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Introduction
The environment in which pharmaceutical companies promote their products has
become increasingly tough over recent years as a number of trends and factors
drive changes. As the effects of shrinking pipelines and rising R&D costs impact
companies, they are under increasing pressure to deliver greater productivity
from their sales forces.

The drive for increases sales force productivity is taking place in an increasingly difficult
environment. As the increasing physician workload combines with concern over the effects of
biased promotion pharmaceutical sales reps are finding it more difficult to gain time with their
core customers. 

The situation is also becoming increasing complex as an expanding network of stakeholders
now influences prescribing decisions. Add to these factors the drive for cost containment driven
by payors in the healthcare market as a whole, and the task facing pharma sales forces
becomes apparent.  

Key findings and highlights
• The increasing regulation of pharmaceutical marketing and promotion is set to continue over

the next few years, driven both by authorities seeking to eradicate malpractice and by the
pharmaceutical companies themselves seeking to rebuild the industry's damaged reputation

• The emerging influence of new prescribers, such as nurses and pharmacists, and other
stakeholders such as formulary advisers and payer bodies, is broadening the scope of sales
force strategies

• Continuing and more effective use of segmentation and targeting will allow companies to
improve the effectiveness of sales forces, and so drive sales growth, without resorting to the
traditional method of increasing the number of sales representatives

Reasons to buy
• Understand why the emphasis on sales force size in the pharmaceutical industry may finally

be changing

• Assess the key strategies that may help improve sales force effectiveness

• Identify the opportunities to improve promotion through targeting emerging stakeholders
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“...Over the past few years, multinational pharmaceutical companies have
increasingly been adopting holistic approaches to improving sales force

effectiveness...”

Datamonitor Analyst, Optimizing Sales Force Effectiveness – From Quantity to Quality 
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• About the Strategic Intelligence Team

EXECUTIVE SUMMARY
• Scope of the report

- Format of the report
• Executive summary
• ADDENDUM

CHANGING DYNAMICS OF PROMOTING DRUGS
• Promoting branded prescription drugs has

become more difficult
- Branded drugs are facing a greater competitive

threat from generics
- Secondary care detailing is set to become more

competitive
- The industry's poor reputation is damaging

promotional efforts
- The pharmaceutical industry is trying to win back

physician and consumer confidence
- Independent authorities and organizations are

taking their own steps to improve the standard of
promotional activities

• Detailing is becoming more complex
- A multi-channeled marketing campaign is

important
- The network of prescribing decision makers and

influencers is becoming more complicated

OPTIMIZING SALES FORCE EFFECTIVENESS
• Introduction
• The traditional sales force model is no longer

effective
• Companies need to integrate sales and marketing

functions better
- Synergies offer additional value
- Poor communication and misaligned objectives

have driven the two departments to work in silos
• Optimizing the size and structure of sales forces

- The use of contract sales forces can provide
valuable flexibility

- The size of sales forces need to be reduced
- The structure of sales forces needs to be tailored

to the customer
• A more customer-orientated sales approach

required
- Account-based selling is set to grow
- Is total solution-selling the answer?

- The role of sales representatives is changing to
improve quality of interactions

- Companies are becoming increasingly dependent
on effective segmentation and targeting of
customers
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Baxter
Bayer Healthcare AG
Beaufour Ipsen
Biochemie
Biogen Idec
Boehringer Ingelheim

Boots
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“...89% of our clients use Datamonitor research
to develop competitive intelligence...”

Datamonitor: Your total information solution
Datamonitor is a premium business information company helping 5,000 of the world's leading
companies across the Automotive, Consumer Markets, Energy, Financial Services, Healthcare
and Technology sectors.

Our products and services are specifically designed to support our clients’ key business
processes – from corporate strategy to competitive intelligence. We provide an independent and
trustworthy source of data, analysis and forecasts to improve these processes and ultimately, to
help grow your business.

Corporate Strategy
& Business Planning

Product Development
& Commercialization

Targeting &
Influencing the Market

Market & 
Competitive Intelligence

Quality
Data

Expert
Analysis

Future
Forecasts

HELPING
TO GROW

YOUR
BUSINESS

Make more effective strategic
and business decisions

Accelerate delivery 
of commercial success

Assess and influence your
commercial and market

environment

Maintain or obtain critical
competitive advantage

Nothing speaks louder than our clients
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Interested in this topic?
Datamonitor’s 21st Century Insight portfolio provides access to detailed
research and analysis on a comprehensive range of strategic issues within the
global pharmaceutical industry, with actionable recommendations to support your
strategic decision-making.

-  Sales and Marketing

-  R&D and Licensing

-  Pricing and Pharmacoeconomics

-  Business Development

Also available in this portfolio

From Blockbuster to Nichebuster – Niche therapies drive future drugs growth and
incentivize R&D investment over sales spending
Overview of problems facing companies with a blockbuster-driven growth strategy, identifying
factors driving the shift away from blockbusters towards niche therapies and examining the
effects that this transition will have on the market
Published: Jul-06 Product code: DMHC2243

Marketing Drugs in an Era of Pharmacovigilance – Best practice after drug safety scares
and the implications for the future
Detailed case studies assessing the impact of five recent safety scares, with analysis of
companies' promotional activity after the scare; an overview of changes to the guidelines for
direct-to-consumer advertising is also provided
Published: Dec-05 Product code: DMHC2149

For more information about our products visit www.datamonitor.com/healthcare




