Emergency Response

Delta Medical Consulting Marketing Video

Video                                                                         Audio

FADE UP: Technicians in green scrubs hurriedly wheel a gurney with a middle-aged man in a business suit on it into a medical facility and race down a hallway with doors labeled (in no particular order):

“Marketology”

“Background Radiology”

“Screening Lab”

“Staff CPC/PRC’s Only”

“Opportunity Diagnostics” 

“Candidate Research”

“Retainer Immunology”

“Environmental Metrics”

“Placement Trauma Unit”


1
SFX: emergency room ambiance

VOICE 1: What have we got?

VOICE 2: John Stresswell, age 48, hospital administrator.

VOICE 1:Symptoms?

VOICE 2: Low physician count, elevated stockholder pressure, inflamed staff morale. Hemorrhaging from the bottom line. He presents confused, disoriented and desperate. We found him on his knees outside an AMA convention. Looks like acute placement trauma.

VOICE 1: I want a complete work-up on this patient! STAT!



The gurney comes to a stop and the technicians begin opening the patient’s shirt to attach EKG leads, hanging IV bags, checking pulse, taking blood pressure, etc.


2
VO NARRATOR: John Stresswell is a lucky man. He has a serious medical emergency, to be sure, but as fate and good marketing would have it, John has found his way into the hands of the best placement-emergency response team in the country -- 
the highly skilled and talented hands of... Delta Medical Consulting



GRAPHIC TITLE: DMC logo &

“Emergency Response”


3
MUSIC: fanfare sting

Transition FX


4
MUSIC: urgent, active theme

A door marked “Marketology Department” swings open (via blue screen) to reveal DMC’s marketing department hard at work, staff in green scrubs
5
VO NARRATOR: Even before John Stresswell’s aliments reached emergency status, the Specialists in DMC’s Marketology Department were working to protect him.



Camera moves in close on a marketer intently gazing at a computer screen while talking on a telephone headset. The marketer smiles a final smile, pushes a button and swings the microphone away from his/her mouth
6
Here regional Marketing Specialists reach out to potential patients across the nation to assess their physician staffing needs and assure them that help is on the way.



Marketer confers with a peer over a trade mag article. The Camera moves around to an over-the-shoulder POV to see the article they are sharing
7
Through constant peer consultations and trade press reviews, these dedicated professionals stay abreast of industry trends and trouble spots



Marketer and peer put a new pin in a map, gesture to a wider area as they animatedly talk about it.
8
They asses physician supply and demand throughout the patient’s entire community...



Marketer works intently at computer. Camera jibs around to see the screen over the Marketer’s shoulder, Profile on screen
9
then they prepare a Patient Profile detailing the patient’s needs, demographics and vital statistics, to pass on to DMC’s Recruiting Specialists for diagnosis.



Marketer watches profile come out of printer, picks it up, looks it over and leaves the frame.
10
By focusing 100% on marketing, DMC Marketing Specialists allow DMC Recruiting Specialists to focus 100% on treating the patient.



Transition FX
11
MUSIC OUT



Interview subject on-camera w/ subtitle ID
12
Interview bite insertion point – praise for DMC service levels



Transition FX
13
MUSIC: light urban theme



Door marked “Opportunity Diagnostics” swings open to reveal 

marketer standing with recruiter in lab coat pointing to profile in recruiters hands. Recruiter nods understanding at marketer, marketer smiles & leaves. Recruiter sits and dials a phone number
14
VO NARRATOR: The diagnostic process at DMC starts with a phone call to the patient to set up an on-site meeting between the patient and the DMC Recruiting Specialist assigned to serve that patient all the way through the placement process.



Recruiter puts together a letter and Pack for mailing. Camera moves in for close-up of materials going into envelope
15
Next, a letter confirming the purpose and agenda of the meeting, along with a Profile Pack containing information on physician compensation statistics, demographics and recruiting knowledge, is sent to the patient.



Close-up, page of date book with real estate agent’s card paper-clipped to the top, as recruiter’s hand circles a date and writes “tour” next to that date


16
Arrangements are also made for a real estate tour of the patient’s community.



In the reception area of a small hospital, recruiter (lab coat over business suit) with wheeled travel bag is greeted by hospital administrators
17
Then the Recruiting Specialist travels to the patient’s location to meet with the patient and members of the patient’s professional family.



Recruiter and hospital admin staff meet in conference room
18
At this meeting, it becomes obvious that DMC Recruiting Specialists are not order-takers -- they are value-added consultants.




19
MUSIC: pause



Recruiter speaks on-camera, Administrator responds
20
RECRUITER: Using Medicare as a benchmark, what’s the average payer minimum for this specialty?

