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The only healthcare-focused recruitment marketing firm 

 

Our expertise is recognized by healthcare industry groups 

 

Solutions include tracking & analytics, employer brand development, 
advertising and digital marketing 

 

The pre-eminent authority in data driven recruitment marketing  

 

Fully leverage real-time analytics and ongoing proprietary research to 
create the first true data-driven recruitment process  

 
 

Fusion Marketing Group, Inc. 



Redefining How Recruiters And Candidates Connect 



Fusion Advanced Analytics 

How Analytics Works And Guides Data Driven 
Marketing Decisions 



Best In Class Consumer Tools For Recruitment 
Established, credible and customized  



Real-time Analytics Deliver A Data-driven Recruitment Process 

Covers all marketing channels 

Tracks all touch points on the candidate’s journey 

Measures career site performance 

Eliminates guesswork and focuses on what works 



Direct to 
Career Site 

Came back 
via Indeed 

Came back 
from Direct 

Started an 
Application 

• Did Not 
Complete 

 

Came back 
from 

Retargeting 
Banner AD 

Landed on a 
Retargeting 
Landing Page 

• Completed 
Application 

Every Piece Of Marketing Is Tracked 
Candidate Path of Lab Professional 

Fusion Advanced Analytics – Candidate Path for 2014 



Every Piece Of Marketing Is Tracked 
Candidate Path of Pharmacist from Atlanta 

Natural 
Search  on 
Google.com 

• Keyword: 
NGHS.com 

Corporate 
Site 

Career Site 
Came back 
from Email 

Came back 
from Indeed 

Came back 
Direct to 
Career Site 

• Completed 
Application 

Fusion Advanced Analytics – Candidate Path for 2014 



Not Relying On A Drop Down 





Track Source of Applications 

Direct to Career Site 
34% 

Hospital Corp Site 
29% 

Vertical Search 
18% 

Job Aggregator 
6% 

Natural Search  
5% 

Paid Search 
2% 

Email 
2% 

Re-engagement 
2% Niche Postings  

1% 
Offline 

1% 

Fusion Advanced Analytics – Clients A 2015 



Applications Coming Direct To Career Site And Hospital 
Corporate Site 
 

50% 
All Applications 

62% 58% 
Nursing Applications Rehab Applications 

Fusion Advanced Analytics – Aggregate Data 2015 



Eliminate high cost, unproductive channels and re-allocate dollars 
Evaluate Marketing Channels And Make Data-driven Decisions  

Approximately $100K in unproductive channels 
identified through Analytics 

Shifted marketing channels to be more effective 

Contract/Campaign Results (1 year) Implication 

Monster  3 hires in 1 year Eliminated contract ($18,000) 

Campus RN 1 hire in 1 year Eliminated contract ($12,550) 

Dice  0 hires in 1 year Eliminated contract ($10,500) 

Experienced RN 3 hires in 1 year Eliminated contract ($12,550) 

Print 1 hire in 1 year Reduced print spend by 60%  

Mall Banner 0 hires/9 apps Eliminated for future budgets($16,000) 

Fusion Advanced Analytics – Marketing Decisions for Client A (2013-2014) and Client B (2015) 

Contract/Campaign Results (6 months) Implication 

ZipRecruiter 11 hires  Extend from trial 

Events 300 hires More out of market 

ERP 195 hires Refresh creative and use online platform 

Direct mail Fewer than 15 hires Reduce frequency and cut for events 



See Where People Are Clicking On Your Site 

Fusion Advanced Analytics – Site Click Map MWHC 2015 



See Where Your Applicants And Hires Are Coming From  
Geographic Analysis 

Fusion Advanced Analytics – MWHC Visitors by State 2015 



Drop Off Rates 

90% 
AVERAGE DROP OFF RATE OF VISITOR 
TO APPLICATION COMPLETE 

1.8% 
AVERAGE IMPROVEMENT RATE IN 
DROP OFF 

Fusion Advanced Analytics – Average of Clients (2012-2015) 



Insight Into Behavior Of Active Job Seekers 
Segmented behavior by job type on your career website 

Registered Nurses 
Visit 4 times and look at 5.3 jobs before 

completing application 

Rehab Professionals 

Visit 2.5 times and look at 6 jobs before 
completing application 

Business/IT Professionals 

Visit 3.25 times and look at 5.5 jobs before 
completing application 

Fusion Advanced Analytics – Average Fusion Clients 2015  





Fusion’s Proprietary Research 
Exploring the “why” behind the numbers from the candidate’s point of view 

Survey of 400 RNs 
completed 2013 

Therapist Survey 
completed 2014 

Ongoing in-depth interviews  
in all disciplines 

Physician Survey 
completed Spring 2015 



Utilizing Fusion’s Proprietary Research 
A hospital employer’s website is the most likely place a RN will look for a job. 

