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Breaking Through.

Envisioning Success in an Increasingly Competitive 

Pharma Sales Landscape

Picture over 100,000 screaming fans in a huge football stadium. Every one of them is vying for the attention of a doctor standing at midfield.  What could possibly cut through the din of so many competing messages?  More importantly, how will your rep even get a chance to be heard?

Industry statistics show that, in the past five years, there has been a 75 percent increase in the size of the pharmaceutical sales force. This growth has resulted in marketplace saturation, with sales representatives outnumbering office-based physicians. The result: physicians are unable and/or unwilling to dedicate time to sales representatives.  

While access decreases, industry pressures increase.  Drug approvals, patent expiration, importation, accelerated generic drug approvals, Medicare Part D and increased operating expenses all contribute to a shrinking bottom line. 

Maximizing sales ROI

For most pharmaceutical companies, the sales force represents their second-largest investment, exceeded only by research and development (R&D).  Today, growth in sales force size is not matched by a comparable increase in prescribing – making sales force effectiveness the prime challenge for the foreseeable future.  

To meet this challenge – and to ensure long-term growth revenue -- companies are redesigning their field sales force to respond to changes in market dynamics, including time demands on physician customers.  The critical factor will be in transforming the sales representative from a source of product literature into a trusted physician partner.

To earn the trust of physicians, sales representatives must have a level of clinical confidence that enables them to earn physician trust. Developing that confidence will require effective and comprehensive training in product knowledge, clinical issues, competitive intelligence, objection handling, managed markets and selling skills. 

The training challenge

Historically, sales representatives were hired from other pharmaceutical companies. Today, most come from other industries or right out of college. Many have no science and/or sales experience, and are placed in the field after just 8 – 12 weeks of training.  Advanced training is provided in another 6 – 12 months. 

Who trains these sales representatives? Most pharmaceutical sales trainers are sales representatives who have been promoted from the field. Usually, the training position is rotational. A trainer may stay in the department for a year or two, then go back into the field, or into marketing. A structure does not exist to develop training as a career – making stability and continuity of training an ongoing challenge.  

The outsource solution

Now, the paradigm is changing.  To create the clinically competent, scientifically confident sales representative of the future, pharmaceutical companies are looking outward for training consultants with specific expertise. These outsourced trainers are professionals who have “carried the bag” (worked in the field). They are industry sales trainers. Or they may be pharmacists, nurses, physical therapists or other healthcare providers. In addition to their core expertise, these professionals have adult learning experience and have made training their career. 

Beyond the training itself, outsourced training consultants have the expertise to  evaluate needs and create solutions.  They can identify performance gaps, design and write the proper learning system, help facilitate the approval process, facilitate the training, conduct written and verbal training assessments -- and most importantly, track results.

Putting time on your side

Too little time is a factor that challenges field representatives from both directions. With physicians, they have between 30 seconds and 2 minutes to prove their value, get through and be heard. At the same time, representatives are stretched thin trying to meet or reach frequency calls, spend promotional dollars, set up and host evening educational programs, be a team player, keep up with administrative computer work, have work-life balance, sell 2-5 products and, of course, increase market share. 

These time constraints make it even more important to maximize time spent in training.  Just as a doctor recommends a specialist to diagnose and treat specific conditions, pharmaceutical companies are increasingly relying on training specialists to get the job done.  

A win-win scenario

Today’s physicians demand sales representatives with clinical competence and viable solutions. Pharmaceutical companies need training that is timely, effective, and highly specialized.  Outsourced training delivers on all fronts.  For pharmaceutical companies who recognize the realities of the current and future marketplace, there’s no better way to create a win-win scenario in meeting physician needs, and breaking through to increased revenue and market share. 
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