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I already know something about Sunil from his 
posts and profile that he created on PMN Forums. 
Sunil, for example, enjoys management, 
marketing, training, music, spirituality & literature. 
He is 37 years old and likes poetry. I know this 
because I was able to click on a link in one of the 
posts he made in the Disease Awareness thread I 
started in a PMN Forum. That link brought me to 
his blog, “Pharmaceuticals and Healthcare.” 
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I think Sunil and I have a lot in common. For 
example, we are both very interested in how Web 
2.0 applications will transform marketing. He wrote 
about this in his blog as well as posting a message 
to the Forums.  
I can easily find all the posts made by Sunil on 
PMN Forums by opening his profile and clicking 
on “Find all posts by Sunil S Chiplunkar.” I can 
also send Sunil a private message, which will pop 
up next time he logs into the Forums. 

 

Up Front 
Word-of-Net 

I recently received this comment from Sunil 
Chiplunkar, a subscriber from Bangalore, India: 

“As a pharma professional being a part of the 
network created by you. We needed such a forum 
to satisfy our individual professional affiliation 
needs and need to actualize. I hope your initiatives 
will continue to show your trademark unflagging 
enterprise & that your forum will gain a global 
footprint. On my part I am endeavoring to 
strengthen the "word-of-net" and "word-of-mouth" 
process for your activities. I am sure 2007 will be 
major turning point year for you for greater 
prosperity, happiness and professional 
successes.” 

I have just added Sunil to my “Buddy List,” which 
means that whenever Sunil is logged in to the 
Forums, I’ll be able to see that and send him an 
instant message. 

I hope that PMN Forums will become a big part of 
the Pharma Marketing Network and that many of 
you will become my buddies as well. 

PMN Forums is a pull rather than a push 
application. I will no longer be pushing out email 
messages via the PHARMA-MKTING listserv, 
which served as a discussion board for 
subscribers for many years. Instead, you will have 
to come to PMN Forums and participate on your 
terms—whenever you want.  

There are some Rules & Regulations (look in the 
Housekeeping Category) that I hope make PMN 
Forums a vibrant and valuable online community. 
Please spread the word. 

Sunil is a Manager of Marketing & Training at 
Juggat Pharma, which, I am sorry to say, is a 
company I’ve never heard of before. Hopefully, 
however, I will get know more about Sunil and his 
company in the months ahead. Register now at www.forums.pharma-mkting.com  
Sunil is a new member of my new endeavor: 
Pharma Marketing Network Forums (PMN 
Forums). You can read more about this online 
community for pharmaceutical marketing 
professionals in this issue of the newsletter. 

 
John Mack, Publisher
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Feature Article 

Are Sales Reps Necessary? 
By John Mack 

 
It is common knowledge that sales reps are much 
less effective than they used to be, thanks in part 
to some tactics of the industry like sales pods that 
carpet bomb physicians with multiple reps saying 
the same thing. Some statistics supporting 
decreasing ROI and effectives:  

• Although the pharmaceutical sales force has 
doubled between 1995 and 2000, the 
number of audited calls has only increased 
by 10%. 

• Reps average only 2 quality details per day 
(quality details includes discussion of 
features, benefits, and data). 

• Only 43% of pharma reps ever get past the 
receptionist 

• Only 7% of pharma rep visits last more than 
2 minutes 

• Only 6% of physicians think representatives 
are very fair balanced 

• Only 8% of calls are remembered by the 
physician 

• 56% of physicians think representatives are 
more aggressive today than in the past 

• Less experienced, younger sales forces 
(average age of a US rep is 26) 

Changes Needed 
Pharmaceutical companies may do well to take 
advice from consultants as well as from physicians 
about how pharmaceutical companies need to 
change the number and kind of interactions 
between sales reps and physicians (see, for 
example, “Reinventing the Sales Model” in this 
issue).  

But are sales reps needed at all? That's a weird 
question, considering that there are about 100,000 
pharmaceutical sales reps out there today in the 
US. Sales reps are such a staple of the 
pharmaceutical sales and marketing machine that 
it's almost a sacrilege to suggest that they may not 
be necessary. 

Yet, recent announcements by Pfizer, for example, 
proclaim that there are "no sacred cows" when it 
comes to cutbacks. Pfizer CEO Kindler told Wall 
Street  analysts  recently: "There will be  no sacred  

cows. Everything is on the table." Case in point: 
Pfizer said it will cut its U.S. sales force by 20 
percent, or 2,200 people, 

In this atmosphere, downsizing the sales force is 
definitely an option that many other pharmaceutical 
companies will consider. But the usual 10-20% cut 
may not be enough, especially if a good portion of 
that cut is in support staff rather than in-the-field 
reps. 

To get the pharmaceutical sales rep perspective, I 
posted the question “Are Sales Reps Necessary?” 
on a CafePharma online discussion board. If you 
believe some of the responses, it turns out that 
many pharmaceutical sales reps don't think they 
are worth the salaries they are paid and that they 
are just not that necessary. Here’s how one rep 
summed up the necessity of sales reps: 

"Hey chief, I've been in this game for 10 years, and 
guess what: 

1. We don't provide value anymore. 

2. Without the sales and marketing arms, drug 
prices would go down. 

3. Charity and patient assistance would be the 
same. 

4. The docs could sure as shit get their 
samples directly from the company. 

5. The public, congress, and consumer 
advocacy groups would stop hating us 
because the most visible part of the industry, 
i.e., you and your little rolly bag, would not 
be front and center to the 65 year old man 
with diabetes in the waiting room. 

Some reps think any run-of-the-mill UPS delivery 
person can provide almost the same value-added 
services as they can, which involves mostly 
distributing samples and lunches (see “Sales Reps 
Debate Their Value” in this issue). 

What Are Reps Absolutely Needed For? 
Before we throw the baby out with the bath water, 
let’s see if we can reach a consensus on what the 
value sales reps bring to pharmaceutical marketing 
and sales. 

