
⇒Core Design Principles 
⇒Critical Components Checklist 
⇒Demonstration Schedules 

⇒Step By Step Decision Making 
⇒Help In Progress Reviews 
⇒Performance Benchmarks 
⇒Sample Site Development Spec 

  6. Marketing In Electronic Recruiting 
 

⇒Traffic Fundamentals 
⇒Sizing Expectations and Budgets 
⇒Optimizing Search Engine Results 
⇒Integrating Offline Media 

⇒Maximize Your Investments 
⇒Eyeballs vs Candidate Ratios 
⇒Performance Measurement Tools 
⇒Web Recruiting In Larger Scheme 

  7. Perfecting The Job Advertisement 
 

⇒Postings vs Advertisements 
⇒Keys To Copy 
⇒Reaching Your Target 
⇒Search Engine Design 

⇒Repeatable Processes 
⇒Writing Guidelines 
⇒Maximize Investments 
⇒Audience Targeting 

  8. Range Of Recruiting Strategies 
 

⇒Prototype: The Retail Industry 
⇒Going Beyond Posting 
⇒Making The Shortage Work For You 
⇒Embedding Training In Recruiting 

⇒Understand Windows Of Opportunity 
⇒Getting Beyond Current Models 
⇒The Emerging Workforce 
⇒Understand Responsibility Shifts 

  9. Survey: 2,500 Recruiters 
 

⇒Detailed Behavioral Survey 
⇒Current Perceptions of What Works 
⇒Quantified Performance Measure 
⇒Skills, Experience, Perception 

⇒First Comprehensive Look 
⇒Key Market Feedback 
⇒Skill-Experience-Results Matrix 
⇒Hidden Opportunities 

10. The Top 100 Electronic Recruiters 
 

⇒Survey Responses 
⇒Basic Performance Criteria 
⇒Highlights From Best Examples 
⇒Best In Class 

⇒Interface  Standardization 
⇒Performance Comparisons 
⇒Pricing Comparisons 
⇒Alliance Background 

11. Survey: 1,000 Vendors ⇒Ownership 
⇒Performance 
⇒Traffic 
⇒Health 

⇒Optimize Decisions 
⇒Effective Media Planning 
⇒Marginal Opportunities 
⇒Make Or Buy 

12. Forecasts and Predictions ⇒Next Opportunity Windows 
⇒Impact of Demographics 
⇒Influence Of Technology 
⇒Cost Per Hire Increases 

⇒Strategic Plan Inputs 
⇒Out Of The Envelope Thinking 
⇒Market Preparedness 
⇒Tactical Inputs 

Volume II 
 

Ordering Information: 

⇒Top 1,000 Job Boards 
⇒Performance 
⇒Fees 
⇒Targeting 

⇒Directory Of Alternatives 
⇒Enables Comparison Shopping 
⇒Clear Evaluation Metrics 
⇒Spot Opportunities 
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The 1999 Electronic Recruiting Index is a two volume, 750 page report. It offers a com-
prehensive view of the marketplace for : 
 
�   Investors                                        �   HR Managers                   �    HRIS Managers 
�   Third Party Recruiting Firms         �   Media Planners / Buyers  �    CIOs 
�   Advertising Agencies                    �   Newspaper Industry Pros �    Job Board CEOs 
 
With intelligent guides for tactics, trend anticipation, results improvement, implementation 
and market dynamics, the Electronic Recruiting Index is an essential, encyclopedic plan-
ning tool. The two volumes include the first ever comprehensive view of performance and 
pricing for the Top 1,000 fee based online job advertising outlets with useful measures of 
cost effectiveness.  
 
If you are an executive involved in the use of the Internet for Recruiting purposes,  

1999 ELECTRONIC RECRUITING INDEX 

 

Name: ___________________________  Company: __________________________________ 

Address: ___________________________________ Title ______________________________   

City:  ______________________________________ State: _______ Zip: _________________ 

 Phone: _____________________________   Fax: ____________________________________ 

Email: ______________________________  URL:  __________________________________ 

Credit Card #:  ____________________________________ Expiration Date:  ____________ 

Fax Your Order To IBN:  415-383-8676 

Learn More The Briefing 

 1999 Electronic  
Recruiting Index 

 Executive  
Out-Briefing 

 Out-Briefing and  
Report Package 

 $995 Prepub  Price 
(Payment Received By  
Sep 15, 1998) 