ADMINISTRATOR: Good question! Let’s look at that…



Dissolve to
21
MUSIC: resume



Recruiter talks with doctor and med tech over coffee in lunch room
22
VO NARRATOR: DMC’s Recruiting Specialist not only meets with the patient and the patient’s administrative staff, but with individual physicians and other staff professionals to learn as thoroughly as possible the local culture and working conditions.



Recruiter and administrator on roof

Recruiter and administrator in basement
23
They tour the patient’s facilities top to bottom.



MONTAGE: recruiter in front of home for sale, church, school, shopping center, sampling food item from street vendor or walk-up window, checking the trim of a golf green, roller skating through a park, etc. and taking notes on a PDA (actual activities to be driven by location possiibilities)
24
They take a real estate tour to get to know the patient’s community, both residential and commercial.



Recruiter at work station prepares profile. Camera moves around to view the document on screen
25
Then they return and prepare an Opportunity Profile that describes the experience of living and working in the patient’s community as only someone who has been there can do.

 

Recruiter clips profile onto wall-mounted light box, peers confer
26
This gains DMC Recruiting Specialists an unprecedented degree of credibility with the nation’s top physician candidates.



Camera moves in close on back-lit profile to show detail 
27
And the cost to the patient for this extraordinary service is… nothing. All travel and destination expenses are included in DMC’s single pre-determined fee.



Transition FX
28
MUSIC OUT



Interview subject on-camera w/ subtitle ID
29
Interview bite insertion point – praise for thoroughness and value of on-site visits



Transition FX
30
MUSIC: dense, dynamic them



Door marked “Therapeutic Research” opens to reveal recruiter at work station
31
VO NARRATOR: The next step in DMC’s emergency response is Therapeutic Research.



Camera moves in to show what’s on the screen – a direct mail piece in the making
32
Using the Opportunity Profile as a guide, the patient’s Recruiting Specialist casts a wide net to find the one physician best suited to the patient’s needs.



Direct mail piece is completed on-screen
33
This is not a reshuffling of resumes already in a file cabinet in the corner, but an active search of the entire medical profession.



Screen becomes direct mail piece in hands of recruiter. Frame widens as recruiter places piece on top of tall stack of pieces
34
It starts with a preparing a direct mail notice and sending it to medical-specialty databases across the nation.



Recruiter moves stack of mail pieces and frame widens further  to reveal many more stacks 
35
DMC sends out over 400,000 of these notices every month.



Recruiter at work station as camera moves in to fill frame with NARP job bank web site
36
Then we turn to the Internet, listing the patient’s opportunity with the National Association of Recruiting Professionals’ World Wide Job Bank…



Screen transitions to Medcruiter.com page
37
Medcruiter.com…



Screen transitions to DMC job board page
38
And DMC’s own Job Board.



Pages appear in rapid succession
39
In fact, DMC maintains listings with more than 2500 medical-related web sites that are updated daily.



Close-up banner ad
40
Banner ads on related web sites provide even more exposure.



Close-up email notice
41
Email notices are sent directly to over 12,000 recent DMC candidates.



Close-up trade ad
42
And that’s not all. DMC also advertises the patient’s opportunity in trade journals…



Close-up NAPR piece
43
through NAPR Specialty Mail…



Close-up residency flyer
44
And on a constant stream of residency flyers posted in hospitals and other medical facilities.



Recruiter talks on phone with 
45
Phone calls are made to residency and fellowship program directors.



Recruiter looks at military physician phone list on screen
46
Military and Federal physicians are also contacted.



MONTAGE: Still photos of DMC trade show booths
47
And DMC’s booth at medical conventions and trade shows provides exposure to thousands of physicians at once.



MONTAGE: still frames from all previous search activities 
48
The costs for these exhaustive search efforts are… also included in DMC’s single pre-determined fee. So, although DMC’s average placement time is one of the shortest in the industry, the patient receives additional value every month the search continues.



Transition FX
49
MUSIC OUT



Interview subject on-camera w/ subtitle ID
50
Interview bite insertion point – praise for effectiveness of DMC searches



Transition FX
51
MUSIC: thoughtful, deliberate theme



Door marked “Placement Therapy” opens to reveal recruiter opening stack of letters
52
VO NARRATOR: With responses from qualified physicians pouring in, the Recruiting Specialist now begins the patient’s Placement Therapy.



Recruiter unfolds and reads letter
53
The first step in applying this therapy is to screen the incoming responses to find the top candidates.



Recruiter talks on phone and takes notes on computer with candidate’s letter on typing stand next to computer
54
This process starts by talking to candidates to determine their motivations, interests, family situation, personal information and at least three professional references.



Recruiter talks on phone with hospital web site on screen
55
Then, using state-of-the-art technology to speed the process, candidate practice histories are reviewed and verified.