Continues…
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Sample Delivery: Reps, Internet, or 
UPS? 
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Blog, which asked: “What Are Sales Reps 
Absolutely Necessary For?” with the following 
choices: 
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• Increase Scripts Written • Increase Scripts Written 
• Deliver Samples • Deliver Samples 
• Source of Practical Information for Docs • Source of Practical Information for Docs 
• Cater Lunches for Docs • Cater Lunches for Docs 
• Compensate for Lack of Trained 

Hospital/Office Staff 
• Compensate for Lack of Trained 

Hospital/Office Staff 
• Manage Patient Assistance Programs • Manage Patient Assistance Programs 
• All of the Above • All of the Above 
• None of the Above • None of the Above 

Respondents could select one or more choices. 
The results so far are shown in Figure 1, above. 
Respondents could select one or more choices. 
The results so far are shown in Figure 1, above. 

Some studies have asked physicians what they 
value in sales reps. At an industry conference on 
sales force effectiveness, a Noven Pharma-
ceuticals speaker presented results from a survey 
of OB/GYN physicians the company conducted to 
determine the effectiveness of its sales force in 
comparison to competitors' sales forces. The study 
confirms several tenets of conventional 
pharmaceutical marketing & sales wisdom. For 
example, the surveyed physicians ranked sampling 
needs as the MOST IMPORTANT discussion they 
have with sales reps. Way down on the list of 
importance to physicians was reps' knowledge of 
competitors' products. 
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Other, unpublished studies have asked physicians 
“What do you like about sales reps?” Respondents 
cited product knowledge first, relationship second, 
and samples third. 

Other, unpublished studies have asked physicians 
“What do you like about sales reps?” Respondents 
cited product knowledge first, relationship second, 
and samples third. 

Whichever study you believe, 
sampling is a major factor for getting 
reps in the door and electronic 
sampling can be a credible 
alternative to hand delivery by sales 
reps (for more on that, see Intelligent 
Online Sampling Strategies in 
“Increase Physician Access and 

Whichever study you believe, 
sampling is a major factor for getting 
reps in the door and electronic 
sampling can be a credible 
alternative to hand delivery by sales 
reps (for more on that, see Intelligent 
Online Sampling Strategies in 
“Increase Physician Access and 
Detailing Effectiveness”). 

A sales rep on the CaféPharma Lilly 
Company Board lamented  “[Do] you 
really think that you are worth your 
salary? Ask Indy [Eli Lilly] why they 
are sending out web based sample 
ordering systems to ‘select’ offices to 
‘pilot.’ We don't have long. Hope you 

have planned, because I sure as hell have.” 

Figure 1: What Are Sales Reps Absolutely Necessary For? Most of the roles are self-
explanatory. "Source of practical information" means providing doctors with 
prescribing information about new drugs. 

Regarding samples, another CafePharma member 
countered with this: 

“The very fact that you equate the need for 
samples with a need for you should tell you that 
you are reaching. Come on, you don't really 
believe that Lilly is going to continue to pay you 
$100k a year to get little forms signed do you? You 
just said yourself that a UPS driver could do it for 
65K, and that is if they were only delivering Lilly 
drugs." To which someone responded: “It's been 
tried before...nothing beats person to person 
contact...” 

Babes Provide Personal Contact 
Speaking of person-to-person contact, a recent 
Time article, “Attack of the Pharma Babes,” written 
by physician Scott Haig, notes the following: “…10 
minutes of rapt attention from a smiling beauty 

[sales rep] is still 10 
more minutes than 
usual.”  

"Known for their 
athleticism, postage-
stamp skirts and 
persuasive enthus-
iasm, cheerleaders 
have many qualities 
the drug industry looks 
for in its sales force," 
according to an article 
in today's New York 
Times. You can read 

more about pharma sales rep babes and pharma's 
penchant for hiring former cheerleaders on Pharma 
Marketing Blog (see "Sexy Reps Sell Rx"). 

Continues…
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But, we need to question the importance of 
person-to-person contact, especially these days 
when MySpace offers a credible example of the 
popularity of non person-to-person contact. We 
don’t know, a MySpace sales application for docs 
may be able to replace person-to-person contact 
just as eSampling can 
replace hand delivery 
of samples. These 
would take care of the 
top two reasons 
physicians find value 
in pharma sales reps.  
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provide value. I agree 
there shouldn't be 
100,000 drug reps in 
the U.S. That's 
ridiculous. After the 
clueless Barbies and 
Kens are weeded out 
over the next few 
years (first Pfizer, then 
GSK, etc.) it hopefully 
will resemble what it 
was like when you and 
I started and even 
years before if they 
eliminate enough. 
Being able to regularly 
talk with most physicians 
once again.” 
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“Hell, yes I am worth my salary. The AVERAGE 
UPS driver makes over $25 an hour now (straight 
pay). At 50 hours a week, without any overtime, 
holiday, extras, etc., that's around $65,000. I have 

a friend who's been with 
UPS and he makes 
almost 100K. If we are 
considered 'only UPS 
drivers and caterers', we 
should at least make 
what we do. We are 
actually doing three jobs: 
'UPS delivery people', 
caterers and sales 
people.” 
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I note that this defender 
of sales rep salaries 
neglects to mention 
bonuses based on sales, 
which is something no 
UPS driver receives. He 
also confesses that reps 
act as UPS delivery 
people and caterers as 
well as sales people. 
Does this mean that 
roughly two-thirds of a 
rep's focus and time is 
on sales support rather 
than sales per se? If so, 
delivering samples and 
lunches can be handled 
much more cost-
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“Given the state of healthcare and the time demands 
being placed on doctors and other ancillary health care
providers for increasing patient load AND 
maintaining high quality of care, the time component 
once enjoyed by many reps has shrunken 
significantly. Couple that with emerging access iss
and regulations: For example, Stanford, Henry Ford
and University of Penn (to name a few) have enac
guidelines on interactions with industry 
representatives which, in many circumstances, all but 
denies access to some of the customers criti
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no value of the interaction 

at Pfizer be echoed 
cross the industry in '07 and beyond.” -- Anonymous 

brand's success. 

