Salesforces

SALES REPS:

A Changing Conversation

To be successful in the future, sales teams will need to be able
to define and service all customers in new ways.

here are few sectors that have ex-
perienced more upheaval than phar-
maceutical sales, with Food & Drug
Administration rules, evolving healthcare pol-
icies, and the movement of many healthcare
practitioners from private, independent offices
to group practices all contributing to an in-
creasingly challenging sales process, so say the
experts at Illuminate. Most in the industry can
agree that the sales days of yore are no more.
Experts at Accenture say rather than the end
of the saleforce era, there is reason to believe that
the healthcare industry’s focus on delivering im-
proved patient outcomes, along with advances
in digital technologies, are creating an environ-
ment in which sales reps will be more valuable
than ever. With new skills and digital tools,
sales reps will address the needs of a broader
network of buyers and influencers and deliver
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innovative solutions that help doctors deliver
better service to their patients.

Accenture experts identify three factors
that are changing the pharmaceutical and
healthcare industries and directly impacting
the traditional pharmaceutical sales rep model.
The first is the reimbursement model. Health-
care reform in the United States is changing
the manner in which doctors are paid. In
the area of Medicare, for example, 85% of
payments will be tied to patient outcomes by
2016. That rises to 90% by 2018. Second is
the changing buyer profiles. Today, integrated
delivery networks (IDNs) own more than 60%
of physician group practices; they define treat-
ment protocols. Doctors no longer do. Third is
the digital explosion. Medical and healthcare
professionals now access the medication infor-
mation that sales reps previously controlled

from a variety of sources, including medical
conferences and conversations with their peers.

Digital technologies are particularly im-
portant. They provide new and better informa-
tion in a fast and more convenient way. The ef-
fect of digital is significant. Recent Accenture
research found that nearly one in four direct
salesforce interactions targeting doctors have
been replaced with digital interactions.

The Personal Touch

The most successful pharmaceutical sales
teams in the future will be those willing to
define and service customers in new ways, Ac-
centure experts say. They will understand the
needs of their increasingly diverse customer
base. And they will use digital advances to
change the conversation and position them-
selves as team members committed to helping
physicians improve health outcomes.

As the industry looks to shift to a more
personalized sales approach in light of the shift
to a more personalized approach to patients,
Shaun McMahon founder and president of Il-
luminate, says this shift should lead to greater
opportunity for the sales rep.

“As treatments become increasingly per-
sonalized, doctors need to be aware of many
different drugs to be prescribed for a host of
conditions,” he says. “The rep’s role is be-
coming more valuable, as he or she is able to
provide the professional with necessary infor-
mation, quickly and comprehensively. I see
all of these developments together as welcome
good news for the pharmaceutical sales and
marketing sector.”

Increasingly, the industry’s players have
access to healthcare practitioner data that
can drive personalization, but David Ehrlich,
CEO, Aktana, says the shift will only come
when those data are immediately accessible to
the actors who interact with the information,
especially the sales rep.

M. Ehrlich adds that the data need to be
presented sensibly in the context of strategy
with only the most important insights rising
to the top.

“This intelligent synthesis of data will
determine whether the HCP experience is
personalized and valued or inconsistent and
overwhelming,” he says.

Michael Carlin, product director, customer
experience center at Trialcard, says by un-
derstanding the nuances of different types of
provider segments, brands will better learn
how to present their value proposition specific
to each customer.

“Integrated delivery networks, indepen-
dent physician groups, long-term care facili-
ties, and other practice types all operate within
different frameworks and as such must be sold



to in a personalized manner by someone who
is familiar with their space,” Mr. Carlin says.
“The credibility that this knowledge brings
will lead to more personalized dialogue geared
toward how the manufacturer can be a partner
and an ally for the healthcare professional cus-
tomer in their pursuit of providing the best
possible patient care.”

Additionally, Mr. Carlin says providing a
robust suite of hub services for specialty and
orphan products offers the single best tactic
for getting patients on therapy and keeping
them engaged long term, which dramatically
increases the potential for positive outcomes.

“Concierge patient services, while costly
to manufacturers in the short term, provide
patients with resources to guide them through
their journey and build the support system
necessary to remain on course,” he says. “Pa-
tients often fail in their treatment regimens
not simply because of financial barriers but
because they lack the accompanying services,
such as adherence messaging and ongoing
nursing outreach, to effectively navigate the
challenge of their therapy. When manufactur-
ers make the investment in providing these
additional services they form a complete pro-
tocol that better ensures patients are not only
introduced to therapy but put in a scenatio
where they can achieve success at each stage of
their experience.”

To make the sales approach truly person-
alized, Mr. McMahon says sales reps must be
trained for long-term engagements with the
medical professionals they serve.

