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Staffing solutions for more stability, profitability, and possibilities. 
We ensure continuity of care, so you can meet your ever-changing needs and maximize your revenue 
stream. How? Our locum tenens staffing provides quality physicians for immediate coverage. Our long-term 
locum tenens solutions offer stability without the costs and risks of full-time employees. And our innovative 
and cost-effective search and consulting program enables you to fill permanent positions with the best  
possible physicians. For more, visit www.vistastaff.com or call 800.366.1884.
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Today, more than any time in history, we are seeing a distinct 
line drawn between the way young physicians (28-35) and more 
experienced physicians (36+) want to be recruited. With younger 
physicians being more comfortable with emerging and recently 
established communication platforms (web and text messaging), 
we are seeing a fundamental shift in recruitment marketing tactical 
trends. Where the old adage was to place an advertisement for 
an entry-level Gastroenterologist in three different professional 
journals, we are now seeing web and social networking being used in 
a far more effective manner. The good news… these trends can help 
you save money by targeting the audience you are trying to reach 
with not only written communications but through the utilization 
of the correct media tactic.

Journal Advertising – Still has its purpose.
Search directors will tell you the only jobs worth applying for are 
advertised in their professional association’s journal. In the past, 
this may have been true. In today’s market, that is not the case. If 
you are seeking to hire a younger physician, resident, or fellow, this 
age group doesn’t want to wait for their professional association to 
tell them where to practice. They are comfortable seeking out the 
“good” jobs on their own.

So, when are journal ads appropriate? When you are looking for an 
experienced person who can step right into a position and be working 
very quickly, or if you are looking for a director or higher-level position, 
journal advertising is the appropriate medium. These physicians still 
feel journals are the only place to look for quality jobs. They also scan 
the classifieds regularly, whether to come back to their recruitment 
staff with the newest “look at what so and so did, why aren’t we doing 
it?” or to simply keep a beat on what is going on in their specialty.

Website Advertising – Wow, what a difference 
a few years makes.
Where more experienced physicians still have their hang-ups about 
the web, younger physicians are using it to its fullest capabilities. In 
a survey produced by the Health Care Advisory Board, the number 
of final year residents seeking employment on the Internet went 
from 38% in 2003 to 77% in 2006. In the same amount of time, journal 
advertising went from 19% in 2003 to just 7% in 2006. 

Direct Mail – Reaching the candidates who 
aren’t actively looking.
The best candidates for any open position are the candidates not 
actively looking to leave their current practice. These candidates 
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get along with their partners, are happy with their compensation 
and their lifestyle. Unlike journal advertising and web postings, 
direct mail does not require the potential candidate to look up the 
opportunity. Nor does it require them to turn to the classifieds 
section of a journal or do a search on their society website. All they 
need to do is look in their mailbox. Though sometimes considered 
expensive, direct mail is the only “tried-and-true” way to pique 
the interest of candidates who didn’t realize there may be a better 
position out there for them. The key to recruiting through direct 
mail is to do something different. You’ll need to make sure your 
piece stands out and is easily readable. 

Today’s highly competitive physician recruitment market requires us 
to think differently about how to market our different opportunities. 
The old ways are just that… old. It’s time to re-evaluate how to best 
communicate with the audience we are trying to reach.
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Shawn Kessler is a recruitment strategist with Zero-In Recruitment 
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skessler@zeroinrecruitment.com.

The New England Journal of Medicine.
Physicians read it. 
Click on it.
Trust it. 
And consider it essential.

Which is why you should advertise in it.

NEJM CareerCenter
Where Physicians Find Jobs.

Advertisers love the Journal because it is the leading source for medical 

information among physicians. Physicians rank it among the top three 

essential journals in 12 specialties.1 And NEJM Online is the #1 most 

visited medical site among physicians in all specialties.2

All of which explains why NEJM regularly publishes significantly more 

recruitment pages than its closest competitors. It’s where physicians find jobs.

Please contact us for more information:
Ph: 800-635-6991
E-mail: nejmjobs@nejm.org
nejmjobs.org

1 2007 Essential Journal Study   2 June 2007 PERQHCI study   

Track your candidates, sites, op-
portunities and much more with 
Doc-in-a-Box.

Let us customize the program 
to meet your specific needs.
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Tel: (425) 641-2025 
Fax: (425) 644-0412 
E-mail: info@diabsoftware.com 

Visit our web site at: www.diabsoftware.com 
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