 Oct 12, San Fran-
cisco 

 $1,795  
(Payment by Sep 15) 
(Pick One City) 

 $1,495 Retail Price 
(Payment Rec’d After 
Sep 15, 1998) 

 Oct 14, Chicago 
$995 (Pay By Sep 15) 

 $2,295  
(Payment After Sep 
15) 

 Act Now!  Oct 16, New York City 
$995 (Pay By Sep 15) 
$1,295 (After Sept 15) 

 Limited 
Out-Briefing 

 
You Must Read This Report 
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INDUSTRY OUTBRIEFING FOR EXECUTIVES 

We’re Not In Kansas Anymore, Toto 

The most successful offices of the largest Recruiting Organizations have made the 
transition. Within a year of TMP’s initial Public Offering, some analysts valued the Mon-
ster Board at 50% of the company’s worth. Newspapers are in Recruiting. HR Depart-
ments are opening internal temporary agencies. Recruiting firms are partnering with tra-
ditional media outlets. Job Boards are teaching HR Departments how to recruit on the 
Radio. Cable provides targeted access. Staffing firms are partnering with Search En-
gines. Spiders, Spiders everywhere. Options abound. Decision making is cluttered. 
 

Join us for a special, focused one day briefing. 
 

To complete the 1999 Electronic Recruiting Index, we surveyed 2,500 Recruiters 
and 1,000 fee based Job Boards. During this special briefing, John Sumser will de-
tail the findings, opportunities, risks and tools we uncovered. 
 

                                   October 12   San Francisco  
                                October 14   Chicago 

                                October 16   New York City 
 

           Order Now, seating is extremely limited. 
Order Now! 
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Where are they now? 
 
Figures from the US Bureau of 
Labor Statistics on projected 
job growth over the years 1996-
- - 2006 appear to confirm what 
we knew - and what you experi-
ence on a daily basis. 
 
Major areas of job growth will 
continue to be in high-tech and 
health-care. The Top Five are: 
 
1. Database administrators &  
computer-support specialists: 
249,000 new jobs (+118%) 
 
2. Computer engineers: 
235,000 (+109%) 
 
3. Systems analysts: 520,000 
(+103%) 
 
4. Personal and home-care 
aides: 171,000 (+85%) 
 
5. Physical and corrective-
therapy assistants and aides: 
66,000 (+79%) 
 
No world-shattering news there, 
but certainly an indication that 
pressure on HR departments 
and recruiters to find qualified 
candidates will continue to in-
crease into the foreseeable fu-
ture. 
 
In our last issue, we looked at 
using newsgroups and discus-
sion and mailing lists as media 
of communication with qualified 
candidates. 
 
Let's take a look at carrying out 
specific searches for defined 
groups of potential candidates 
within the newsletter and discus-
sion list universes. 
 
A search at CataList  
 
(http://www.lsoft.com/lists/list_q.
html) 
 
 - the "search by interest" page 
of "the official catalog of LIST-
SERV@lists") for "database ad-
ministration" yielded precisely no 
results. Neither did a search for 

"database administrator". 
 
However, searching simply for 
"database" gave us a total of 31 
lists. These ranged from  
 
ORACLE-L@KBS.NET: ORACLE  
 
database mailing list with 2,433 
subscribers, and  
 
ACCESS-L@PEACH.EASE.
LSOFT.COM:  
 
Microsoft Access Database Discus-
sion List with 2,780 subscribers to 
such arcana as  
 
EDUCDENT@ITSSRV1.UCSF.
EDU:  
 
list for UCSF/UCLA Dental Data-
base Group (6 subscribers). 
 
All the results are clickable to a 
page listing more information about 
the list and how to subscribe. The 
list descriptions range from vestigial 
to comprehensive, as they are pro-
vided by the list administrators. 
 
A search for "physical-therapy" 
yielded similarly meager results. But 
searching simply for "therapy" gave 
us a total of 21 lists, several of 
which were concerned with physi-
cal- or occupational-therapy. 
 
The trick with searching CataList is 
to avoid the temptation to be too 
specific. Remember that list names 
and descriptions are supplied by list 
owners/managers and may well in-
clude industry-specific jargon. 
 