Source:  National Online RN Survey, 2013 
Q.12  How likely would you be to use each of these ways to find a job? (5-point verbal scale) 



Utilizing Fusion’s Proprietary Research 
The majority of RNs have a select set of hospitals 

Source:  National Online RN Survey, 2013 
Q.13 If you go directly to hospital websites, how do you know the names of the hospitals or specific websites to go to? 



Utilizing Fusion’s Proprietary Research 
When arriving at an employer’s website, RNs are looking for JOBS 

Source:  National Online RN Survey, 2013 
Q.14  When you’re actively searching for a new job, how important is each of the following types of information to you  
when you are considering new employers to pursue?  (5-point numerical scale.) 



Utilizing Fusion’s Proprietary Research 
Referrals are a top source of job information 

  

 

RNs PT/OT 

Source:  National Online RN Survey, 2013 
Q.12  How likely would you be to use each of these ways to find a job? (5-point verbal scale) 

Source:  National Online Rehab Survey, 2014 
Q.12  How likely would you be to use each of these ways to find a job? (5-point verbal scale) 



of RNs are likely to attend open houses to cast a broader 
net to find job opportunities 

Open houses offer candidates: 
 

• Face-to-face conversation 
• Immediate feedback 

Utilizing Fusion’s Proprietary Research 
Open houses give candidates real-time feedback 

Source:  National Online RN Survey, 2013 
Q.12  How likely would you be to use each of these ways to find a job?  (5-point verbal scale) 



 

Social media is not the primary source for RNs and Rehab professionals 

Source:  National Online RN Survey, 2013 Q.12  How likely would you be to use each of these ways to find a job?  (5-point verbal scale) 
Source: National Online Rehab Survey, 2014 Q.10  How likely would you be to use each of these ways to find a job? 
 

Utilizing Fusion’s Proprietary Research 



 



Darla Burton, PHR, SHRM-CP 
HR Director-- 
Director, Physician and Associate Recruitment  



• Not-for-profit regional system 

• Two hospitals 

• 28 healthcare facilities 

• Level II Trauma Center 

 

 

 

 

 

 

 

 

• 3,500 Associates 

• 6 Recruiters 

• Magnet-designated facility 

• Physician & Associate Recruitment 

 

 





• Organization 

• Number of open positions 

• How long have you been at your organization 

• Biggest challenge 

 

Who’s Who? 



Today’s Game Plan 





CANDIDATE EXPERIENCE 

Candidate Experience 

Converting Direct Traffic 

Search Engine Optimization 

Candidate Sourcing 

Re-engagement 

Tracking & Analytics 



What is “Candidate Experience”? 



Consumer Example 



 
Your Employer Brand Is Defined By The Candidate Experience 

Your 
Reputation 

The 
Candidate 
Experience 

The Digital 
Experience 

 

The candidate experience is a critical 
factor in building your employer brand 

 

It starts with the first touch, which is 
often your career website 

 



Continuity Among All Digital Elements For Employer Brand 

Corporate Website Career Website Landing Page Platform 



Candidate Experience 
Click 1. Corporate homepage – click on careers 



Candidate Experience 
Click 2. Career site homepage – click on Nurse Practitioner Hot Job 



Candidate Experience 
Click 3. Job description– click on Apply Online 



Candidate Experience 
Click 4. Register and begin application 



MWHC Flow Chart Of Candidate Experience 
 

#1 Corporate 
site 

#2 Career site 
homepage 

#3 Hot Job 

#4 Job 
description in 

ATS 

#5 Start of 
application 



Not-so-good Flow Chart Candidate Experience 
11 clicks to start the application 

#1 Corporate site 
#2 Career site funnel 

page 
#3 Career site 

homepage 
#4 Career site 

homepage category 

#5 View and select 
position 

#6 Job description 
#7 Talent 

community 
registration 

#8 
Acknowledgement 

leaving talent 
community 

#9 Pop up blocker 
warning 

#10 Job description 
in ATS 

#11 Start of 
application 
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#1 Corporate 
site 

