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The single biggest mistake…….

“What’s in it for me?” 

vs. 

“Are you good enough?”

And: new information creates new behaviours……..



The focus this evening

1. Think about what you’re actually advertising

2. Writing ads

3. Websites and website content

4. Video

5. Social media (otherwise known as free advertising)

6. Recruitment is a retention problem



You’re advertising an experience, not a thing

The Conference Board, 2004



You’re advertising an experience, not a thing

Walker & Pirotta, “What keeps Melbourne GPs satisfied at work?” The Australian Family Physician, 2007



Writing ads

General Practitioner | Fully Private Billing | Affluent 

Eastern Suburb 

Join a beautiful fully private billing practice in one of the 

most affluent suburbs within the Eastern Suburbs. This 

genuine family practice has been well established in the 

area for over 10 years and has a very large patient 

following. You can work on a full or part time basis and 

walk straight into a large existing patient base. 

The practice has been purpose built and is medium in 

size. It is light, spacious and well equipped. There are 

large consult rooms with windows and a treatment room 

which the nurse occupies Monday - Friday. Currently 

there are 4 GPs working at the practice - 2 part time and 

2 full time. The clinic has a warm supportive atmosphere 

for both staff and patients.

All of the GPs at the practice are extremely supportive 

and professional. They are super enthusiastic and would 

welcome a GP of a similar mindset to join the team. 

General Practitioner - Cherrybrook - 70%/$150 p hr

Experienced FRACGP desired for Full Time. 

An exciting opportunity awaits a caring and dedicated 

General Practitioner to join a hard working team within 

the Hills district. Clinic hours are weekdays 8am to 6pm 

and weekends 9am to 1pm. Option to work 8 to 5 or 9 

to 6. Full nursing and practice support.

We are looking for General Practitioners who are 

dedicated to providing high quality care with a view to 

forming a lifetime relationship with their patients. 

Our Core Values - we don’t just operate by them, we 

live by them:

• Care

• Accountability

• Resilience

• Excellence & Education

Do our Core Values align with yours?

>



Writing ads – what to think about before you start

• What’s relevant and important to my target?

• What candidate backgrounds do I need to be aware of?

• How do my targets process information

• What of value can I offer my targets?

• How can I turn that value into a benefit?

• How can I change their behaviour?

• What’s my budget



Writing ads – information to gather beforehand

Gather information around four areas:

• The person you want

• The practice

• The job/the opportunity (remember to think benefits)

• Call to action (what do you want candidates to do right now)

Then decide on one main selling benefit (WIIFM) – this will inform 

your headline and first few key points



Writing ads – how to start 1

Link what you want in a person to benefits in the job.

Inquisitive thinker = variety in practice patients

Experience in women’s health = established practice interest/patient base



Writing ads – how to start 2

Write 3-5 things that connect what you want with the related benefits:

Example of linking what you want in a person to benefits in the job:

“Our diverse client base of young families, older families and aged care 

residents, from both high and low socio-economic backgrounds, will 

reward your inquisitive mind and give you the variety to keep things 

interesting.”

“Your interest in women’s health will be supported by both our own focus 

in this and our established patient base.”



Writing ads – tips

• Write the ad content first and then write the headline

• Keep the headline short

• Short paragraphs, short sentences

• Avoid bullet points in copy – people remember stories not lists

• Don’t rewrite or explain the headline in the opening sentence

• Avoid repetition

• Keep a sense of flow or direction in your copy

• Informal grammar (Personal “We, You”)

• Write the ad as if you are writing it for one person

• Always read your copy out aloud before posting

• When in doubt, take it out



Writing ads – why do ads fail?

• Lack of visual originality or creativity

• Uninspiring headlines

• Nothing new, just an explanation of the job title

• Stale, clichéd or overwritten copy

• Patronising tone

• Copywritten for the writer not the audience



Writing ads – headlines and 
first lines

Right now just on Seek:

102 ads for GPs in NSW

608 in all of Australia



Personality is important

Show a 

personality that 

candidates 

would like to 

associate with 

(people are 

strongly driven 

by this 

association)



Websites are important

• What are your priorities?

• What are your interests?

• What environment have you created?

• What’s in it for a particular type of GP?



Websites are important

https://youtu.be/KFNZIhuYW2E


If a picture tells a thousand words….
…a video tells a million.

1. Begin with candidate 

aspirations or fears

2. Talk about how your 

employment experience 

achieves these 

aspirations or 

overcomes these fears

3. Provide evidence

4. Talk about how it feels 

to achieve aspirations or 

overcome fears.

https://youtu.be/ultYZNpUVcQ


Social Media



Recruitment begins as a retention problem



Thank you!


