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Sales and marketing are on the same team, but often not on
the same path. Given the same goals but different tasks, they
sometimes don’t mesh as well as they might. Do sales people
use marketing messages in the way they’re intended? Do
marketing people provide the tools that help the sales division meet its targets? What is the world view of each? For
this roundtable, we purposely turned to a panel with varied
backgrounds to get a look at different perspectives into this
landscape. To get take a mix of viewpoints we looked for
input from creative, strategy, commercialization, and early
stage pharma. Read on for their point of view—and send us
yours if you have other wisdom to add!

What are the challenges to sales
and marketing based on the current healthcare landscape in the
U.S.?
BRIAN PETERS: Increasing regulatory challenges, the impact of
pricing pressure, the constant need
to develop innovative products in
highly competitive markets, and
tightening budgets all have an impact on sales and marketing teams
across the industry.
VRAHRAM KADKHODAIAN:
Healthcare has been a late adopter
when it comes to technology in
general. They are competing with
increased regulation, constantly
changing reimbursements and
competitive pressures. Sales and
marketing teams are going to market with technologies they used 10
years ago and expecting unrealistic
results. These technologies are not
designed, nor set-up for the success of their people or organizations.
JOANNA BEEMAN: The combination of a complex market and
diminishing access to HCPs makes
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it rough out there for sales specialist. Half the time they can’t see a
doc, and when they can, they’re
taking two of their three minutes
of your call to explain their indication. There is so much innovation, so much data…HCPs are in
a bit of an option overload, and
it’s causing some to stick to their
prescribing habits. Unless we make
it simple for HCPs to understand a
brand’s value, can we really blame
them for doing that?
HENRY LEVY: Today’s innovation is being fueled by the shift
to specialty medicines and more
precise treatments that are customized for rare diseases and
individual patients. The focus on
precision medicine coupled by
changing expectations of HCPs
is having transformative implications on the life sciences industry.
With more specialty drugs and
treatments, manufacturers have a
greater obligation to educate and
inform providers for the benefit of
their patients. Most life sciences
companies aren’t structured to operate in an environment with less

access to doctors, a broader ecosystem of varied stakeholders, and
an insufficient response to digital
transformation. For the doctors,
uncoordinated experiences with
companies can lead to inconsistent
messages and information, creating risks of regulatory compliance.
All of this is prompting the industry to make the leap to digital and
take advantage of new commercial
engagement models. So, as the
shift to specialty medicines accelerates, digital transformation in
life sciences will not only be inevitable, but also drive new levels of
operational efficiency and speed.
Winning companies in the digital
era will fully reimagine their sales
and marketing operating models,
leverage disruptive, innovative
technologies.
What are the differing world
views held by sales and marketing?
VRAHRAM KADKHODAIAN:
They have the same intentions and
goals, but different vantage points.
They don’t necessarily understand
each other’s challenges, which
makes the relationship very difficult to navigate. Also, adding to
the complexity, they aren’t aligned
on technology or process, making for an awkward relationship in
most cases.
BRIAN PETERS: At Medac
Pharma, there’s not much difference in the views between sales
and marketing, as we truly all have
a shared goal of driving our brand
to be successful. We try to have
everyone working in harmony.
Our corporate culture encourages
respect for one other and establishes processes and technologies

PRICING PRESSURES
LIMITED HCP ACCESS
SHIFT TO SPECIALTY MEDICINES

DIGITAL TRANSFORMATION

that support open collaboration
so teams aren’t working in lonely
siloes. Certainly, there are prejudices that exist in some organizations, and I’ve seen examples of
these at different times and in
different places during my 28-year
career. For example, if sales’ view
of marketing is innately antagonistic, then they might just reduce
the work of brand teams to that
of “making pretty pictures that
don’t help us reach our goals.”
Alternatively, if marketing has an
antagonistic view of sales, then
they argue that the sales teams are
being difficult and “refuse to leverage our materials, causing a lack of
consistency in messaging.”
What are sales’ priorities?
VRAHRAM KADKHODAIAN:
Sell value, sell compliantly and
collaborate effectively with internal and external teams. They
are in a tough spot, because they

have overwhelming administrative and reporting demands from
HQ, but nobody in HQ is focused
on how to actually help them sell
and collaborate more effectively.
Plus, they are all competing for
the same mindshare with respect
to the customer and must sell in a
highly-regulated industry.
BRIAN PETERS: Sales teams want
to drive product sales—it’s really as
simple as that. They need the tools
to develop strong relationships
with their customers continuously
over time. They also require the
tools and technologies to act efficiently, like having the right customer reference and account data
that’s always up to date so they can
have the right conversations with
the right healthcare professionals.
What are marketing’s priorities?
BRIAN PETERS: Marketing
teams’ top priorities are to increase