#2 Career site 
homepage 

#3 Hot Job 
#4 Job 

description in 
ATS 

#5 Start of 
application 

#1 Corporate site 
#2 Career site funnel 

page 
#3 Career site 

homepage 

#4 Career site 
homepage category 

#5 View and select 
position 

#6 Job description 

#7 Talent community 
registration 

#8 
Acknowledgement 

leaving talent 
community 

#9 Pop up blocker 
warning 

#10 Job description 
in ATS 

#11 Start of 
application 

MWHC Experience “Other” Experience 



Not-so-good Candidate Experience 



The Candidate Experience – Going Mobile 
Activity continues to grow 

Fusion Advanced Analytics MWHC - 2015 



The MWHC Mobile Experience 



• Ties communications together from offline, email, online banners to strengthen the campaign messaging 
• Jobs can be brought to every landing page via an iFrame 
• Landing pages are responsive, providing the best possible candidate experience 

 

Landing Pages 
Candidate friendly experiences promoting critical openings 



Landing Page for Campaign Promoting Off-Site Hiring Event for RNs 

Marketing Initiatives Include: 

• Paid Search 

• Homepage Marketing 

• Facebook Display Ads 

• Direct Mail 

• Dynamic Content 

• Remarketing Emails 

• Retargeting Banner Ads 



Marketing Initiatives Include: 
• Paid Search 
• Homepage Marketing 
• Remarketing Emails 
• Retargeting Banner Ads 
• Direct Mail 

 

Landing Page for Campaign Promoting Float Pool RNs 



Landing Page Can Improve The Candidate Experience 

1. Search 

Emergency room nurse jobs 



Landing Page – Improve The Candidate Experience 
Targeted campaigns with discipline keywords 

2. Search Results 

1. Search 

Critical care nursing jobs Atlanta Emergency room nurse jobs 

Keyword:  

Emergency room 
nurse jobs 



Hard To Fill Positions – Improve The Candidate Experience 
Targeted campaigns with discipline keywords 

Keyword:  

Emergency 
room nurse 
jobs 

1.Search 

•Paid Search  

•Emergency Room 
RNs 

2. Search Results 

3. Landing Page 



Sea Shell House Example 



JOBS TITLES AND DESCRIPTIONS 



Which Direction Specialty Is Right For You? 



MWHC Job Titles 



MWHC Job Titles 





Looking For A Recruitment Job? 



MWHC Job Description 



“Other” Job Description 





What Is Important To Job Seekers? 



Job Descriptions Are Now Advertisements 







ASSESSMENT 



Top Takeaways from Candidate Experience 

1. Making it easy for people to find and apply for the job 

2. Make job titles easy to navigate like a product title 

3. Think of job descriptions as an advertisement 





USING HOMEPAGE AS A MARKETING CHANNEL 

Converting Direct Traffic 

Candidate Experience 

Converting Direct Traffic 

Search Engine Optimization 

Candidate Sourcing 

Re-engagement 

Tracking & Analytics 



Evidence Based Marketing 

Fusion RN Survey 

Q.12 &13 
 

Source:  National Online RN Survey, 2013  



Candidates Are Looking For JOBS! 
The career site homepage must be focused on promoting JOBS 

75 



70% of Nursing Hires Engage With Homepage Marketing 

150 Total Hires 
 engaged with homepage marketing 

 

 

2015 

Engage candidates and focus on your critical openings 

Fusion Advanced Analytics MWHC Current Budget Year 





78 

Banner Ad Callouts Become Mini Billboards 
Hard to fill homepage banners promote key openings 

1 hire 
5 week campaign 

 

8 Hires 
4 months campaign 

 

4 Hires 
4 week campaign 

1 Hire 
3 Week campaign 

Fusion Advanced Analytics MWHC Current Budget Year 



$0 Paid Advertising Dollars to Convert Candidates 
Using Your Homepage as a Marketing Channel 