Recruiter finds candidate’s name in list on state web site
56
The candidate’s state licensure and board specialty status are checked and verified.



Recruiter checks Public Citizen Health Research Group web site “Questionable Doctors” list
57
The Public Citizen Health Research Group is contacted to check the physician’s status with them.



Recruiter talks and types
58
Candidates’ references are personally contacted and questioned.



Recruiter rvisits criminal background web site
59
And, at the patient’s request, candidate criminal and credit checks are made.



Recruiter packages the curriculum vitas and other docs for mailing to patient. Close-ups show doc details.
60
When all the responding candidates have been evaluated, the curriculum vitas of the two or three most qualified candidates are submitted to the patient for consideration -- along with thorough discussions of each candidate’s motivations, interests and family situation.



Recruiter stands on upscale residential porch as door opens and candidate invites recruiter in
61
With the patient’s approval, each final candidates is then prepared for their interview through a pre-interview meeting with the Recruiting Specialist. 



Recruiter talks to candidate and wife in living room 
62
In this interview, the Recruiting 
Specialist talks to both the candidate and the candidate’s spouse to re-screen and re-establish the candidate’s needs and interests.



Recruiter goes over pictures or brochures of community with candidate and wife
63
They present the patient’s opportunity, practice information and community demographics on a personal level – as only someone who has “walked in the physician’s shoes” can do. 



Recruiter goes over documents with candidate and wife
64
They walk through the interview itinerary with the candidate, establish follow-up dates, answer any concerns the candidate or the candidate’s spouse might have and present the patient’s standard working agreement.



Recruiter hands docs to travel agent, travel agent goes to work, referencing airline and hotel reservation sites
65
Then the Recruiting Specialist works with DMC’s in-house travel agent to make sure every detail of the candidate’s interview trip is taken care of – including transportation and lodging arrangements for both the candidate and the candidate’s spouse. Inclusion of the candidate’s spouse on these two-day trips is something upon which DMC insists.



In close-up hand pulls candidate interview itinerary from printer
66
And these exceptional services are also included -- at no additional cost to the patient.



Transition FX
67
MUSIC OUT



Interview subject on-camera w/ subtitle ID
68
Interview bite insertion point – praise for DMC placements



Transition FX
69
MUSIC: crisp, professional theme



Door marked “Prognosis” opens on scene of patient welcoming candidate to hospital 
70
VO NARRATOR: Thoroughly preparing both patient and candidate prior to their interview leads to an excellent prognosis.



Physicians walk up to candidate and patient, welcome candidate, shake hands
71
All DMC placements are guaranteed for up to a year as opposed to the 90 days offered by most firms.



GRAPHIC: graph showing total placements vs. fall-offs
72
And that confidence is well-placed, as DMC has experienced only two fall-offs in more than __ placements.



Recruiters in training class
73
That’s because DMC’s Recruiting Specialists are among the most highly skilled professionals in the industry.



Camera jobs around to reveal speaker at front of class with projected visual support
74
DMC invests over one hundred thousand dollars a year in professional training…



Speaker changes out visual support, points, gestures, lectures
75
…including seminars with specialty speakers from government, the insurance industry, the legal profession and other areas of interest, every Friday.



Pan down row of framed, wall-mounted certificates
76
As a result, most of DMC’s Recruiting Specialists hold CPC and/or PRC certifications… and the rest are working toward them.



Pan of DMC facilities
77
By delivering the comprehensive services of a true search firm rather than the contingent resume-brokerage service offered by most placement firms, DMC has become the third largest placement firm in the country.



GRAPHIC: placement Gaps graph
78
Our average time from first patient contact to final placement is only 87 days.



GRAPHIC: 

“Interviews to Placements = 3.31:1”

Our interview-to-placement ratio is only about 3:1.



Close-up magazine article, framed picture or plaque
79
And in 2002, Delta Medical Consulting was named by the National Association of Professional Recruiters as the year’s Most Outstanding Firm. 



John Stresswell sits up from his gurney, straightens his tie and enjoys the handshakes and congratulations of several DMC “doctors”
80
So when you have a placement emergency -- and you want the peace-of-mind that comes from knowing that you’re in the best possible hands – you want to be in the hands of… Delta Medical Consulting.




81
MUSIC OUT



JEFF ON-CAMERA: starting as close-up, as Jeff speaks, the frame widens to reveal the entire DMC staff behind him
82
JEFF: 

unscripted remarks covering the following points:

• Predetermined search fee, all expenses included, contingent on success

• No retainer, hourly billings or variable expenses 

• Most effective advertising campaign in industry

• Present only qualified candidates

• All placements guaranteed

• Ask for the business



GRAPHIC: DMC logo animation
83
MUSIC: finale sting
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