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BACKGROUND / There are not enough trained physicians in North America to meet the demand for
their services. Analysts predict a shortage of up to 200,000 physicians by 2020. In Canada, analysts
project a shortage of 2,200 physicians each year. In British Columbia, six regional health authori-
ties are responsible for providing health care. Finding enough doctors to provide needed services has
become increasingly difficult, and in some cases hospirals have closed or reduced their services due to
a lack of physicians. Interior Health, one of these health authorities, operates 45 hospitals and health
centres—served by more than 1,200 physicians. Interior Health will need at least 915 new physicians

by 2012 to maintain current operations.

NEED/OPPORTUNITY / STRATEGIC IMPERATIVE/NEED
Interior Health needed a high-impact physician recruitment web site to help recruit enough physi-

cians to meet current and projected demand for service for its 720,000 residents.

THE OPPORTUNITY

Interior Health had the opportunity to create a physician-focused recruitment web site that would ef-
fectively promote the advantages of living and working in the Southern Interior of British Columbia.
The web site needed to differentiate Interior Health from competing recruiters by offering a better
lifestyle through a unique brand “personality” in order to gain attention from physicians. It needed to
create an emotional connection by speaking to physician concerns about fatigue and work overload.
And it needed to promise something better. The web site also needed to engage community and phy-
sician stakeholders in the recruitment process.

INTENDED AUDIENCE(S) / PRIMARY AUDIENCE
The primary audience was Canadian physicians at all stages of their careers. International physicians

would also encounter the web site through online searches.

AUDIENCE RESEARCH IMPLICATION FOR WEB SITE STRATEGY

Demographics: Canadian physicians are aging » Key messages should address the interests of
(the average age is 51.3 years), and more female females, a younger population and those look-
physicians are entering the profession (53 per- ing to reduce their workload.

cent are female). » The images and creative approach should re-

flect the diversity of porenrial candidares (age.

gender, ethnicity).




AUDIENCE RESEARCH IMPLICATION FOR WEB SITE STRATEGY

Lifestyle values: Physicians have a strong focus
on leisure time and pursuit of personal interests.
Fifty-five percent of graduating doctors choose
a “lifesryle—friend]y“ specialry over the 9 percent
who choose a “lucrative specialty.” —Journal of
the American Medical Association

» Web site content, creative and navigation
needed to showcase lifestyle advantages.

» Key navigation had to promorte lifestyle
benefits—a controllable lifestyle, access to
recreation, workplace flexibility and high

quality of life outside of work.

Motivations: The primary reason for physician
relocation is lifestyle. Income alone is not suf-
ficient. Features that atrract physicians include
educational/cultural opportunities for children,
employment opportunities for spouses and more
time away from work.—Canadian Medical As-
sociation Journal, 2005

» Key messages about work-life balance, com-
munity involvement and lifestyle advantages

needed to bf iIlC]leﬂd.

» The web site should address questions about
location by including one page that profiles
each communirty and the lifestyle advanrages
for thar location.

Trust: Physicians trust peer opinions. Half of
respondents turned to peers first when investi-
gating job opportunities; 57 percent stated that

peer referrals were the most helpful.

» There should be a shift away from the health
;ulthoriry as the “voice” and toward a peer
“voice” to communicate a position of trust
and personal relevance—supported by images

and testimonials.

Job search preferences: Forty-five percent of
physicians beghl ]ob searches online, and 40
percent of physicians read recruitment ads in

journals. —New England Journal of Medicine

» This supports a web-based solution and pro-
moting the web site through print journals

and E‘lti'C['l‘OIliC communication 1'0015.

SECONDARY AUDIENCE

The secondary audience included community recruitment partners—city administrators and stake-

holder physicians who partner with Interior Health to entice physicians to move to their communiry.

AUDIENCE INSIGHTS IMPLICATION FOR WEB SITE STRATEGY

Recruitment expectations: Communities expect
that Interior Health will supply enough physi-
cians to fully service each of the 77 communirties

within the region.

» Use the web site to support shared responsibil-
ity; allow recruitment partners to show how
the lifestyle promise could be delivered in
their community.

Partners as community champions: Communi-
ty administrators and physicians are most aware
of the advanrages of living in each location and

are the Pl'illlﬂl'y :ld\’OCﬂfE‘S fOl’ [hE‘ COl‘I‘lIllllIli[}’.

» Allow each community to “own” the brand, and
profile lifestyle benefits and images on the web site.
» Provide ph}'sicians an easy way to register and

post a ]Ol) vacancy.




GOALS AND OBIJECTIVES / Goals: Develop a physician recruitment web site that is memorable, ad-
dresses the audience’s lifestyle interests and gains visibility in the competitive recruitment market. The
web site needed to drive physician inquiries abourt living and working in the Interior Health region as
well as support communiry stakeholder engagement.

Objectives: All objectives were measured between 15 May and 16 December 2008.

Objective No.1

Get them there. The initial objective was to have physicians visit www.better-
here.ca to learn more about why “It’s better here.”

Goals: Thirty web site visits per day, half of visits from new viewers.

Objective No. 2

Keep them there. Once art the site, the team wanted visitors to stay and view
different communities and job opportunities.