Over at Liszt  
 
(http://www.liszt.com),  
 
the comprehensive database of dis-
cussion lists, we carried out 
searches for "systems analysts" and 
"physical therapists". 
 
Selecting the "any of these words" 
option from Liszt's pull-down menu 
after entering "systems analysts" 
gave us 278 mailing and discussion 
lists. Search results are color-coded 
to indicate the amount of informa-

tion Liszt carries on each group, so 
you can get a good idea of which 
ones are worth pursuing. 
 
Our search for "physical therapy" ("all 
these words") gave us six mailing 
and discussion list, while using the 
"any of these words" gave us 82 lists 
with widely varying degrees of rele-
vance. 
 
Liszt's advantages are in its ability to 
filter spam and the high degree of 
control you can exercise. Liszt cata-
logs over 84,000 lists, so they have 
attempted to categorize them in the 
style of Yahoo! 
 
We believe that, as the Web be-
comes more cluttered and main-
stream, professionals will increas-
ingly migrate to electronic newslet-
ters and discussion lists as a means 
of communicating with their peers. 
 
Both CataList and Liszt are re-
sources well worth becoming familiar 
with as a means of forging relation-
ships with professionals in the areas 

10 Second Tip 

Since the resumes of experienced 
people rarely contain the word Re-
sume, you can’t find them by typing 
the word Resume into the search 
query. (Search engines look for 
documents and files that contain the 
word you ask them to find.) In fact, 
searching for the word Resume usu-
ally produces a number of Job Post-
ings. Why? Because many job post-
ings contain a phrase like “Send 
your Resume to…“ or “Submit your 
Resume here”. 
 
If you want to find Resumes using 
Search Engines, look for the ele-
ments that you know they contain. 
Use words like Objective, Experi-
ence, References, Education, GPA, 
BA, a college name, and so on. 
 
Search Engines automatically make 
large indexes of words found on the 
web. They have no idea what a Re-
sume is. So, you have to tell them by 
looking for words that are commonly 
found on Resumes. 

 

Mining Lists: Knowing What To Look For 



interbiznet.com 

Print Edition                            Volume I, Issue 4                          July 15, 1998                                         Published Bi-Monthly 

13 
©1998 IBN: interbiznet.com:   346 Starling Road,   Mill Valley, CA 94941    (v) 800.358.2278      (fax) 415.383.8676      info@interbiznet.com 

We think that the company Web-
site will play an increasingly im-
portant role in online recruiting. 
But, like the tree in the freshman 
Philosophy course, a Website is 
nothing unless someone hears it.  
 
We recommend that you plan to 

invest at least as much in traffic 
development as you do in the de-
sign of the site itself. If you’re a 
corporate recruiter, the Employ-
ment section of your site will re-
quire its own marketing and traffic 
development. 
 
The most basic principle of web 
communications is that you de-
velop content and then pay peo-
ple to view it. When you’re budg-
eting your web recruiting efforts, 
do not overlook this critical factor. 
 
The web forces you to develop a 
“candidate acquisition cost” tar-
get. When considering the poten-
tial usage of the web, you are al-
locating some of your candidate 
acquisition cost to this medium.  
 
There are a variety of ways to 
increase traffic to your job open-

ings. They range from banner 
advertising to inbound link devel-
opment to the use of “Tags”. 
 
This article covers the use of the 
“<Title” tag and is a good starting 
point in making sure that the 
Search Engines send you as 
much traffic as they can. 
 
Building Traffic With Titles  
 

Let's take a step back at this point 
and take a fairly broad overview of 
the function of Search Engines and 
one way in which you can improve 
your placement in them.  
 
The Web currently has literally thou-
sands of Search Engines and Direc-
tories where you can list your site.  
 
In point of fact, most traffic travels 
through seven engines and one di-
rectory. It's therefore sensible to 
concentrate your efforts (at least 
initially) on trying for good place-
ment on those sites.  
 
The major directory is Yahoo!. It 
differs from the engines inasmuch 
as sites are selected for inclusion by 
people, and are arranged by both 
subject area and geography.  
 
Regard it, if you will, as a Table of 
Contents of a book, with the search 
engines functioning as indices (with 
greater or lesser levels of inclusion).  
 