DYNAMIC CONTENT 



Dynamic Content In The Consumer World  



Northeast Georgia Health System  

+13% increase in job 
searches 

+16% lift in job detail  
views 

+48% increase  
in application starts 

If candidate has visited your 
site previously 

When they return to your career site 

They are automatically served a 
page with the ATS interface 

Fusion Advanced Analytics – NGHS 2014 

Dynamic Experience Delivers ATS On Homepage for Return Visitors 
Returning visitors delivered content based on job category 



 

 

 

 

 

 

 

Dynamic Experiences For Dinner Event 
Auto detect geographic area and provide customized homepage 

3 week campaign promoting event 

4 RN Hires 

Fusion Advanced Analytics MWHC Current Budget Year 



Using Dynamic Content To Test New Homepage Layout 

Corporate Site New Homepage Layout 

Homepage layout more in line with corporate site and focused on JOBS 



50% of first time visitors 
receive new 

 homepage layout 

Dynamic Experiences Deliver New Homepage To 50% Of Visitors 
Ongoing real-time testing and content optimization 

+20% lift in job detail  
views 

10% lift   
in applications 

Results 

Fusion Advanced Analytics MWHC Current Budget Year 



New Homepage Live After 40 Day Test 
Homepage layout more in line with corporate site and focused on jobs 



Evolution of the Career Site Continues to Improve Conversions 
Changes made based on candidate behavior and analytics 



ASSESSMENT 



Top Takeaways From Converting Direct Traffic 

1. Make your career site a marketing channel 

2. Make sure you can make changes to career site 



SEARCH ENGINE OPTIMIZATION 

Building a Search Engine Compliant Career Site 

Candidate Experience 

Converting Direct Traffic 

Search Engine Optimization 

Candidate Sourcing 

Re-engagement 

Tracking & Analytics 



of RNs turn to search engines to explore new jobs and 
find openings that fit their skill set. 

55%+ 

Evidence Based Marketing 

Fusion RN Survey 

Source:  National Online RN Survey, 2013 Q.12 
 





Deliver Relevant Content To Your Audience  

Source: Google Trends 2015 



 
 
 

  
  

 
  

 
 

  

Paid, Natural and Vertical Search Efforts Deliver Relevant Results to the Job Seeker 

 

Career site search jobs page 

Career site homepage 

Career site nursing page 

Vertical search results 

Vertical search results 

Paid Search Ad 



Incorporating Jobs Into SEO Elements 

• URL:www.mwhccareers.com 

• Page Title: Healthcare, Nursing and Allied Health Jobs in Virginia at Mary 
Washington Healthcare 

• H1 Tags: 
– Healthcare Jobs at Mary Washington 

– Search All Jobs 

– Hot Jobs 



Content Should Speak To Your Audience 
Job seekers want information about the job 

• “Jobs” is the most 
frequently used word on 
the homepage 



Content Should Speak To Your Audience 
Job seekers want information about the job 



Making The Jobs In The ATS Search Engine Friendly 
Utilizing the RSS feed to create pages for every job in the ATS 



ASSESSMENT 



Top Takeaways From SEO 

1. Talking about JOBS not Careers 

2. Make sure your career site has URL, title and H1 for JOBS 

3. Content with keyword density 



CANDIDATE SOURCING 

Candidate Experience 

Converting Direct Traffic 

Search Engine Optimization 

Candidate Sourcing 

Re-engagement 

Tracking & Analytics 



Sourcing Process 

Get Data 
•What have we 
done previously? 

•Market Trends 

Review Job 
Details 

•Compensation 

•Job 
Title/Description 

Candidate 
Pipeline 

•Review if Exists 

Utilize 
Career Site 
and Search 

•Hot Job 

•Vertical Search 

External 
Marketing 

•Review 
Additional 
Options 



Cost per hire by channel 
Hires From Candidate Sourcing 

Channel Results (6 months) Cost per hire 

Vertical Search 64 hires $56 

Paid Search 14 hires $800/hire 

Re-engagement 9 hires  $1,378/hire 

Online Display 2 hires $1,250/hire 

Events 36 hires $561/hire 

Associate Referral Program 16 hires $112.50/hire 

Postings 2 hires $4,250 

Offline 0 hires $20,390/no hires 

Fusion Advanced Analytics – MWHC 2015 



ONSITE HIRING EVENTS 



Evidence Based Marketing 

of RNs are likely to attend open houses to cast a broader 
net to find job opportunities 