“Developing a personal relationship with a
medical professional requires a rep to demon-
strate the value of repeated interactions,”
he says. “Training programs need to be de-
veloped not only around product launches,

As the rep provides value
in greater breadth to

the HCP, that investment
will pay off long-term

in a stronger and more
receptive relationship.

DAVID EHRLICH
Aktana

but for product sustainment
well beyond the launch. Con-
sistently armed with worth-
while information, a rep wins
access, and with repeated ac-
cess comes the opportunity to
understand that professional’s
individual wants and needs.”

The Tech Component

Across the board technol-
ogy is improving efficiencies
and reducing costs. This is
also true when it comes to
the sales rep/physician rela-
tionship.

“A sales rep must be able to quickly access
information while walking with a decision
maker on his or her way to lunch or engaging
a doctor in a quick meeting between patients,”
Mr. McMahon says. “Successful interaction is
much more likely when well-produced mar-
keting materials can be reviewed on tablets
in addition to traditional print presentations.
This shift should lead to greater opportunity
for the sales rep. As treatments become in-
creasingly personalized, doctors need to be
aware of many different drugs, to be prescribed
for a host of conditions. The rep’s role is be-
coming more valuable, as he or she is able to
provide the professional with necessary infor-
mation, quickly and comprehensively. I see
all of these developments together as welcome
good news for the pharmaceutical sales and
marketing sector.”

Despite face-to-face physician engage-
ments being on the decline, Mr. Carlin says
today’s technological capabilities enable sales
reps to maximize the value they deliver.

“Technology allows representatives to offer
insight, information, and capabilities that all
serve to arm physicians with a more informed
and efficient means of treating patients,” he
says. “In an era where big data drives nearly
every decision, being able to present up-to-
date and relevant information to physicians
that helps them make informed treatment
recommendations will be one of the key pillars
of the new sales representative-physician
relationship. Gone are the days when
representatives’ roles consisted of
simply delivering a message and
conducting transactional sell-
ing; to truly meet physicians’
needs in today’s environment
and beyond, representatives will

need to place a premium on
information to work hand in
hand and deliver value to their
physicians that they call on.”
Having a means to gather
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and report on data showing patient feedback
about the effectiveness of a drug, for instance,
can speak volumes and help physicians better
treat future patients with similar conditions
knowing how others responded to various
courses of therapy. Mr. Carlin says the ad-
vantage comes by being able to offer mo-
bile-ready, downloadable co-pay savings offers
to integrate offers with a physician’s existing
health records system so that they are auto-
matically transmitted to a patient’s pharmacy
of choice enables the sales representative to
act as an extension of the physician and their
team to help secure cost-saving on patients’
medication.

Sales reps are becoming more informed
about individual physician preferences, prac-
tice demographics, payer challenges, and KOL
trends. This knowledge is critical in today’s
market where the HCP has the conflicting
truths of decreasing time availability and an
increasing desire to be informed. Mr. Ehrlich
says CRM players are figuring out innovative
ways to put the right data in the hands of the
rep at the right time, in the right way.

“Moreover, reps are starting to play a
coordinating role in other channel communi-
cation,” he says. “For example, we know from
data that when a rep sends an email, physician
open rates are three-times higher. These other
channels can become an extension of the rep.”

The Impact in the Doctor’s Office

With patients having more influence on
their medical decisions, physicians are hun-
grier for insights into how others have applied
treatment methods for best impact across vary-
ing patient populations and conditions. Mr.
Ehrlich says this is a real opportunity for the
rep to gather, synthesize, and communicate,
obviously in a label-consistent manner, how
other physicians have approached different
patient populations.
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“As the rep provides value in greater
breadth to the HCP, that investment will pay
off long-term in a stronger and more receptive
relationship,” he says. “Given how selective
physicians must be with their time today,
that’s one of the greatest results of all.”

Scott Dulitz, VP, market access solutions
at Trialcard, says because patients are more
educated today than ever before, they expect
all members of their healthcare team to be
experts on all of the available support services
that they inevitably research online.

“Pharmaceutical sales representatives can
help physicians to better support this new
cohort of patients by ensuring office staff are
aware of and educated on the support services
offered by their company,” he says. “Helping
to link patients to financial assistance or adher-
ence services aligns with the physician’s goal
of driving better outcomes and will ensure the
representative is viewed as a valued partner in
their patients’ care coordination. The result is a
more positive patient experience overall in that
visits to their physician’s office are effective
not only from a purely medical standpoint but
from a holistic view of care as well.”

With the shift toward personalized med-
icine, it is becoming increasingly more chal-
lenging for physicians to identify the right
drug — or combination of drugs — for the
right patient at the right time.