The major Search Engines are:  

• Excite  
• Infoseek  
• Alta Vista  
• Lycos  
• WebCrawler  
• HotBot and  
• Northern Light  

 
This last, Northern Light, is a rela-
tive newcomer. It reputedly has the 
most comprehensive index of the 
Web. It also "pre-sorts" the results 
of a search - information is, alleg-
edly, a mere "four clicks away" from 
hitting the search button. Northern 
Light also provides access to infor-
mation not on the Web through its 
"Special Collection", which is avail-
able on a "dollars for data" basis.  
 
Each engine categorizes and ranks 
sites slightly differently. Many en-
gines use "meta tags" as a means 
of categorization and assessment, 
while other, most notably Excite! 
ignore them.  
 
The concept of "keywords" is central 
to any meaningful ranking in the 
engines. "Keywords" are words - 
and combinations - which define the 

Recruiter’s Toolkit: 
Traffic Builders 

content of your page(s).  
The important thing is to remember 
that they need to be chosen from 

the potential user's point of view. 
 

For example, as a recruiter based in 
Kansas and looking to fill retail posi-
tions in the North East, you may 
perceive your "keywords" as 
"Kansas, recruitment, retail, North 
East, career, careers, job, etc." 
 
However, if you shift perspective to 
the user's point of view and try to 
imagine what search terms would 
give rise to your listing, you would 
probably come up with a very differ-
ent list - for example "executive, ca-
reer, opportunity, retail, Boston".  
 
Keywords first come into play in the 
"<TITLE" tag of your page. Your title 
should be descriptive and emotive. 
Don't shy away from emotive words 
like FREE ("free listings for appli-
cants!"). Eschew the use of the 
word "homepage" - it says nothing 
and is over-used.  
 
Unless you have great brand-
recognition, avoid the use of your 
company name - it takes up space 
(usually only the first 64 characters 
of the title are used) and adds little.  
And avoid repetition. This is known 
as "search engine spamming" and 
is penalized by most engines.  
 
To keep abreast of the issues that 
define traffic development, market-
ing and website design, check out 
our newsletter 1st Steps Marketing 
and Design Daily at: 
http://www.interbiznet.com/nomad.

The web forces you to 
develop a “candidate 
acquisition cost” target. 
When considering the 
potential usage of the 
web, you are allocating 
some of your candidate 
acquisition cost to this 
medium.  

Like the tree in the freshman Phi-
losophy course, a Website is 
nothing unless someone hears 

The most basic principle of 
web communications is that 
you develop content and then 
pay people to view it.  

http://www.interbiznet.com/nomad.html
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Coming…..Spring 1999Coming…..Spring 1999  

Introducing  

ERIC 
The Electronic Recruiting Industry Conference 

ERIC 

Linking The Players In Electronic Recruiting 

Electronic Recruiting Industry Conference 

Call Our Offices For Details.  
 

415-380-8244 
 

Now Accepting Applications for Sponsorship and Booths 
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 This Seminar is for Recruiters, Research Specialists and Staffing Professionals. 
 
The web changes quickly. Today’s competitive edge is tomorrow’s productivity penalty. At IBN: in-
terbiznet.com, we are committed to delivering the most current material possible. Our seminars are 
revised quarterly. This ensures that you get today’s news, not yesterday’s bright ideas. 
 

To fully integrate the Web into your recruiting efforts, you need to master basic Professional Online 
Research techniques. While offering the fundamentals, this seminar goes much further. Covering 
the use of spiders and robots, the development of candidate pools and identification of passive can-
didates, the day provides an intense immersion in the state of the art. 
 

Successful recruiters are learning to mine the data fields. They are exploiting the real power of  the 
search engines. They are using commercially available spiders to map and scan huge quantities of 
data in search of  real candidates … gainfully employed professionals making solid contributions in 
their current positions. 
 

In our Advanced Searching and Sourcing seminar, we’ll teach you the skills and tools used by these 
visionary recruiters.  We’ll show you the possibilities and send you home with a polished toolkit and 
techniques that will work on your recruiting problems.  More importantly, we’ll teach you the mindset 
required for long term success as an electronic recruiter. 
 

Each graduate of this seminar leaves with a copy of the course materials, a CD chock full of  tools 
and software and a year long subscription to our private Website. The Website includes each of the 
100 URLs and approaches covered in the seminar. In addition, it provides a bank of course review   
material. The site is updated each week with two additional techniques to improve the integration of  
the Web into your recruiting practice. 
 

