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Abstract

With the rapid development of science and technology in the world, an information age is flou-
rishing, in which information is digitalized, information dissemination is timely, technology ap-
plication is diversified and intellectualized. Taking the recruitment of marketing posts in A medi-
cal device enterprises as an example, through literature research, questionnaire survey, inter-
views and other social science research methods, this paper finds that there are some problems in
the recruitment of marketing posts in such enterprises, such as ineffective recruitment channels,
single mode of talent selection, and inconsistent selection criteria. To solve this problem, the fol-
lowing countermeasures are put forward: using the marketing talent competency model to iden-
tify talents; identifying the proper network recruitment websites; screening the suitable recruit-
ment channels, and improving the recruitment management system.
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Table 1. The contrastive analysis of different managers’ perceptions of competence
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Table 2. The contrastive analysis of different managers’ perceptions of quality
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Table 3. The contrastive analysis of different managers’ perceptions about the conditions for marketing posts
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Figure 1. Talent selection procedure
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Figure 2. The process of building the competency model
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Table 4. Evaluation results of competency elements of marketing jobs
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