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To do so, they need to tailor their recruit-
ing approach in a way that best accom-
plishes the goal of attracting and landing
the best available people, while at the
same time doing so within the frame-
work of limited funding and fiscal belt
tightening.

To best meet their recruiting needs,
many agencies have decided to make the
most of available technology. The use of
Internet Web sites is an example where an
agency can reach out to hundreds of thou-
sands of potential candidates nationwide.
For this reason, combined with the fact
that the maintenance and use of a depart-
mental Web site is inexpensive, the Inter-
net is an effective way to market an
agency’s recruiting efforts. 

Advertisement in newspapers is con-
sidered more costly and limited in scope
than the Internet but can have an effective
place in a recruitment plan when properly
used. Well-placed newspaper advertise-
ments in military publications and college
newspapers can direct potential candi-
dates to an agency’s Web site, where more
detailed information about the depart-
ment can be obtained. An Internet user is
more likely to find recruiting information
if the user is already interested in the 
possibility of police employment and

therefore seeks out information concern-
ing such employment within some form
of publication. To be effective, a strategy
such as this must be well thought out 
before implementation, as expenses and
limited funding may preclude a depart-
ment from taking this step. 

The use of television advertisements
and commercial spots has been used by
some larger police agencies in the past,
but the expense of such a recruiting tool
generally precludes most departments
from doing the same. However, the use of
the local department’s cable stations will
reach a certain part of the population.

Recruiting posters, roadside bill-
boards, and placards on commercial
buses are other methods of attracting po-
tential police candidates. To be effective
with this strategy, police administrators
and human resource specialists must
carefully consider marketing themes and
direct the messages to a specific target 
audience. 

Police recruiting videos are another
method of reaching potential applicants.
Although there is an expense on the front
end to produce the message, the use on
the back end can be limitless and extreme-
ly versatile. For example, the completed
recruiting message can be mass produced

on compact discs and mailed to potential
candidates as part of a recruiting package.
These same CDs can be disseminated at
job fairs and other similar campaigns. 
In addition, the same recruiting message
can be incorporated into an agency’s 
Web site through a link to the video. This
particular recruiting tool has appeal to a
generation of computer-literate police
candidates.

For the many reasons mentioned, law
enforcement agencies have had to recon-
sider past recruitment strategies and have
been forced to become more creative in
the way they do business. By using the
many technologies available to them, 
police departments will increase the like-
lihood of attracting and landing the best
qualified candidates available. �
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