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INTEGRATING COMPLIANCE INTO COMMERCIAL PRACTICES
By John Mack
Pharmaceutical sales and marketing people
often have an uneasy relationship with their
compliance colleagues. In these days of OIG
anti-kickback regulations and PhRMA guidelines for marketing to physicians, it behooves
marketing professionals to work more cooperatively with compliance officials.
In a presentation at the Pharmaceutical
Regulatory and Compliance Congress and
Best Practices Forum held November 12 to
14, 2003, in Washington, DC., Kathleen A.
Knight, VP, Deputy General Counsel and
Assistant Secretary at Alcon Laboratories and
Catherine A. Sazdanoff, Divisional Vice
President, Ethics and Compliance at Abbott
Laboratories suggested ways in which
compliance officials can better work with sales
and marketing people.
Although Knight and Sazdanoff were speaking
to compliance officials, their observations and
suggestions would apply equally well to their
sales and marketing colleagues. This is the
reason why a summary of their presentation
merits inclusion in this issue of Pharma
Marketing News.
A typical response from a marketing or sales
manager when seeing a compliance official
innocently walking towards them down the hall
might be “What have I done this time!” or “Here
comes the police!”
Sazdanoff says she would rather be welcomed
as a partner. She emphasized establishing a
partnership relationship because “you can’t
(and you shouldn’t) do it alone.” The first step is
to listen and learn, a sentiment shared by
Knight.
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How Can We Do It?
To successfully work with commercial
colleagues, Sazdanoff says that compliance
officials must go beyond “Yes” or “No” answers
to “How can I help you get where you want to
go?” She cautioned, however, to not cave in to
pressure to “bend the rules to do whatever
sales and marketing wants.”
Both Sazdanoff and Knight emphasized the
important role of executive management,
especially in helping present compliance
programs to sales and marketing people.
Management must also allocate dedicated
compliance resources – people, time, and
money – to have an effective program.
Abbott has a more or less centralized
compliance organization whereas Alcon uses a
decentralized approach. Both involve marketing
people in the process. Abbott has crossfunctional working groups whereas in Alcon,
each
marketing
arm
designates
a
representative to participate in developing
guidelines.

What About Disciplinary Guidelines?
In the real business world – as opposed to high
school – “zero tolerance” is not the norm. Both
speakers agreed that it was not practical to
have a rigid set of rules, although consistency
and fairness was imperative. It wouldn’t be a
good precedent to “slap the wrist” of a highperforming marketing manager and “give the
ax” to a low-performer for the same violation of
guidelines.
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Marketers Should be Proactive
The speakers did a good job laying out best
practices for compliance officers. But what can
pharmaceutical marketers take away from all
this? Your compliance personnel may not have
implemented these best practices. Instead of
avoiding the issue and hope to get on with your
work under the radar, you might be better off
taking a pro-active approach and suggest to
your compliance people the following ideas for
working together toward a common goal:
•

Attend our marketing meetings. Listen and
learn how we actually do things;

•

Involve us in the
compliance guidelines;

•

Don’t say “No” right out of the box; advise
us how we can get what we want and
remain compliant with the guidelines;
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•

Get involved with our projects early to be
better prepared to work at the same pace
we do;

•

Give us the proper incentives, which is not
necessarily financial (how about employee
recognition?), but be sure NOT to “disincent” us from reporting problems by
imposing rigid disciplinary actions.

Sales and marketing people and compliance
officials may be partners, but they will never
truly see eye-to-eye on every issue. The nature
of partnership is to be flexible and work toward
the common goal, which Knight stressed is
“lasting commercial success rather than making
the most money fast or writing a policy to cover
every situation.”
Pharma Marketing News

Reprint PMN211-06

Pharma Marketing News
Pharma Marketing News
Pharma Marketing News—the First
Forum
for
Pharmaceutical
Marketing Experts—is published
monthly by VirSci Corporation
except for August. It is distributed
electronically by email and the Web
to members of the Pharma
Marketing Network (www,pharmamkting.com).

Reprint

p. 3

Publisher & Executive Editor
John Mack
VirSci Corporation
www.virsci.com
PO Box 760
Newtown, PA 18940
215-504-4164, 215-504-5739 FAX
mailto:johnmack@virsci.com
Advisory Board
Jack Pfister
Director, Business Development, Bruce Leeb &
Company

VirSci Corporation specializes in
pharmaceutical marketing intelligence and best practices, development of sponsored newsletters and
other educational programs, and
consulting in privacy and HIPAA.
Our goal is to help our clients gain
access to their clients and do
business via the Internet more
effectively, with greater return on
investment, and with enhanced
trust.

Mark Schmukler
Managing Partner, Sagefrog Marketing Group,
LLC
Richard Vanderveer, PhD
Chairman & CEO, V2

Subscribe to Pharma Marketing News
Pharma Marketing News (PMN) is the FREE monthly e-newsletter of the Pharma Marketing Network.
Highlights are delivered to subscribers by e-mail. The full pdf version is available at
www.pharmamarketingnews.com. You also have the option to participate in 2-way, peer-to-peer e-mail
discussions with your pharmaceutical marketing colleagues through the PHARMA-MKTING list. By
subscribing to PMN, you agree to receive e-mail messages through this service as well as newsletter
highlights. We do not sell or share your personal information with third parties.
RED=REQUIRED INFORMATION
FIRST NAME: _______________________________ LAST NAME: ______________________________________
JOB TITLE: _____________________________________ COMPANY:____________________________________
COUNTRY: __________________________________________________________________________________
E-MAIL ADDRESS: ____________________________________________________________________________
E-MAIL FORMAT PREFERENCE: ___ HTML



___ TEXT

___ NONE

I also wish to join the PHARMA-MKTING list to participate in 2-way peer-to-peer discussions.

SUBSCRIPTION OPTION: ___ FULL DISCUSSION

___ “LURK & LEARN” (DIGEST MODE)

BLACK=OPTIONAL INFORMATION (For our internal use only. We don’t sell or rent mailing lists/labels)
ADDRESS: __________________________________________________________________________________
CITY: ______________________ STATE/PROV:______________ POSTAL CODE: ________________________
PHONE: __________________________________ FAX: _____________________________________________
Mail or fax to: VirSci, PO Box 760, Newtown, PA 18940, 215-504-5739 (Fax)

© 2003 VirSci Corporation. All rights reserved.

Reprint PMN211-06