Our seminar contains integrated material that will help you continue to refine your web skills long 
after the course is finished. We will help you make a clean move to web recruiting as the principal 
source of candidates and placements. 
 

As the labor shortage expands, you can get a jump start. While the others are busy patting them-
selves on the back for increasing requisition backlogs, we’ll show you how to fill those open slots 
with viable candidates. 

 

Seats are still available. Save $150 — Register by August 15, 1998 

Seminar Schedule/Outline: 
Advanced  

Searching and Sourcing 
 

  8:30    Registration 
  9:00    Introductions/Overview 
  9:30    Technology Baseline 
10:00    Key Search Engines 
10:30    Advanced Search Tools 
11:00    Candidate Mines 
11:30    Results Management 
12:00    Lunch (Working) 
  1:00    Spiders 
  1:30    Candidate Acquisition 
  2:00    Agents 
  2:30    Email Integration 
  3:00    Candidate Pools 
  3:30    Other Tools 
  4:00    Integration 
  4:30    End Of Day 

To Register for the Advanced 
Searching and Sourcing Semi-
nar, please use the enrollment 
form on the last page.  
 
Educational Investment 
The fee for each workshop is 
$995 ($845 if payment is re-
ceived by Sept. 1, 1998). The 
fee includes all course materi-
als, a CD of software and a 1-
year Website subscription. 
 

To Register:  Mail form (on the 
back of this newsletter) with 
your check to:   
IBN   346 Starling Road,  
Mill Valley, CA 94941 
By phone at (800) 358-2278  
Fax form to (415) 383-8676 

Fall ‘98 Schedule: 
 

Sep 21   Boston, MA 
Sep 21   San Diego, CA 
Sep 23   Los Angeles, CA 
Sep 23   Hartford, CT 
Sep 25   Walnut Creek, CA 
Sep 25   New York City, NY 
Sep 28   Las Vegas, NV 
Sep 28   Princeton, PA 
Sep 30   Reston, VA 
Sep 30   Denver, CO 
Oct  02  Schaumburg, IL 
Oct  02   Nashville, TN 
Oct  05   Detroit, MI 
Oct  05   Houston, TX 
Oct  07   St Louis, MO 
Oct  07   Tampa, FL 
Oct  09   Toronto, Canada 
Oct  09   San Francisco, CA 

  

SEMINAR: ADVANCED SEARCHING AND SOURCING  

http://www.interbiznet.com
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IBN: interbiznet.com 
346 Starling Road 
Mill Valley, CA 94941 
 
415.380.8244 (voice) 
415.383.8676 (fax) 
http://www.interbiznet.com 
 
info@interbiznet.com 

Fax Your Order To IBN:  415-383-8676 
Stay Subscribed. To make sure that the next issue reaches you, fill in the form at:    http://www.interbiznet.com/ern/2day/newsletter.html 

Advanced Searching And Sourcing Seminars: $995  Discounts 

 
 

Name: _____________________________________  Company: ___________________________________ 

 

Address: ______________________________   City:  __________________ State: _____ Zip: ___________ 

  

Phone: ____________________________________   Fax: ________________________________________    

 

Email: ____________________________________    URL:  _______________________________________ 

 

Credit Card #:  ____________________________________________ Expiration Date:  ________________ 

 

Title: _______________________________________ Signature ___________________________________ 

q 
My check for 

 q _____  American Express q 
 

PO# _________________

BULK RATE 
U.S. POSTAGE 

PAID 
SAN FRANCISCO, CA 

PERMIT NO. 2 
interbiznet.com 

q 
Sep 21   
Boston, MA 

 q 
Sep 28 
Las Vegas, NV 

 q 
Oct 5 
Detroit, MI 

 q 
$150 – Payment  
Received by 9-1-98 

q 
Sep 21   
San Diego, CA 

 q 
Sep 28 
Princeton, PA 

 q 
Oct 5 
Houston, TX 

 q 
$100 – Payment  
Received By 9-11-98 

q 
Sep 23   
Hartford, CT 

 q 
Sep 30 
Reston, VA 

 q 
Oct  7 
St Louis, MO 

 q 
$50 –  Multiple  
           Attendee 

q 
Sep 23   
Los Angeles, CA 

 q 
Sep 30 
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 q 
Oct  7 
Tampa, FL 
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 q 
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Subscription  
Website Only $395  
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