“Sales representatives who routinely
demonstrate the ability to provide physicians
with a current and targeted clinical message as
they assess the plethora of available treatment
options will be more likely to earn trust and
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The Specialty Market

According to industry statistics, there are more
than 700 specialty products currently in develop-
ment, which will require specialty sales. According
to PwC, no matter how innovative, new therapies
are not right for everyone. Sales reps will need
new skill sets to communicate a different value
proposition for specialized drugs. They will need
to ensure that they can explain how the cost of the
drug is justified by potential long-term benefits to
the specific individual and work with pharmacy
benefit managers to direct expensive specialty
treatments to the right patients at the right time.

SCOTT DULITZ

VP, Market Access
Solutions, Trialcard
Reimbursement knowledge
and acumen is one of the

most important skill sets a
biopharma sales representative should possess
when supporting a complex specialty drug. Spe-
cialty healthcare providers are spending an in-
creasing amount of time and effort supporting
patients with reimbursement related issues. Rep-
resentatives who are able to provide accurate,
timely, and compliant reimbursement updates
will be viewed as a valued partner by the office
staff. Beyond eliminating significant administrative
burden through their knowledge, these represen-
tatives will help build the sense of consultative
partnership between the manufacturer and their
physician customer base. In the coming years,
organizations that place a premium on delivering
this level of service will begin to separate them-
selves from those who remain rooted in the old
model of simply selling a product.

In addition to reimbursement experience, spe-
cialty drug representatives will also need strong
business-to-business skills to successfully navigate
the ever-evolving provider landscape.With a larger
percentage of physicians now opting to practice
as part of integrated delivery networks, represen-
tatives will require proficiency in areas such as

respect,” Mr. Dulitz says. “This trend toward
patient-centricity will require representatives
to make the transition from a resource who
simply delivers a message to one who is an
active problem-solver in the patient’s journey.

supply chain and contracting to provide value
to a more diverse set of decision makers. While
today’s healthcare landscape places prominence
on patient-centric care above mere transactional
volume, the reality is that navigating the complex
system to deliver such a quality of care requires
substantial business insight from all involved.
Sales representatives are not the least of those
whose roles demand an understanding of these
business principles.

DAVID EHRLICH

CEO, Aktana

Reps will need to understand
what questions the HCP spe-
cialists find most useful. And
this will not be a one-size-
fits-all world. There will be
greater differences in prescribing philosophy, pa-
tient population characteristics, and medication
knowledge. Reps will need to learn to ask the
right questions and spend more time helping to
understand and profile an HCP in order to know
how best to serve them.

SHAUN MCMAHON
Founder and President,
llluminate

Drugs designed to treat
small populations for spe-
cialized conditions require a
great deal more from reps.
They need to plan for access issues, reimburse-
ment challenges, distribution issues; a lot of spe-
cialized drugs are distributed via specialty phar-
macies. At times, these drugs come with support
services, which are of great help to the office and
rep, but certainly add complexity to the effort. For
pharmaceutical companies, this may require a
greater commitment to training. In terms of the
rep’s engagement with medical professionals,
they will have to demonstrate greater under-
standing of the entire treatment landscape.

Being able to obtain, review, and synthesize
significant amounts of data will be a key trait
for this next generation of sales representatives
to paint themselves as an authority in the eyes
of their physician customers.”
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Who Inspires You?

The PharmaVOICE 100 answers just that question. Each July/August issue of
PharmaVOICE features 100 of the most inspiring individuals in the life-sciences
industry as determined by you, our readers. Your personal accounts that detail how
these outstanding individuals throughout the life-sciences industry — executives,

.. peers,colleagues, clients, partners, etc. — inspire you make this

special issue come to life.

Every year, individuals of all ages, from all different types of
companies, market sectors, and walks of life are celebrated
for their contributions to their colleagues, companies, and
industries. What they have in common is their unique ability
to inspire and motivate others. They view industry challenges as
opportunities. They are passionate in their pursuit of excellence.
They are innovative. They pioneer new paths. They are creative. They
are leaders in their field. In short, they make a difference!

NEW SUBMISSION DEADLINE: April 1,2016

In addition, we will be honoring this year’s Red Jacket award
recipients. One of the criteria for being named a Red Jacket honoree is
having been recognized multiple times as a PharmaVOICE 100, but
it's more than just that. These individuals challenge us to think differently,
act differently, and lead differently. They are creating new opportunities to
make what was once impossible — possible. They are focused
beyond short-term gains and are committed to executing their
long-term visions in a tightly regulated and competitive
industry. They have a persistence of vision. And they are truly
transforming the life-sciences industry to create better health
| outcomes for all. They are inspired leaders for today and
of the Most | tomorrow.

Inspiring People
RED JACK/E? ;ﬁ; ring the

This is a great opportunity to show your support of the industry as
a whole and your commitment to the advances being made
throughout healthcare by 100 of the most inspiring individuals
you'll find anywhere.
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