“Physicians need information and seek credible 
sources of that information to guide their prescribing 
decisions (I believe Accenture study 2003 elucidated
this). Thus, if a rep is not bringing this information
that is needed, there is 
between rep and doc.  

“Is 100,000 the right number to demonstrate value? 
Absolutely not...diminishing returns on rep 
investment has been in the literature for the past 
several years and I would certainly expect to see the 
cuts that have been implemented 
a
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Free lunch for physicians—delivered by sales 
reps—is still an important door opener for reps. I've 
witnessed reps delivering lunch to my GP several 
times. Usually, the rep has a big guy helping carry 
in and set up the hot trays or whatever. It doesn't 
look that tough to do, although many experts claim 
sales reps are stressed over it. But there's a 
technology to ease the pain. 
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Comments From a Pharma Marketing Blog 
Readers 

“Relevance of MRs or pharma sales reps in the 
internet age!? The way you portray the picture I will 
not be surprised if logistics companies pick up the cue 
and propose a sample, gift and communication input 
distribution business model to a market savvy 
innovative pharma company. Who knows? A 
differentiator logistics company may propose a value 
added sample, gift and communication input 
distribution business model along with dispensing 
order pickup!!? 

“Persuasive communication is today delivered by a 
host of routes. MRs are an important avenue for 
persuasive communication. But are they dispensable? 
That is a great call to make. And if you downsize the 
field force will a company increase communication 
through other means?? That question needs to be 
addressed too.” – Sunil S Chiplunkar 

Total Take Out subjected us to a presentation 
about their service, which is a Web site where 
sales reps can order lunches to be delivered to 
doctors' offices. It's actually a pretty cool 
application, which also offers discounts to drug 
companies from participating restaurants. But 
rather than going on an on about that here, I have 
reproduced a cartoon that the company handed 
out (see Figure 2). 

Total Take Out subjected us to a presentation 
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sales reps can order lunches to be delivered to 
doctors' offices. It's actually a pretty cool 
application, which also offers discounts to drug 
companies from participating restaurants. But 
rather than going on an on about that here, I have 
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out (see Figure 2). 

Figure 2: A promo from a company that offers an online catering 
service for pharmaceutical sales reps. Presumably delivery is 
included. The logical next step is to eliminate the rep! 

What About MSLs? What About MSLs? 
What physicians want are pharma representatives 
that keep them informed, protect them from 
prescribing the wrong drug, talk to them without 
regulatory constraints, and keep them stocked with 
samples. They also want someone who talks like 
they do. In other words, they want another health 
professional and not a sales person at all! I’ve 
heard this from doctors at several industry 
conferences (see, for example, “A Crisis in 

What physicians want are pharma representatives 
that keep them informed, protect them from 
prescribing the wrong drug, talk to them without 
regulatory constraints, and keep them stocked with 
samples. They also want someone who talks like 
they do. In other words, they want another health 
professional and not a sales person at all! I’ve 
heard this from doctors at several industry 
conferences (see, for example, “A Crisis in 
Professional Detailing”). 

What if pharmaceutical companies actually listened 
to these physicians? Instead of talking about 
gaining “physician access” for sales reps, 
pharmaceutical companies might provide more 
access to the kind of representative physicians 
seem to want—the medical science liaison or MSL. 
Except let’s drop the liaison part and just call them 
medical science representatives.  

While I am not an expert on the current roles of 
MSLs and how often they are employed, I do 
sense a rivalry, let’s say, between sales and 

marketing and the medical sciences department. I 
have been to conferences and had lunch with 
pharma medical education people and heard a few 
things. MSLs play, at best, second fiddle to the 
sales reps. That situation should, IMHO, be turned 
on its head. The MSL should be the primary 
contact and call in the rep when the physician asks 
for samples. After all, sample delivery is the 
primary reason sales reps gain access to 
physicians anyway. (For more on this see “Give 
Docs What They Want”.) 

Conclusion 
It’s very interesting to imagine a world without 
pharmaceutical sales reps. If more pharmaceutical 
companies at least raised that possibility as a 
“straw man” proposal, knocking it down might at 
least help solve some of the issues discussed in 
this article. In other words, pharmaceutical 
companies need to start thinking outside the box in 
order to address the diminishing returns of their 
sales rep force. 
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ADVERTISEMENT 

3rd Annual Summit on Post-
Marketing Studies 

 
February 12 - 13, 2007 •  London, UK 

The Definitive Annual Forum for Providing 
Reliable Up-to-Date Information on Post-

Marketing Studies 
 

Over 300 pharmaceutical executives have 
attended the only forum dedicated entirely 
to addressing pressing Post-Marketing Study 
issues in Europe. Topics being researched 
for 2007 include: 

• Regulatory requirements for non-
interventional trials 

• Epidemiology methodologies 

• Use of retrospective data 

• Data mining challenges 

• Strategies for improving ROI 

Please visit the conference Website: 
www.cbinet.com/show_conference.cfm?confCode=HB711   

ADVERTISEMENT 

eyeforpharma 3rd annual  
Generics Marketing and Sales Summit 

Berlin, February 22-23, 2007 
The newest, intelligent ways to improve top and 
bottom lines in the European generic medicines 

market 
Learn from 20 expert speakers and panelists, all from in-

industry; network with your industry peers; visit the 
exhibition; demonstrate your leadership at roundtables. 