Goals: Two minutes on the site per visit, four pages viewed per visit.

register vacancies.

Objective No. 3 | Encourage action. The corporate objective was to hire more physicians. The
web site needed to address audience interests in a way that encouraged them to
make contact with the recruitment team.

Goal: Generate 100 enquiries from physicians within six months.
Objective No. 4 | Support partnerships. Interior Health needed to engage community and phy-

sician recruitment partners in web site development.
Goals: Fifty percent of communities submit lifestyle profiles; 20 physicians

SOLUTION OVERVIEW

WEB SITE STRATEGY TACTICS

Showcase lifestyle: Extensive audience research
convinced the team that the web site needed
to showcase the lifest}f]e benefits of working in

Interior Health communities.

Development of the brand “Better Here” ac-
cessed through www.betterhere.ca and supported

by the key message “Life’s better here.”

Create a visual impact: Physicians review many
recruitment web sites and advertisements. The

\VEb site [lﬂf'dﬂd to S[‘dl‘.ld out fl’O[l] COlIlPE'[i(OI’S.

Create a fresh, higll-impact web site with mini-
mal copy, unique lifesry]e images, peer testimo-

nials and creative brand presentation.

Use peers to help recruit: Doctors trust peers
and rely on their opinions about work and life-
style oprions.

Use peer testimonials to describe lifestyle ben-
efits in a physician “voice.”

Support stakeholder engagement: Recruitment
partners wanted to profile lifestyle advantages in

their community.

rovide a web page for each community as a
Provid b page f | 3
place to describe why “Life’s better here” and ro

provide images to showcase their lifestyle.




WEB SITE STRATEGY TACTICS

Use navigation to support work-life balance:
In addition to profiling the work-life balance,
the web site needed to provide more detailed
information about the communities, the vacan-

cies and how to apply for them.

Two home page portals provided direct access to
work (vacancies) and life (community) options.
The high-level navigation addressed each of the
key elements, and internal links and search func-

tions supported the navigation.

Make it easy to find critical information: The
“Better Here” web site functionality needed to

reflect best practices in web site development.

Simple navigation, intuitive links, easy-to-find

contact information and minimal copy aided

web navigation. Critical information was never
more than two clicks from “home.” Search func-

tions were intuitive.

Be seen first: [n a comperitive recruitment mar-
ker, it was important thar www.betterhere.ca was

well positioned in web search results.

The team identified common search terms and
added them rto each page. A link-building strac-
egy idenrified key partner web sites that directed

traffic to www.betterhere.ca.

IMPLEMENTATION AND CHALLENGES / IMPLEMENTATION TIME LINE
Research began in April 2008, and the “Berter Here” web site was launched ar the end of May 2008.

BUDGET

The web site budget of CDN$24,500 included research, creative strategy, copywriting, custom pro-

gramming, image purchases and uploads, search engine oprimization, the software platform, and year

one of web hosting.

CHALLENGES

1. How to measure early success: Interior Health's leader of physician recruitment needed to demon-

strate early results to support the web site investment, yet had no budget for evaluation.

Solution: The team was able to use Google Analytics to monitor web site traffic and demonstrate

“reach” at no cost.

2. Minimize ongoing costs for web management: Interior Heath is publicly funded and must dem-
onstrate effective use of taxpayer resources—especially since funding is intended for the provision of
health services.

Solution: The team built betterhere.ca on a content managed platform and trained staff to manage
content areas. They created online forms that automared the posting of physician vacancies and page
templates that required minimal addirional content. This approach also led to the consistency of pre-

sentation seen on the job and community pages.



MEASUREMENT/EVALUATION / All measurements were collected from 15 May 15 through 15 De-

cember 2008.

Objective No. 1:

Get them there

In the first six months, 8,700 unique web visitors viewed www.betterhere.ca.

The site averaged more than 51 visits per day, and 77.3 percent of web site
g per day, P

visits were from first-time viewers.

Objective No. 2:

Keep them there

Once on the “Better Here” web site, visitors spent an average of over three
minutes on the site and viewed more than seven pages each visit.

Objective No. 3:

Encou rage acrion

Within the first six months, the “Better Here” web site generated 440

inquiries from physicians.

Objective No. 4:
Support

partnerships

In the first six months, 27 communities (53 percent) submitted community
F ¥
profiles and images, and 134 physicians submirted vacancy nortices.

“We love it...it is better here in Ashcroft and I love the chance to tell people
why."—community administrator

“The overall design of the web site is slick. I liked the graphics and layout.
This would target me nicely, and I'd be all over it.”—emergency physician

OTHER SUCCESSES

On 4 December 2008 the Minister of Health for British Columbia issued a news release congratu-

lating Interior Health on the success of the “Better Here” web site. This news release resulted in 17

media interviews and positioned Interior Health as a provincial leader in physician recruitment.

“The ‘Better Here’ web site is getting noticeable attention across the province. Other health

authorities are commenting on the effectiveness of the brand and are now trying to catch

up.”—leader of physician recruitment for Interior Health

“1 heard last week about IH’s physician recruitment web site—it is putting pressure on some
health authorities to make theirs better to match or exceed it. Says you folks are on the right

¥$ ) g
track!”—chief financial officer, Interior Health



