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2003 Review and Results 
 
The primary objective of the 2003 schedule was to reach ER doctors through the use of 
classified trade publication advertising. 
 
To that end, we focused the majority of our advertising budget on the 4 primary ER 
publications serving the industry: 
 

• Annals of Emergency Medicine 
• Emergency Medicine 
• Emergency Medicine News 
• Emergency Physicians Monthly 

 
We utilized those publications extensively in 2003, along with various other publications 
that were used on an “as-needed basis”.  Those publications included: 
 

• ACEP Reference Guide 
• Arkansas Medical Journal 
• Critical Care Medicine 
• EM Resident 
• Family Practice News 
• Journal of KY Med Assoc 
• KS Academy of Family Phy 
• LSMS 

• NAPR 
• NEMJ 
• Pediatric News 
• Resident & Staff Physician 
• TX Medical Assoc Directory 
• The DO 
• The Hospitalist 
• The Journal of EM 

 
Finally, while not the primary target of “Client” advertising, we did go after Physician 
Assistants and Nurse Practitioners as part of the 2003 schedule.  The publications used 
to attract these titles: 
 

• Advance for NP 
• Advance for PA 

 
We initially attempted to develop an ad-effectiveness measurement system through the 
use of dedicated URLs and Source Code reporting as recorded by the recruiters. 
 
Obviously the source codes were not a primary concern of the recruiters when receiving 
a call/lead…so the analysis was not reliable. 
 
Beginning in June, we began running ads that included both a dedicated URL and a 
dedicated 800#.  By pulling results monthly for both methods, we are able to accurately 
report the effectiveness of each publication. 
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It is important to note that the results listed below are based on only 2-months of data.  
After an entire ad cycle is complete (June ’04), we should be able to definitively 
determine our most and least successful publications. 
 
The best indicator of an efficient publication is the cost per inquiry.  That number is 
derived from taking the total budget spent, divided by the total number of inquiries 
received.  To date, the most cost-effective publications are: 
 

• EDphysician.com ($7 per inquiry) 
• PhysicianWork.com ($23 per inquiry) 
• Advance for PA ($86) 
• Advance for NP ($96) 

 
To date, the most effective publications in generating phone calls are: 
 

• Emergency Medicine (80 phone calls) 
• EP Monthly (42 phone calls) 
• Annals of Emergency Medicine (37 phone calls) 
• PhysicianWork.com (33 phone calls) 

 
To date, the least cost-effective publications are: 
 

• Emergency Medicine News ($6,581 per inquiry) 
• Resident & Staff Physician ($1,258 per inquiry) 
• EM Resident ($480 per inquiry) 
• TX Medical Directory ($445 per inquiry) 

 
Graphical representations that include all publications are below: 
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Cost per Inquiry by Publication
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2004 Overview 
 
Objective 
The objective of the 2004 media plan is to recruit five audiences: 
 

• ER Physicians (primary) 
• Internal Medicine Physicians (secondary) 
• Family Physicians (secondary) 
• Nurse Practitioners (secondary) 
• Physician Practitioners (secondary) 

 
The success of the campaign will be measured in terms of URL hits and dedicated 800# 
phone calls received. 
 
Strategy 
The broad strategy points are listed below, with the detail and rationale of the strategy 
explained in the following pages. 
 

1. Heavy schedule in Emergency Medicine. 
2. Consistent presence in the other three major industry publications, utilizing lesser 

expensive ad sizes in an effort to decrease the committed media budget. 
3. Establish a Slush Fund for “hot jobs” throughout the year that require special 

attention. 
4. Utilize Advance for NP and PA on an as-needed basis. 
5. Continue utilizing Internet Advertising. 

 
Our strategy is too segment our target audiences into 2 groups:  Physicians and NP/PA. 
 
The NP/PA group is not the primary audience for whom we are targeting, thus will 
receive advertising support on an as-needed basis (please note our primary publication 
for the industry does not offer frequency discounts, so month-to-month decisions have 
a great likelihood of saving budget) 
 
The Physician group is served primary through 4 publications: 
 

• Annals of Emergency Medicine 
• Emergency Medicine 
• Emergency Medicine News 
• Emergency Physicians Monthly 
• EM Resident (5th publication, serving a tertiary audience of Emergency Medicine 

Residents) 
 
Our overall strategy is to maintain a consistent presence in the above publications. 
 