 
Plus, groundbreaking case studies from top generics 
companies including: Teva, Zentiva, Stada, Hospira, 

Egis, and many more… 
 
Agenda highlights: product and company 
differentiation strategies to improve margins; proven 
measures to increase SFE; news and reviews on where 
market increases can be had this year and next;  how 
refocusing your internal structures can pay dividends in 
efficiency; what else your competitors are doing… 
 
Download your brochure now! 
SAVE €150– Register by January 26th 

Call (0)207 3757 201 to register now! Or email   
mwalker@eyeforpharma.com 

 

ADVERTISEMENT 

6th Strategic Medicare 
Compliance and Administration 

Summit 
 

February 12 - 13, 2007 •  Washington, DC 

Leaders Reconvene to Discuss Part D, Part 
B and Related Programs 

Attend this elite conference to stay on the 
cutting-edge of information related to the 
implementation of Medicare Part D.  By attending 
you hear information on: 

• Part D Quality Measurements and Outcomes 

• Trends and Changes in Plan Formulary 
Design and Structure 

• Formulary Strategies and Coverage with 
Evidence Development 

• Legal Avenues for Patient Assistance 
Programs 

• More… 

Please visit the conference Website: 
www.cbinet.com/show_conference.cfm?confCode=HB722   
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Reinventing the Sales Model Reinventing the Sales Model 
Moving from Sales to Service 
By John Mack 
 
Declining sales force productivity is a major issue 
on the minds of sales managers and corporate 
executives of pharmaceutical companies large and 
small. Access rates are down, call time is 
declining, and doctor dissatisfaction is up. Even 
sales rep morale is declining. This has been well-
documented in previous issues of Pharma 
Marketing News (see, for example, “A Crisis in 
Professional Detailing”). 

“Certainly, the current model is not working as well 
as we would like it to work,” noted Jeffrey 
Zornitsky, Senior Vice President and Practice 
Leader, Sales Performance Improvement, TNS 
Healthcare. “The current sales model is simply not 
set up to manage the doctor; it’s set up to manage 
the sales process.” Because of this, is it missing a 
key ingredient—relationship metrics and insights. 

Commitment is a Key Relationship Metric 
TNS Healthcare’s Sales Performance Improve-
ment practice offers a unique physician-centric 
solution for designing the optimal sales experience 
to drive commitment and prescribing. “TNS 
Healthcare’s commitment metric is key to this 
solution. It is a validated relationship-based metric 

for predicting the growth and retention of script 
volume,” says Zornitsky. “We are not talking about 
satisfaction and we are not talking about loyalty. 
Commitment measures the foundational 
underpinnings of a relationship and is the preferred 
measure of physician relationships.” (See Figure 
1.) 

The pharmaceutical industry has the opportunity to 
transform its sales model and reverse the declining 
performance of physician relationships. This 
opportunity will require a new “outside-in” approach 
to sales management that begins with the 
physician. 

TNS Healthcare advocates a new physician-centric 
sales model that integrates relationship metrics 
and insights with other measures to strengthen 
and improve the effectiveness of: 

• Resource Allocation 
• Targeting 
• Sales Force Sizing and Structure 
• Performance Evaluation 
• Sales Force Training 

Continues…

Figure 1: Commitment Is the Preferred Measure of Physician Relationships. Unlike behavioral measures, 
such as loyalty, that measure the past, Commitment is an attitudinal metric that predicts future actions. For 
instance, through validations with both secondary and self-reported data, TNS Healthcare has proven that 
Committed physicians will deliver more than double the patient share to their preferred brand. Source: 
TNS Healthcare. 
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Physician Expectations Gap ations Gap 
Physicians are under pressure to deliver better 
patient care while complying with more restrictive 
budget constraints. They are looking for help to 
add value to their efforts to deliver good outcomes 
and satisfactory patient care. They expect 
appropriate help from pharmaceutical sales reps, 
as well as from other parts of the company that 
provide important support services. To meet these 
expectations, pharmaceutical companies need to 
coordinate and offer brand-related services, 
including:  
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Some of these services are traditionally supplied 
by Medical Science Liaisons (MSLs). There needs 
to be, however, coordination among different 
departments in the pharmaceutical organization to 
make this happen. 
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“This customer-centric, physician need centric 
service model,” says Andrew Brana, Consultant, 
Sales Performance Improvement, TNS Healthcare, 
“is a kind of a return to traditional relationship 
selling and traditional sales skills such as probing, 
understanding the customer needs, and getting 

behind the façade. It’s something that pharma lost 
when it directed reps to simply deliver the pitch, 
frequency and coverage and let headquarters 
would do the rest.” 
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Measuring Commitment Measuring Commitment 
Targeting and segmentation are staple tools for 
developing a physician marketing and sales 
strategy. “What you need to add to really drive a 
service and relationship model,” says Zornitsky, “is 
knowing if you have achieved commitment with 
that doctor. Is the doctor satisfied in a long-term 
sense? Is there a strong bond between the doctor 
and your brand?” 
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Commitment is the best predictor of behavior 
claims Zornitsky. TNS’s measure of commitment 
really gets at or reflects the underlying emotional 
bond between a physician and a brand. It does this 
by measuring the three major elements of any 
relationship: 
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“We look at this on the brand 
level as well as across brands,” 
says Zornitsky. “This helps us 
understand, for example, if 
your high-prescribing doctors – 
the ones who give you a large 
share – are highly committed to 
your brand or are they at risk to 
switch? In other words, where 
is the soft underbelly of the 
franchise? What we have seen 
is that the market leading 
brands are the same brands 
that have a high level of 
commitment.” 
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Measures of commitment can 
be very revealing. Market 
leadership means different 
things in different markets as 
demonstrated in Figures 4 and 
5. “In the dyslipidemia market,” 
notes Zornitsky, “Lipitor, the 
market leader, far and away, 
also has a very significant 
share of committed physician 
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Figure 2: The Physician Expectation Gap. Increase in expectations for broader 
support. Source: TNS Healthcare. 
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prescribers (about 44%). In the diabetes market, 
on the other hand, leadership has been achieved 
with only 7% to 9% suggesting that that market is 
really wide open and probably in a state of flux.” 

