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I
t was March, and third-year residents all over the country were

sending out applications for employment. It was, as Charles Dick-

ens penned, the best of times, it was the worst of times, it was the

age of wisdom, it was the applicant’s spring of hope, most had every-

thing before them; James and Ashley were no exception.

James, from a prestigious East Coast family practice residency,

learned during his first year as a resident that he really loved his

emergency medicine rotations. Instead of switching programs,

he decided to focus his interest on urgent care medicine while

still in his family practice residency. He did all the “right” things.

He spent as many of his electives as allowed in emergency med-

icine, pediatric emergency medicine, and orthopedics and at-

tended different “procedure clinics” at conferences. On paper,

James was an “A-gamer.”

Ashley found her way into urgent care medicine on a slightly

different path. Since childhood, Ashley dreamed of practicing

medicine in a small town. She wanted to be the quintessential

family practice physician and imagined rural life as a series of

Norman Rockwell depictions. Ashley did well in medical school,

and was completing her residency in a program whose gradu-

ates gravitated to rural healthcare. She completed her required

emergency medicine rotation and although she enjoyed the

pace, she wanted more continuity. During residency, Ashley met

the love of her life, married him, and was soon pregnant. After

her son was born, she realized that a full-time practice with all

of the attendant responsibilities was going to be very difficult

with a toddler, so she found her way to urgent care. On paper,

Ashley was not as marketable as James.

James was “gung-ho;” he hired a search firm that blanketed

urgent cares in the West with his curriculum vitae. He made mul-

tiple interview trips, always insisting that he be reimbursed for

his travel. He hounded the search firm’s representative to find

more potential employers and made multiple calls on his own.

In short, he was like a dog with a bone. James “cold called” our

recruiter and forwarded his curriculum vitae via e-mail.

As our recruiter was setting up an interview trip, James—ob-

viously not understanding the implication—casually mentioned

that he was represented by a search firm.

During his phone interview, the focus of James’s questions

revolved around: time off, benefits, pay, and how hard was he

expected to work? He spent the other half of the interview re-

counting, in laudatory terms, his academic and professional ca-

reer to date. By his own description, he may have been the “lost

Mayo brother.”

Ultimately, he knew little about our company and then

blamed the search firm for his lack of preparation. Most disturb-

ing was his palpable arrogance toward our recruiter. When

asked if he was a “team player,” he responded somewhat incred-

ulously that he was—provided he was “in charge of the team.”

His final question, was “So when can I start?”

Ashley looked for employment opportunities in the back of

JUCM. She contacted a number of potential employers and did

enough of her own research that she narrowed down the field

well before she made any preliminary contacts. She negotiated

with prospective employers to cover her travel only if she was

hired. She had a firm grasp of the market dynamics and demo-

graphics and asked very intelligent questions during her inter-

view. She was most interested in the environment of the cen-

ters, the focus on quality, and the commitment to customer

service. Her final question, was, “This may be premature, but

would you have any objections if I volunteered a day or so a

month providing care to the indigent?” She followed up her in-

terview with a handwritten letter thanking us for our time.

James was dumbfounded when told that we would not be of-

fering him employment. He insisted on being told why, since in

his mind, he was “all that.” Employers are under no obligation
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image to have when an uncommitted employer needs

assistance. 

� Semi-annual letters. Send a concise, personalized, and

individually signed letter to all employer prospects twice

a year. There is a monumental difference between “junk

mail,” basic brochures and fliers, and direct correspon-

dence. Use direct correspondence to catch someone’s at-

tention, if only briefly, to convey a simple but meaning-

ful message, and to do it repeatedly.

� Quarterly phone calls. You have to control voicemail

and not let it control you. You typically do not want

to leave a voicemail message if you absolutely need

to speak with the prospect. When a “thinking of you”

message is being used for marketing purposes, how-

ever, voicemail is an excellent means to say a lot in

a few short seconds. Intentionally call at a time when

you are unlikely to reach your prospect directly and

then leave a carefully scripted message. Polish your

script and then be prepared to say it with warmth, con-

viction and self-confidence.

A consistent theme runs through each of these activi-

ties: they cost virtually nothing, consume little staff time,

are brief, and are to the point. Taken as a single point of

communication, their value is negligible; taken as an ag-

gregate of 20 communication moments per year, their

impact is considerable.

Summary

Marketing has become less a matter of expensive, dramatic

events and more the delivery of a simple message delivered

over and over again. Take the following principles to the bank:

1. Develop a very short, meaningful message.

2. Isolate the recipient of that message to a time and place

when your message is not competing with other mes-

sages (e.g., Monday morning e-mail; late afternoon voice-

mail, personalized letter received mid-week).

3. Keep repeating the message over and over again, using

multiple modalities (e-mail, voicemail, personal mail).

This conceptual leap in marketing technique comes with an

additional piece of good cheer: such techniques offer a consid-

erable return for little cost. In marketing, it is no longer a mat-

ter of cost; it is a matter of tenacity. �
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to provide this analysis to prospective employees; however,

since James had his whole career in front of him, I decided

to make an exception and agreed to have a candid discussion

with him about his interviewing and communication style, if

in fact, he was truly interested.

Why James was “un-hirable:”

n He did not do any research prior to making calls. This

demonstrated, to me, a lack of diligence and a complete

lack of respect for other’s time. He could have done

some basic research simply by looking at our website.

He could have also evaluated the market by looking at

other centers in our area using something as simple as

Dex Online. The answers to the few questions he asked

were easily found online.

n He discussed salary, etc. before learning anything about

the job—meaning, the only thing he really cares about

is how much money he will make. While money is ob-

viously important, generally speaking, it should not be

discussed until an offer is being proffered.

n He was rude and arrogant to our staff. As I mentioned

in an earlier article, this is a BFRF*! Arrogance and

rudeness are diseases not easily cured and I have no in-

terest in employing a person who demonstrates these

traits. Also, arrogant providers get sued, treat the staff

and patients poorly, and are generally “uncoachable”

since they already know everything.

n He hired a search firm and then immediately broke his

agreement with them by doing his own search. Moreover,

he was not bright enough to realize the implication of his

actions. Unless the entity is recruiting for very scarce spe-

cialties or to remote areas, search firms are typically only

necessary if the applicant has a history colored by question-

able actions. Measured against like-trained peers, search

firm-generated applicants are at a distinct disadvantage.

At the end of the day, providers garner a tremendous

amount of respect and earn a significant amount of money and

benefits. My quid pro quo is that this level of remuneration

mandates professionalism, hard work, integrity, and great in-

terpersonal skills. In these areas, James met his Waterloo.

Unfortunately, if history is a predictor of future performance,

James will have a career punctuated with frequent job

changes, medical malpractice suits, board actions, syphilis, and

a generally negative experience as a medical professional.

Ashley, on the other hand, can look forward to a career that

has both meaning and financial rewards and will ultimately

realize that, to paraphrase, it is a far, far better thing she does,

than she has ever done; it is a far, far better rest that she goes

to, than she has ever known.

*Big f-ing red flag; see Health Law, JUCM, March 2009;

available at www.jucm.com. �
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