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Outsourcing

harmaceutical, biotechnology, and
medical device companies have a
significant need to build relation-
ships with prescribers and patients.
However, these audiences have very

different needs that require companies to take
varying approaches to communicate effec-
tively with them. 

Healthcare providers are under tremen-
dous pressure to see as many patients as possi-
ble each day, and they have very little time to
talk with company sales representatives about
a particular product. For patients, in general,
appointments with healthcare providers are
fast-paced and short. And oftentimes, patients
do not realize they have questions until after
the appointment has ended.

Pharmaceutical call centers can help com-
panies address these challenges by building re-
lationships with healthcare providers and pa-
tients in a timely, efficient, and compliant
manner. 

Both healthcare providers and patients have
a significant need for on-demand and immedi-
ate access to company representatives. The
most effective and efficient option for provid-
ing this access is through a call center. But op-
erating an internal call center for most phar-
maceutical and biotechnology companies
requires significant financial and staff invest-
ment. Additionally, technology updates and
staff training are continuous and add consider-
able operating costs. 

A more efficient and practical solution is to
partner with a pharmaceutical call center to
provide these services.

Using a pharmaceutical call center partner
allows the industry to stay focused on develop-
ing innovative healthcare treatments and prod-
ucts. A pharmaceutical call center partner pro-
vides highly trained personnel, operational
efficiencies, and flexibility to scale up or scale
down the services for a particular product de-
pending on its life-cycle stage and market con-
ditions. 

In particular, call centers can support 
companies by …
• Boosting patient recruitment and referrals
for clinical trials.
• Processing sample requests.
• Setting appointments between sales repre-
sentatives and healthcare providers.

Pharmaceutical Call Centers Build Relationships
WITH HEALTHCARE PROVIDERS AND PATIENTS

P
Call centers benefits 
include…
•Highly trained profession-
als, including nurses (ie,
RNs), pharmacists (includ-
ing PharmDs and RPhs),
and case workers.
• Immediate access to repre-
sentatives qualified to an-
swer clinical and scientific
questions.
• Representatives from par-
ticular geographic areas
aligned to answer questions
from those areas.
• Flexible staffing solutions
that allow for quick increases
and decreases as needed.
• SOPs for handling calls

that are compliant with client company guide-
lines.

assessing Pharmaceutical Call
Center Partners

Pharmaceutical call centers are an extension
of your company and brand and provide an ef-
fective and efficient mechanism to build good
will with healthcare providers and patients.
Therefore, it’s imperative that potential

• Supplementing field-
based promotional activi-
ties.
• Increasing patient adher-
ence to treatments and tri-
als.
• Providing on-demand
support to answer questions
from healthcare providers
and patients.

Pharmaceutical 
Call Center 
operations

Pharmaceutical call cen-
ters employ highly educated
and trained professionals to
work as call center represen-
tatives, provide a global footprint, and engi-
neer workflow processes that can be cus-
tomized to meet specific company or product
needs. 

Call center representatives can handle a
vast spectrum of questions. To maximize effi-
ciency, most pharmaceutical call centers tier
representatives based on clinical experience
and skills. Representatives with clinical expe-
rience, such as case workers, nurses, or phar-
macists have the skills to handle questions that
are scientific in nature. Experienced represen-
tatives, who don’t have a clinical background,
are available to field general questions; they
can also work with office staff to ensure that
the appropriate numbers of product samples
are available. 

Many pharmaceutical call centers have con-
nections and or alliances with global partners
to manage questions based on a geographic re-
gion. There is a meaningful benefit for callers
to speak with representatives who speak their
language and understand their cultural cus-
toms.

Many pharmaceutical call centers will
work with clients to develop custom call flow-
charts for each program. The call flowchart
provides a detailed schematic of how calls will
be managed and the actions prompted by spe-
cific responses and questions. Call flowcharts
are based on the client company’s standard op-
erating procedures, and the call center will en-
sure programs remain compliant with com-
pany guidelines.
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providers are thoroughly evaluated and that
the right partner is chosen. The process for
evaluating potential partners should include
assessing services, evaluating skils, and evalu-
ating knowledge. 