Commitment predicts a physician’s future pre-
scribing behavior.  “If I am  a sales rep or  a district scribing behavior.  “If I am  a sales rep or  a district 

manager,” notes Zornitsky, “I want to know not only 
my market share, I also want to know commitment 
numbers to predict future behavior so that I can 
plan out allocation of resources between different 
doctors and geographies.” 

manager,” notes Zornitsky, “I want to know not only 
my market share, I also want to know commitment 
numbers to predict future behavior so that I can 
plan out allocation of resources between different 
doctors and geographies.” 

Continues…

  
  

Figure 3: Targeting Including Customer Commitment. Traditional targeting is based on volume and 
market share, with high potential, high brand users uniformly falling in the top right corner. This would 
result in a chart like this, only with all the dots in one color. Most resources would be allocated to top 
right quadrant using traditional targeting. But if commitment measures are added, two types of doctors 
can be identified – those who are committed to the brand (yellow) and those who are not (purple/blue). 
This is critical information as it reveals unseen risks. Even brands that appear strong when looking only at 
Rx data, may, in fact, have a large number of doctors who could easily be persuaded to defect to a 
competitor. To consistently engage both the committed and non-committed doctor in the upper right 
quadrant, you need to understand their needs to maintain market share. Source: TNS Healthcare. 

Figure 4: TNS Commitment Score vs Patient Share for Dyslipidemia Market. In this market, Lipitor is the 
clear commitment leader and the higher level of commitment is also associated with the highest level of 
patient share. Compare to Figure 5 on next page. Source: TNS Healthcare. 
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New Capabilities Required 
A new type of capability is also needed to support 
a physician-centric sales model. This capability 
needs to enable companies to: 

• Design and deliver coordinated physician 
experiences that are tailored to the segment 
or individual level. or individual level. 

• These experiences must span the full range 
of pharma channels and services, including 
those provided by the sales rep. 
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• Re-position the role of the sales rep as a 
knowledge provider and partner and source of 
information about company services. 
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commitment levels as a key criterion for 
allocating resources and setting performance 
improvement goals. 
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“In addition to delivery of a good brand 
representation and therapeutic knowledge,” says 
Brana, “reps need coordination skills and training 
on how to bring in patient and practice-support 
services, where to access these services, and how 
to apply a broader relationship mix effectively.” 
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Conclusion Conclusion 
Under the new service-based sales model 
described in this article, customer segmentation 
and targeting is defined by customer commitment 
level and the mix of relationship priorities and 
expectations in addition to traditional volume 
measures, absolute prescribing potential, and 
market share. In this extended model, resource 
allocation decisions can be made that are more 
effective at driving brand usage and optimizing 
market performance. 
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Figure 5: TNS Commitment Score vs Patient Share for Diabetes Market. The diabetes market is much 
more crowded. Even though there are brand leaders—GSK‘s Avandamet—building commitment will be 
the key to achieving a leadership position. Compare to Figure 4 on previous page. Source: TNS Healthcare. 
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Forum Lurking Forum Lurking 

Sales Reps Debate Their Value Sales Reps Debate Their Value 
As Heard on CafePharma 
By John Mack 

I wanted to know what 
pharmaceutical sales 
representatives had to 
say about the proposition 
I posed in the previous 
article; namely, “Are 
Sales Reps Necessary?” 
So I posted the question 
in the “The Darkened 
Sample Closet” discus-
sion board on the 
CafePharma Web site. 
For those of you who do 
not know about Café-
Pharma, it is a site for 
pharmaceutical sales 
representatives to chat, 
carry on online discus-
sions, access resource and to network. 

The Darkened Sample Closet discussion board is 
a place to get together with other drug reps and 
discuss the industry. Anonymous posting is 
allowed. This is both a positive and a negative. It is 
positive because it allows people to say exactly 
what’s on their minds without fear of 
recriminations. But it also leads to “flame wars,” 
bad manners and “potty” mouth postings.  

Anyway, here are some of the responses—
including the good, the bad, and the ugly—to my 
question “Are Sales Reps Necessary?” For more 
on that topic see the previous article in this issue. 

Walking Eagle, a “CafePharma Fixture” and self-
proclaimed Senior Executive Sales Rep with 30+ 
years in pharma, sales, training, and management 
provided the following sarcastic comment, which 
nevertheless makes a good case against reps if 
you read between the lines. 

“Sales reps are totally NOT needed. I will never 
understand why pharma and med sales companies 
began hiring sales people. No other companies have 
sales reps. the world gets along just great without them. 
Don't need one to buy a new car. Don't need them to tell 
engineering firms about chemicals--they just read those 
spec sheets and decide which ones they need. Oil and 
gas firms don't need them. If you can't look at a picture 
of a valve or switch and read the spec sheet to figure out 
how well they work, what the hell could a salesman 
possible do for you? All the electronic/ computer stores 

just have check out clerks 
because sales reps are not 
needed. Copier companies? 
Just read the trade journals 
and pick one, right? There is 
certainly no need to get any 
sort of demonstration or 
direct comparison to other 
products. Farm and ranch? 
Just buy some seeds and 
fertilizer and get the hell after 
it. 

“See? Salesmen are not 
needed for anything.” – 
Walking Eagle 

These days, it IS possible 
to buy a new car online 

without a salesperson and many technology 
companies, such as Dell Computer, do very well 
without sales people, at least in the consumer 
market. 

Banished from CafePharma! 

Sorry, but you won’t find this thread on 
CafePharma. Shortly after I posted my 
question, that site’s administrator 
deleted the thread because I linked out 
to Pharma Marketing Blog where I 
discussed the issue in more depth. This 
violated their policy about promoting a 
business or service. If you are 
interested in posting comments on this 
topic, you can find a thread on the 
Pharma Marketing Network Forums in 
the “Pharmaceutical Sales” board. 
There, you can link out to your blog if 
you want! 