Open houses offer candidates: 
 

• Face-to-face conversation 
• Immediate feedback 

Fusion RN Survey 

Source:  National Online RN Survey, 2013 
Q.12  How likely would you be to use each of these ways to find a job?  (5-point verbal scale) 



22 RN Hires 

Open House Events 
January 27 on-site event 

•Website Banner 

•Hot Job 

Direct 

•Google 
Adwords 

•Job in ATS for 
Vertical Search 

Search 

•Facebook 
Display Ads 

•Direct Mail 

Targeted Advertising 

•Auto 
responders 

•Remarketing 
Emails 

•Retargeting 
Banner Ads 

Re-Engagement 

Fusion Advanced Analytics Current Budget Year 



Candidate Experience 



14 RN Hires 

Open House Events 
April 29 dinner event 

•Dynamic 
Content 

•Website Banner 

•Hot Job 

Direct 

•Google 
Adwords 

•Job in ATS for 
Vertical Search 

Search 

•Facebook 
Display Ads 

•Direct Mail 

Targeted Advertising 

•Auto 
responders 

•Remarketing 
Emails 

•Retargeting 
Banner Ads 

Re-Engagement 

Fusion Advanced Analytics MWHC Current Budget Year 



EMPLOYEE REFERRAL PROGRAM 



RNs PT/OT 

Evidence Based Marketing 
Referrals are a top source of job information 

 

Fusion RN and PT/PT Surveys 

Source: National Online RN Survey, 2013 
Source: National Online Rehab Survey, 2014 Q.10 
 



Why Invest In A Referral Program? 

The Benefits 

• Better quality 

• Reduced turnover 

• Lower cost 

  

 

The Opportunity 

19% 

30% 

AVERAGE % HIRES 

Healthcare Industry All Industries

Source: Lean Human Capital 



MWHC Associate Referral Program 



Posters/Flyers 
Table at 
Events 

Photo Booth 

Internal 
Marketing 

New Hire 
Orientation 

Recruiter 
Rounds 

ARP Program Promotion 



Promoting ARP On Career Website 



Initial Program Results 
16 RN Hires 

Source: MWHC data 2015 



GROUP DISCUSSION 
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Top Takeaways From Candidate Sourcing 

1. Have a process in place when critical openings come up 

2. Know what has worked in the past  

3. Update or create ERP program and PROMOTE it 

4. Host on site hiring events to promote critical openings 





CANDIDATE RE-ENGAGEMENT 

Autoresponders, Remarketing and Retargeting 

Candidate Experience 

Converting Direct Traffic 

Search Engine Optimization 

Candidate Sourcing 

Re-engagement 

Tracking & Analytics 



Evidence Based Marketing 

90% 
AVERAGE DROP OFF RATE OF VISITOR 
TO APPLICATION COMPLETE 

Fusion Advanced Analytics 

Fusion Advance Analytics: Average All Clients 2012-2015 



Career Website 

Job View Level 

App 
Initiated 

App  
Completed  

90% Drop Off 

Fusion Advance Analytics: Average All Clients 2012-2015 



Evidence Based Marketing 

90% 
AVERAGE DROP OFF RATE OF VISITOR 
TO APPLICATION COMPLETE 

Visit 3+ times and look at 4+ jobs before 
completing application 

Fusion Advanced Analytics 

Fusion Advance Analytics: Average All Clients 2012-2015 



So What Can You Do? 

Candidate Re-engagement  

Remarketing Retargeting 



The Retargeting Process 

Retarget potential candidates who  
have searched for jobs but haven’t 
completed an application 

Potential 
Candidate 

They visit your site… 

But leave without  
completing an 
application… 

And your ad recaptures  
interest, bringing them back. 