PhyAmerica 2004 Media Plan  7  
7/25/05 
 

The four publications are remarkably similar in terms of total audience, qualified 
audience and CPM numbers (please note WastedCirc Analysis included in the back of 
this plan).  The only exception to this statement is Emergency Medicine, who reaches 
over 4x the number of physicians than any other publication.  Also important to note, 
their qualified CPM is $31, compared to the other three pub’s CPM ranging from $104 - 
$173. 
 
A brief comparison (taken from the WastedCirc Analysis) of the four pubs is below: 
 
 

Publication 
Total 
Circ 

Qualified 
Circ 

% 
Wasted 

Circ FP Cost 
FP Qual 

CPM 
1/2-PG 

Cost 

1/2-PG 
Qual 
CPM Notes 

Emergency Medicine 148,288 134,848 9.1% $4,160 $31 $2,770 $21 

Emergency Medicine consists of 
21,718 of the qualified 
circulation. 

Annals of Emergency 
Medicine 27,223 27,223 0.0% $2,820 $104 $1,990 $73 

Not audited.  Publication for 
American College of 
Emergency Physicians. 

EP Monthly 25,500 25,500 0.0% $3,160 $124 $2,129 $83 Not audited. 

Emergency Medicine 
News 25,041 25,041 0.0% $4,560 $182 $3,215 $128 

1,200 of circ go to EM Residents, 
669 goes to EM Physician 
Assistants (SEMPA). 

 
 
Due to the increased exposure we receive from Emergency Medicine, we recommend 
running a full-page ad in every issue of this publication, while alternating ½-page and 
full-page ads in the other three pubs in an effort to reduce the overall advertising 
budget.  Please note decreasing the ad sizes also allows us a larger Slush Fund in the 
event of any “hot jobs” that requires special attention throughout the year. 
 
It is also important to note the inclusions of website advertising in the 2004 media plan.  
We have experienced solid success with our current websites (EDphysician.com and 
PhysicianWork.com), and are recommending maintaining those schedules in 2004. 
 
The 2004 recommended media flowchart is included in the back of this plan, and 
illustrates the schedule explained above.  You will note on the flowchart that “Client” 
has a minimum of 3 full-pages of ad presence in EVERY major publication EVERY 
month, which allows us to reach the broadest ER Physician audience possible within a 
reasonable budget. 
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Competitive Overview 
 
There are two primary competitors to “Client”: 
 

• EMcare- primarily runs in EP Monthly with full-color ads advertising specific 
positions available.  Runs in the other pubs sporadically. 

• Team Health- runs small display ads in each publication, along with line ads 
detailing specific positions available (13-50 positions in each issue) 

 
Based on reviewing ad placements in 3 of the 4 major industry publications, along with 
inferring rates (based on rate card), we are able to make a strong estimate on the 
advertising budget for each company.   
 

Year to Date (2003) Ad Spending Comparison 
(ad spending in:  EM, EM News and EP Monthly)
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Recommended Publications/Websites 
 
Annals of Emergency Medicine 
Annals of Emergency Medicine is edited for emergency physician subscribers involved in 
as many as 85% of all emergency department purchasing decisions.  
 
It provides medical information encompassing clinical studies, case reports, basic 
research, and discussion of topics germane to emergency medicine.  
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Each issue also includes a current calendar of continuing medical education offerings in 
emergency medicine.  
 
Rationale:  This publication is the official pub of the American College of Emergency 
Physicians.  The ACEP exists to promote the interests of practicing emergency medicine 
physicians.  Due to the nature of ACEP, the audience receiving this publication will be 
nearly 100% the target audience we are attempting to reach via the media plan. 
 
EM Resident 
EM Resident is published every other month and distributed to all EMRA members. 
Regular features of this publication include "President's Message," "Editor's Forum", and 
articles on current issues. Both classified and display advertising is available. 
 