Docs Don’t Need Reps 
“The doctors don't need us, the companies do. Good 
sales people make companies lots of money.” -- 
Anonymous 

“Yes. Doctors don't have time to read thanks to HMO's 
cutting into their profits hence, more pts. They like it 
short and sweet from knowledgeable reps. Skip the BS 
and just give them the facts and honestly answer any 
questions they may have.” -- Anonymous 

“I am a doc who wandered onto this site. Our practice 
"banned" reps from our office several years ago. Why? 
because most of the "info" from pharm reps was 
company-made glossy garbage. When I asked pointed 
questions beyond the glossy garbage, I would get the 
clueless glazed over barbie look and the "I'll get back to 
you on that" (usually they didn't). In this day of 
"Journalwatch" and other like publications there is no 
excuse for docs not reading peer-reviewed info (and 
they should be reading NEJM or AIM anyway's or like 
journals for their specialties). The simple fact is all 
board-certified docs have to get re-certified every 10 
years. You have to stay up in your field...period. If a doc 
is truly relying on pharm reps to stay up in his specialty, 
then God help his/her patient's.  

Continues…
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Reps Banned – Samples Be Damned! 

“One last comment about drug samples. Many of the 
drugs given out as samples are simply the latest and 
newest "me-too" drugs. The plan is clear. When the 
samples run out the doc will write for the same thing 
from his pad. In those patient's with clear specific drug 
needs and lack of insurance or financial hardship, I am 
more than willing to go to the company directly and fill 
out the need forms from their free drug financial 
hardship progams (which are excellent programs that 
also give pharm companies much needed PR). Sorry 
guys but since you have banned from my group practice 
I have seen no negatives (except the staff being initially 
PO'd about the lack of free lunches) and I sleep better 
at night. Now flame away.” – Anonymous 

Plea to Open Your Doors 

“No flaming necessary. Most good sales reps would 
agree with you that the majority of reps out there do 
nothing but parrot the standard marketing message and 
freeze up when asked a real question. I would 
encourage you, though, to review your policy. Although 
rare, there are some great reps out there that can 
provide valuable information to you about their 
products - like when you have a patient with a rare side 
effect that isn't in the PI, or some late breaking clinical 
information. 

“Open your doors to and then keep a list of those reps 
who have earned the right to your time based on the 
value they provide. As an oncology rep, I don't waste 
the doc's time since they are very busy. But when we do 
speak, it is for a purpose (not to check of a call). Calls 
often last 30 minutes or more. My busiest times are after 
SABCS, chemo foundation, or ASCO. As a 20+ year vet, 
I would hate to be banned based on your experience 
with the barbies who weren't even born when I started 
in this industry.” – Anonymous 

Rep Eschews Detail Aid 

“He's right and the doc is right. 99% of pharm reps are 
totally unnecessary and most can't or won't think for 
themselves anymore. I cringe when marketing sends me 
a glossy detail piece. I haven't pulled one out more than 
twice this last year, and that was at my manager's 
request because he wanted to reference something 
during a call. If I can't talk about updates with my drug 
(an injection) without a glossy detail aid, I'm screwed 
anyway. Most of my time is spent with the infusion 
nurses, they're the ones who actually touch and talk to 
the patients. Often they're the ones who make medicine 
change decisions. 

“I'm racking my brain for what to do to get out of this 
industry, but for now I'm stuck. I am secretly hoping 
that there's some massive sweeping reform and 

companies go back to doing business the way it was 10 
or 15 years ago, minus all the afterhours entertaining 
and bribery.” – Anonymous 

Visual Aids Needed 
“The visual aid has nothing to do with your memory 
and/or knowledge of your product. I have no doubt that 
you know your product very well. Detail aids are made 
due to the fact that a large percentage of population you 
are "selling" to are highly visual learners. They 
remember things they see much better than things they 
are only told of. I know, because I am one of those kinds 
of people. It took me a long time to figure this out when 
I was studying in school. Once I figured it out, I could 
learn and remember things so much easier.” – 
Anonymous 

Try Detailing Without Free Lunch and Samples 

“Reps that just dump samples and catering (about 70-
80%, I'd guess) aren't needed. Those that can promote 
drugs w/o samples and lunches and increase market 
share and sales are the good ones. I suggest that 
sampling be done through an internet supply company 
and orders come in from offices via documented orders 
for samples -reduced costs may allow for more of what 
they REALLY need. Slash lunch budgets by half or 
more. Pay reps a % of sales and take away base 
salaries and provide a small company car allowance. 
Supplement these reps with consumer directed mail and 
an 800 number staffed by medical professionals.” -- 
Anonymous 

“Hate to agree, but most calls are sample deliveries. US 
Postal could do the same. Decisions on what drugs 
doctors use have already been made by pharmacists at 
managed care organizations. Drug industry could save 
big bucks by chopping reps, keeping managed care reps 
and hiring delivery people to drop off samples.” – 
Anonymous 

Go Back to Good Old Days 

“We don't need as many reps as we have. After PhRma 
guidelines cut all the after-hours entertaining, 
companies just dumped all that money into hiring more 
and more "pods" and partners. It's ridiculous. I'd much 
rather take a gamble that I might be laid off and go 
back to the days of one rep covering their own territory 
than what we have now. Doctors and patients would 
appreciate it, we wouldn't have to wait almost a year to 
get a lunch with an important office, etc. Slash and 
burn, I say!” – Anonymous 

Ex-Pharma Rep Happy with New Job 

“I've turned my back on pharma after 8 years (2 were 
selling glucometers) and I 've never been happier. I am 
now working for a company that provides technology 
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and distribution services to oncology clinics. I'm 
continuously amazed by the fact that I'm so welcomed 
into offices. I never bring lunch. I don't have to bring 
treats to the window pigs. I always have set appts to 
speak with the office/practice manager, who usually 
loops the docs in on the discussions. I'm asked 
something different each day and have never had a 
routine sales call. I'm truly seen as a resource to the 
office.  