Understanding these areas will help you
select the pharmaceutical call center partner
with the appropriate experience and skills for
your program. Figure 2 outlines the key areas
to evaluate and understand as a part of the as-
sessment process.

utilizing a Pharmaceutical Call
Center to Provide Tele-detailing
services

In addition to providing informational sup-
port, pharmaceutical call center partners can
help companies adapt to new sales models that

encompass physician detailing, including tele-
detailing services. Tele-detailing programs,
one of the fast-growing areas in the promo-
tional mix and services provided by call cen-
ters, efficiently and effectively augment sales
and promotional activities and provide health-
care providers with valuable interactions and
information. 

In November 2010, Cegedim published a
report on the promotional spending trends in
new media from U.S. pharmaceutical compa-
nies. Cegedim analysts looked at promotional
spending in new media directed to physicians
by top brands. They found that 49% of the
spending in new media was on physician tele-
detailing programs. (Figure 1 shows the pro-
motional spending by new media channel.)

Tele-detailing programs should be inte-
grated with all other sales and promotional ini-

tiatives. This includes using consistent mes-
sages and sharing data on contact activities and
follow-up items, such as sample requests.

Tele-detailing programs are effective in a
number of situations and provide many
benefits including…
• Augmenting sales and promotional activi-
ties through interactions with call center rep-
resentatives to answer questions, share infor-
mation, and schedule appointments for
field-based sales representatives.
• Building relationships with office staff,
thereby ensuring they have a venue for answers
to their questions and for requesting samples
and educational materials.
• Expanding territories for field-based repre-
sentatives to ensure all physicians and health-
care providers in a given territory have regular
interactions with company representatives. 
• Providing promotional support for new in-
dications and new offerings from the company,
such as support groups or prescription rebates. 

Successful tele-detailing programs comple-
ment and support existing field sales represen-
tative efforts. A successful model focuses field-
based representatives on specialists and
tele-detailing representatives on general prac-
titioners, family medicine practitioners, and
internal medicine practitioners. 

Figure 3 illustrates how to balance the
field-based and tele-detailing representatives
to efficiently maximize interactions with
healthcare providers.

When implemented effectively, tele-detail-
ing programs can build relationships with
healthcare providers and their office staff and
support promotional activities. PV

Outsourcing

PhoneScreen, an AMAC company, is
 focused on helping build and maintain
 relationships with patients, caregivers, and
healthcare providers by working closely
with each client to develop customized
 solutions for all call center needs and deliver
exceptional results. 
{ For more information, visit 
phonescreen.com.

• Company experience and services—does the partner have pharmaceutical, biotechnology, and medical device 

company knowledge?

• Hours of operation—does the partner meet your particular company’s needs?

• Call center locations—does the partner have the capacity to fulfill your program’s needs?

• Staff background and experience—do representatives have the right skills to handle your program?

• Processes and workflow—are the SOP workflows compatible with your processes?

• Metrics for measuring service levels and call abandonment—do the measurements work with your internal standards? 

• Quality assurance programs—are the monitoring, frequency, and feedback processes compatible with your 

interal quality assessments? 

• Technology—can the partner’s programs, which are designed to increase efficiency and ensure proper information 

is provided to callers, integrate with your CRM platform?

• Compliance with FDA guidelines, codes, and adverse event reporting—do the call center’s processes comply with 

these requirements and your corporate guidelines?

Specialty Sales Reps..

• Empower field-based reps to have more meaningful and timely conversations

• Align tele-detailing and field-based reps

• Build relationships with physicians and allied healthcare providers in the practice

• Increase frequent interaction to build relationships and knowledge of practice-level needs and challenges

• Provide educational and promotional materials

• Use technology to support real-time updates between tele-detailing and field-based reps

• Schedule appointments for field-based reps

Tele-detailing Reps...

• Efficiently and cost-effectively gain market share with mid-tier practices

• Provide opportunities to educate mid-tier practices

• Build relationships between medical practices and brands

• Provide educational and promotional materials

• Use technology to support real-time updates between reps

• Schedule appointments for field-based reps
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