Rationale: This publication is published every-other month, so maintaining frequency 
can be achieved with little budget risk.  It is also important to note that the circulation 
consists of the Emergency Medicine Residents’ Association and is relatively inexpensive 
compared to the other industry publications. 
 
Emergency Medicine 
Emergency Medicine is a multi-specialty journal with a unique focus on acute medicine 
for the primary care physician.  
 
Articles deal with every acute problem encountered in daily practice, including trauma, 
heart attack, stroke, gastrointestinal dysfunction, dermatologic disorders, serious 
infections and diseases of all kinds entering the acute stage.  
 
Its clear, how-to style guides the reader through diagnosis, treatment, and follow-up of 
each disorder. Editorial is geared toward practical information the physician can 
immediately incorporate into daily practice to heal a patient or save a life.  
 
Articles re-create the office visit, offering stepwise strategies for handling acute 
problems or for preventing chronic conditions from progressing to the acute stage.  
 
Rationale:  This publication reaches more physicians than any other publication in the 
industry.  It is also important to note the audience consists of not only emergency 
medical physicians, but family practice and internal medical physicians (a secondary 
target for “Client”). 
 
Emergency Medicine News 
Emergency Medicine News reports on the breaking news, trends and other issues of 
medical importance in emergency departments.  
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In addition to news profiles and columns, regular departments include InFocus, 
Toxicology Rounds, Pediatric Rounds, ID Rounds and Journal Scan. Monthly special 
reports investigate important timely emergency medicine topics 
 
Rationale:  This publication reaches emergency medical physicians along with EM 
Residents.  This is the only major pub that targets both fields. 
 
Emergency Physicians Monthly 
Emergency Physicians' Monthly contains clinical features concentrating on leading edge 
developments.  
 
Non-clinical features on managed care, documentation and reimbursement, legal 
pitfalls, contracts, tax and finances, and other interests that impact the day-to-day 
practice are also presented. 
 
Rationale:  The circulation goes entirely to physicians in the EM field; however that 
circulation is not audited.  It is important to not that one of “Client”’s major competitors 
(EMcare) advertises in the pub extensively, so maintaining a presence is necessary. 
 
EDphysician.com 
EDphysician.com is an online job board devoted to Emergency Physician jobs.  The site 
currently boasts over 100,000 page views per month. 
 
Rationale:  We currently advertise on the site, and receive numerous URL inquiries 
originated from this website. 
 
PhysicianWork.com 
PhysicianWork.com is an online job board devoted to the Healthcare Industry (please 
note this site is not exclusive to Emergency Medicine).   
 
Rationale:  We currently advertise on the site, and receive numerous URL inquiries 
originated from this website.  Also important to note, we have received 33 phone calls 
in June and July generated from this website. 
 
Budget 
 
Initially, the total committed budget from 2003 was $215,788 with an additional Slush 
Fund allowance of $16,590. 
 
The recommended total committed budget for 2004 is $166,182 with an additional 
Slush Fund allowance of $48,000. 
 
The total committed budget decrease is $49,606.  The total Slush Fund increase is 
$31,410. 
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The total committed budget was decreased due to: 
 

• Advance for NP and PA removed from committed schedule 
• Total expenditures for the top 4 pubs decreased by allowing full-page ads to run 

in lieu of 2 separate half-page ads. 
• Family Practice News removed from committed schedule. 
• Resident & Staff Physician removed from the schedule. 
• The Journal of EM removed from the schedule. 

 
The total Slush Fund budget was increased for two reasons: 
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• To allow for potential budget tightening later in the year, without a major impact 
on the overall integrity of the schedule. 

• To allow for greater flexibility throughout the year when “hot job” arise, or when 
additional advertising opportunities become available. 

 
The above comparisons are based on an apples-to-apples comparison of the “planned” 
budget.  Throughout 2003, several events occurred that affected the advertising 
budget.  Thus, below is the actual comparison from the current year (2003) to the 
planned year (2004). 
 
The total actual budget vs. the total planned budget is outlined below.  As you can see, 
the recommended budget allows for an 8% decrease from last year’s advertising 
budget. 
 

2003 Total Actual Budget vs 2004 Total 
Planned Budget
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