User starts seeing your 
ads across the web… 

Your potential candidates  
turn into your new hires 



Being Retargeted In The Consumer World 





Being Retargeted in the Recruitment World 





 

Candidate Experience 



Ad dynamically changes based on jobs candidates’ search 

New Retargeting Ads Include Job Title In The Ad 



Short form collects contact information 
Remarketing Program 





Autoresponders For Each Job Category  
Immediate communication with candidates 



Dashboard available for Candidate Relationship Management 
Candidate Engagement Strategies 



Segmented Remarketing Email 



Consumer Remarketing 



Consumer Remarketing 



½  
 
the spend 

4x 
the response for  

Fusion Advanced Analytics  2014-2015 

Candidate Re-engagement 



GROUP DISCUSSION 
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Top Takeaways from Candidate Re-engagement 

1. Understand your drop off rate to establish a baseline 

2. Connect with people who have filled out a form 

3. Implement retargeting to hard to fill categories 



TRACKING & ANALYTICS 

Candidate Experience 

Converting Direct Traffic 

Search Engine Optimization 

Candidate Sourcing 

Re-engagement 

Tracking & Analytics 



Access to real-time decision making data 

Utilizing Advanced Analytics 

Monthly 
Snapshot 

Customizable 
Dashboard  

Quarterly 
Review 



Completed applications for 2015 is nearly double 2014 March – May 
Application Volume Year Over Year 

Fusion Advance Analytics: MWHC 2015 



Direct to 
MWHC 

#1 People are coming 
directly to the career site 

or hospital site – the 
career site becomes its 
own marketing channel  

Search 
Marketing 

#2 People are searching 
for jobs on the big Search 

Engines and Vertical 
Search Engines 

Most Applicants Are Already Looking For MWHC 

Re-
engagement 

#3 By engaging candidates 
that have already come to 
the site and searched for 

jobs, this is 4x more 
effective than traditional 

marketing 

Other Paid 
Media 

#4 Targeted advertising 
plays a role to find the 
needle in the haystack 

Key Initiatives 

Onsite hiring events, ARP and 
social media combine all other 

marketing channels 

Channels driving MWHC applications and hires 

Fusion Advance Analytics: MWHC 2015 



Completing The Loop With Offline Hire Transaction 
Onboard hire report out of ATS to analytics dashboard 



Current budget year cost per hire analysis 
Source of Hires  

Channel Results (6 months) Cost per hire 

Links from MWCH Corp Site 129 hires - 

Direct to Career Site 118 hires - 

Natural Search (branded) 64 hires $56 

Vertical Search 64 hires $56 

Paid Search 14 hires $800/hire 

Re-engagement 9 hires  $1,378/hire 

Online Display 2 hires $1,250/hire 

Postings 2 hires $4,250 

Offline 0 hires $20,390/no hires 

Fusion Advance Analytics: MWHC 2015 



Evaluate Where All Hires are Coming From Geographically 

81% of Total 
Hires are Local 

Fusion Advance Analytics: MWHC 2015 



Top Geographic Markets Driving Nursing Hires 

Baltimore

Harrisonburg

Nashville

Norfolk-Portsmth-Newpt Nws

Ft. Myers-Naples

Detroit

Roanoke-Lynchburg

Los Angeles

Philadelphia

Richmond-Petersburg

Washington

0 20 40 60 80 100 120

Hires

Fusion Advance Analytics: MWHC 2015 



Evaluate Where People Are Clicking On Your Site 
See what content and pages candidates are accessing before applying 

 

Fusion Advance Analytics: MWHC 2015 



Track Career Website Homepage Marketing Performance 

Fusion Advance Analytics: MWHC 2015 



High Level Overview of Sources by Job Titles 

Fusion Advance Analytics: MWHC 2015 



Continuous Improvement Process 

Measure 

Report 

Analyze 

Optimize 

Innovate 

Always re-evaluating and improving 



GROUP DISCUSSION 
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Top Takeaways From Analytics 

1. Track EVERYTHING! 

2. Use your data to make informed marketing decisions  



 



Candidate Experience  

Make Finding Jobs Easy 

Focus on Job Titles 

Job Descriptions are now ads 

Converting Direct 

Make your career site a marketing channel 

Update Website Regularly 

SEO 

Jobs NOT careers 

URL, Page Titles and H1 

Keyword Density 

Candidate Sourcing 

Have a process in place 

Know what has worked in the past 

Referral Program 

Hiring Events 

Re-engagement 

Know your drop-off rate 

Utilize a short form 

Retarget Lost Candidates 

Analytics 

Track Everything 

Use your data to make informed marketing 
decisions  



Booth #138 