“Pharma was a good gig for me right out of school but I 
found myself as one of those persons who sat in his car 
for 45 mins before each call simply trying to get up the 
will to go in and pimp myself out in an office with 
another 4 reps waiting to get in. I received an 18k raise 
in base pay and stand to make 50% more in bonus than 
what I was making in pharm.  

Working Harder, But Happier 

“There is no doubt that I am working harder than ever 
before with a substantially larger territory. I never 
understood previous posts on this site in which people 
would reference their larger work load but went on to 
say that they're much happier now. I now find myself 
agreeing completely. For the first time in my 
professional life, I feel like I'm earning my paycheck.  

“For any of you that want to respond to this with the 
"well, you're just not cut out for pharm...we bring a lot 
to the table...quit your whining and leave 
already...you're no better than a drug rep," spare me. 
There is value in drug sales. There are just far too many 
reps out there and it has become too much of a dog and 
pony show. To those of you who are happy just plodding 
along, having smoothie days, thinking up exciting blitz 
promotions, working on bridge statements, phoning in 
success stories, more power to you. To those of you 
looking to get out and do something rewarding, you owe 
it to yourself to find something that truly makes you 
happy. Get after it and good luck!” -- Anonymous 
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Review Review 

An Online Community to Call Our Own An Online Community to Call Our Own 
A Review of Pharma Marketing Network Forums (www.forums.pharma-mkting.com)  
By John Mack 

Many readers of Pharma Marketing News may 
also be members of the PHARMA-MKTING 
listserv®, which is an e-mail list software 
application that allows members to send e-mail 
messages to the entire list and for other members 
to respond. In this way, the listserv enables 
discussions in which any member can participate 
merely by replying to messages from other 
members. 

The PHARMA-MKTING listserv was started in 
1997 and currently includes about 2400 members 
worldwide! 

A listserv is a great collaboration and commun-
ications tool. However, it has limits. The main 
problem is that it generates a lot of e-mail and 

these days people get too much e-mail. You may 
like to participate in discussions with peers or 
simply “Lurk & Learn” from other discussions, but 
you may not be willing to accept all the e-mail 
going back and forth. Sometimes the discussion is 
not even of interest to you, but you get the e-mail 
anyway because you have little control over what 
discussions to get notified about and how much e-
mail you receive. 

These problems are eliminated when you switch to 
a Web-based bulletin board. The switch also 
emphasizes “pull” vs. “push” in terms of access to 
information. However, users of bulletin boards can 
also elect to have information pushed out to them 
by e-mail (see below). 

“CafePharma” for 
Marketers—But No Potty-
Mouth GossipFest! 

Figure 1: Pharma Marketing Network Forums Home Page. The forums are organized 
into several different categories shown here. Other categories will be added in the future 
depending upon user need. Users click on a category name to see the forums in that category 
(see Figure 2). See page 18 for a complete list of forums available. 

Pharmaceutical sales 
representatives have long 
enjoyed the benefits of online 
collaboration at CafePharma. 
Now pharmaceutical 
marketers have their own 
Web-based community 
where they can stay in touch 
with each other, debate 
issues, and carry on 
discussions — Pharma 
Marketing Network Forums 
(PMN Forums; see Figure 1).  

PMN Forums use the same 
forum software used by 
CafePharma, but that is 
where the similarity ends! 
Whereas CafePharma is 
notorious for its rude, crude, 
and vulgar posts and industry 
gossip, which is all good to 
an extent, Pharma Marketing 
Network Forums is a serious 
community of professionals 
wishing to collaborate and 
network to increase their 
knowledge and help to build 
their businesses. PMN 
Forums includes many neat 
social networking tools like 

Continues…© 2007 VirSci Corporation (www.virsci.com). All rights reserved.  
Pharma Marketing News 

http://www.forums.pharma-mkting.com/
http://www.forums.pharma-mkting.com/
http://www.forums.pharma-mkting.com/


Pharma Marketing News                  Vol. 6, No. 1                     p. 16 
 

 
Avatars: Avatars are 
small images which 
can be assigned to a 
members' profile. 
When a member 
selects or uploads an 
avatar the image will 
be displayed on every 
message the mem-
bers' post on the 
bulletin board. Ava-
tars are useful for 
anonymous members 
who wish to be 
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image that  
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Smilies: Smilies (also 
called emoticons in 
some quarters) are 
small images used to 
convey some form of 
emotion in messages. 
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Figure 2: Forums in the “News & Views” Category. Here you find daily industry news abstracts 
or complete articles submitted by members as well as links to posts made on Pharma Marketing 
Blog. In addition, information about upcoming Pharma Marketing News issues and executive 
summaries of current issues can be found here. Previously, ALL this information was “pushed” out 
to PHARMA-MKTING members by e-mail. The drop down menu shows some options available to 
users. 

buddy lists, member profiles, calendars, private 
messaging between members, user-generated 
content, polling, content rating, calendar 
submissions, etc. These are described in more 
detail below (see “Social Networking”). 

buddy lists, member profiles, calendars, private 
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content, polling, content rating, calendar 
submissions, etc. These are described in more 
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Continues…

© 2007 VirSci Corporation (www.virsci.com). All rights reserved.  
Pharma Marketing News 



Pharma Marketing News                  Vol. 6, No. 1                     p. 17 
 

 

Figure 3: Forum Thread. This shows a thread—a collection of posts usually with a common subject matter—in the 
“Disease Awareness Marketing” forum in the Open Discussion Category. Users can start a new thread here or open one 
of the current threads (the only one available here is “Disease Awareness or Disease Mongering?”) to read it and/or 
reply to it (see Figure 4). In most forums, both unregistered users (guests) and registered users may read and reply to 
threads. Note that the posting rules, which differ depending on whether you are a guest or a registered user, are display 
on the bottom left. 
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thread with a number between 1-5. Casting a vote 
for threads is entirely optional. Once enough votes 
have been cast for the thread rating, visitors may 
see a set of stars appear with the title of the thread 
in the thread listings. These stars reflect the 
average vote cast, and can allow visitors to quickly 
see which threads are worth reading. 
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Threads in the “News & Views” forums are 
especially worth subscribing to. Each day new 
threads are added to “Industry News” and/or 
“Pharma Marketing Blog Forum.” From these 
threads users can view more detailed information 
by clicking on the links provided. 

Threads in the “News & Views” forums are 
especially worth subscribing to. Each day new 
threads are added to “Industry News” and/or 
“Pharma Marketing Blog Forum.” From these 
threads users can view more detailed information 
by clicking on the links provided. 

Subscribing to Threads Subscribing to Threads 
Registered members of Pharma Marketing 
Network Forums can choose which, if any, threads 
they wish to  subscribe to.  That is, when members  

Registered members of Pharma Marketing 
Network Forums can choose which, if any, threads 
they wish to  subscribe to.  That is, when members  Continues…
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Pharma Marketing Network Forums – Site Map 
 
Housekeeping 
These are forums related to discussion of rules of usage, who we are, how to use the 
features of forums, etc. 

• Rules and Regulations 
• Who We Are -- Tell us who you are and what you do. 
• How Do I...? -- Ask questions and get answers about using the forums. 
• Suggestions -- Give the Webmaster suggestions for improvement. 

 
News & Views 
Abstracts of pharmaceutical marketing news sources, blogs, conferences, etc. 

• Industry News -- User contributed or generated sources of pharmaceutical news from 
newsfeeds, press releases, news stories, etc. 

• Pharma Marketing Blog Forum -- Notices of posts made to Pharma Marketing Blog and 
discussions related to those posts. 

• Pharma Marketing News -- Executives summaries of the monthly Pharma Marketing 
News e-newsletter. 

 
Open Discussions 
Open to all registered members and guests, these forums are for the discussion of a range 
of pharmaceutical marketing topics. 

• Free for All -- Any topic at all! Useful for topics that don't fit other categories. 
• eMarketing -- Internet-based pharmaceutical marketing topics. 
• Physician Marketing -- Discussions related to physician marketing and advertising. 
• Physician Education -- Discussions relating to CME and non-CME physician education 

issues as distinct from physician marketing. Includes discussions about MSLs, KOLS, 
etc. 

• DTC Marketing -- Discussions related to direct-to-consumer marketing and 
advertising. 

• Disease Awareness Marketing -- Discussions related to disease awareness or 
unbranded marketing and advertising. 

• Product Manager Corner -- A place for pharmaceutical product managers, brand team 
leaders, etc. 

• Market Research -- Discussions related to pharmaceutical market research. 
• Pharmaceutical Sales -- This forum is for the discussion of pharmaceutical sales issues 

and practices, including sales force effectiveness, training, etc. 
• Regulatory Issues -- This forum is for discussions related to marketing laws, 

regulations and guidelines. 
 
International Forums 
These are forums for non-US pharmaceutical marketing discussions 

• Indian Market Forum -- This forum is for the discussion of issues specific to the Indian 
pharmaceutical market. 

• European Market Forum -- This forum is for the discussion of issues specific to the 
European pharmaceutical market. 

 
Available forums may change as some are removed and others added as necessary. 
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Figure 4: Posts Within the “Disease Awareness or Disease Mongering?” Thread. Here are shown the first 
two messages in the thread. The icons in the post header (containing the time and date of the post) provide 
registered Forum members, but not guests, with social networking tools (see text for more options). 
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 Figure 5: Posting a Reply to a 
Thread. This is the editor 
members use when posting 
messages or replying to threads. 
Note that messages can be 
formatted. Messages may also 
include active email and web 
links as well as images. Smilies 
can also be added inside the 
body of the message or next to 
the title of the message to 
communicate emotion. Smilies 
are seen here in boxes to the 
right and below the editing 
window. 

Figure 6: Event Calendar. This 
shows the PMN Forums Event 
Calendar loaded with industry 
conferences posted by the Forum 
administer or by registered 
members. 
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Calendars 
The PMN Forums Calendar system is comparable 
to many stand alone calendar packages on the 
market today. There may be several calendars, 
each categorizes by subject matter. Real world 
examples would be: 

• Birthday Calendar - A calendar that only 
displays your forum members' birthdays. 

• Holiday Calendar - A calendar that only 
shows upcoming holidays, either those you 
define or the included holidays. 

• Private Calendar - A calendar that allows 
members to keep track of their own private 
events. 

• Event Calendar - A calendar that lists 
upcoming events (see Figure 6). 

Currently, registered members—but not guests—
may add events to the event calendar. 

Why Register? 
Many PMN Forums are open to guests or 
unregistered users, but in order to fully utilize the 
abilities of forums, users are required to register as 
a member. Registration is free, and allows you to 
do some things that guest cannot do (see Table 1). 

Conclusion 
Pharma Marketing Network Forums is growing 
rapidly as former members of the PHARMA-
MKTING listserv are notified and encouraged to 
join. Pharma Marketing News readers and 
subscribers are also encouraged to register. 
Registration is free and you will not get additional 
email unless you choose to subscribe to threads. 

Pharma Marketing News 

 

 

Feature 
Registered 

Member Guest 

Post new threads YES 
YES, but only in 
“Free For All” 

forum 

Reply to other peoples' threads  YES YES 

Edit your posts YES NO 

Receive email notification of replies to 
forums and threads you specify 

YES 
NO, except for 
“News & Views” 

Forums 

Rate threads YES NO 

Send private messages to other members YES NO 

Post polls YES NO 

Vote on polls YES YES 

Set up a profile page YES NO 

Enter events in the forum calendar YES NO 

Set up a 'buddy-list' to quickly see which of 
your friends are currently online 

YES NO 

 
Table 1: Selected Features Available to Registered Users vs. Guests. These privileges are subject to change. 
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Pharma Marketing News is an independent, 
free monthly electronic newsletter focused on 
issues of importance to pharmaceutical 
marketing executives. It is a service of the 
Pharma Marketing Network – The First 
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