brand awareness amongst the
target audience and create offerings that have value for customers. At Medac Pharma, we strive
to establish consistent messaging
across all channels. So, whether
our customer interaction is in
person via a sales rep in the field
or through non-personal engagement via digital channels, we work
to ensure consistency to ensure the
best possible customer experience
with our organization as a whole.
VRAHRAM KADKHODAIAN:
Content creation, approval, version control and sales alignment.
How do they get effective messages
out quickly, compliantly and effectively? Marketing is challenged
with many competing priorities,
none more costly than infrastructure (technology) and compliance
(FDA, HIPAA, etc). They have to
ensure they, and their sales teams,
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priate content that not only helps
them differentiate their unique
value proposition, but also keeps
them sheltered from legal exposure.
How can we get over the hurdles?
HENRY LEVY: The key is to
unify teams and strategies around
centralized information and harmonized engagement practices.
By taking a look at foundational
processes and systems, companies
can break free from the limitations
of previous models in order to deliver the consumer-like experience
healthcare stakeholders have come
to expect.
One important change that life
sciences companies can make
in an effort to unify commercial
teams is to establish a common
understanding of who all key
stakeholders are, and their history with the organization as a
whole. This is foundational to an
effective customer experience but
challenging today with so many
silos between sales, marketing, and
increasingly crucial medical teams.
Just knowing that an interaction
took place—without any sensitive
details—can provide a foundation
for more informed commercial
engagement. For instance, knowing a stakeholder has progressed to
the point of engaging in scientific
exchange with a medical science liaison can indicate a shift in clinical
beliefs. Often, increased customer
interactions with medical affairs
can indicate greater affinity with
the brand’s value proposition. Visibility to this information enables
commercial to refine alignments,
excluding high-priority medical
stakeholders from broader communications.
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VRAHRAM KADKHODAIAN:
People, process and technology.
Too often, organizations throw
people at the “hurdles” to solve
issues, instead of taking a step
back and looking at all three. Some
organizations have the people and
good process, but very few leverage their people with good process
and technology to solve their endto-end go-to-market challenges.
BRIAN PETERS: I agree. At Medac Pharma, we work in a culture
of collaboration whether that is
between sales and marketing or
regulatory and manufacturing. We
respect one another, and that resonates from the top down, across
markets and across functional
areas. I think this is particularly
crucial for a smaller organization.
Medac Pharma succeeds because
we take full advantage of all the
great minds and talent at our
disposal regardless of each person’s
title or function. Technology, however, is the enabler of this culture
of collaboration. The cloud brings
people and processes together to
allow easy, automated, fast information sharing enterprise-wide.
Specifically, cloud technology
makes it very easy for marketing to
know what sales is doing and vice
versa—and this not only creates
significant business advantages
but it also fosters mutual respect.
For example, we leverage a cloudbased multichannel CRM that it
tracks all the multichannel nonpersonal promotional efforts so
that sales know what marketing
is doing and vice versa. Thanks,
in part, to our integrated data
solution, we maximize our touch
points with our HCP, pharmacy,
and payer audiences.

What shifts have happened as
a result of the focus on patient
centricity and the doctor/patient
relationship?
VRAHRAM KADKHODAIAN:
Information gap. Patients need
more information and different
types of information than physicians and clinicians. We are in an
“information overload” society
right now, with many different
resources as consumers to get
information. Healthcare firms, especially medtech, need to get much
better at differentiating on value
and providing relevant content in
the manner patients and physicians are expecting to consume
it. The digital/social landscape of
healthcare is very real. It’s real in
every other aspect of our lives and
the organizations that understand
that, and invest in it, will be better
positioned to benefit from it.
JOANNA BEEMAN: What is notable is a more earnest effort to communicate the emotional benefit
that an HCP will get out of offering
a product to a patient. There’s a
shift toward arming the HCP with
the hard and soft data of a brand—
of course the clinical outcomes, but
also the emotional value a product
plays in support of the patient’s
goals. Amgen’s Aranesp comes
to mind — “An Opportunity to
Intervene.” And Opdivo as well —
“A Chance to Live Longer.” These
are not just campaign headlines;
they’re words a doctor can use
with the patient. There’s incredible
utility in that—in teaching an HCP
how to introduce a product in such
a way that the patient is bought
in to the treatment experience.
Patients today want real conversations because they are approaching

medical intervention as consumers. So the most exciting shifts
are the ones in which brands are
responding to that with conversation guides, point-of-care tools,
and digital offerings that support
the HCP in having a productive,
transparent dialogue.
What has changed for sales and
marketing in terms of the regulatory atmosphere?
VRAHRAM KADKHODAIAN:
Everything. This is very complicated and process and technology
need to be evaluated regularly to
meet this changing landscape. Organizations need to partner with
the right vendors to ensure they
can keep up with the demands that
aren’t predictable.
BRIAN PETERS: I think risktaking has gone down. Overall,

the pendulum has clearly swung
towards being more conservative.
JOANNA BEEMAN: Turbulence
in the regulatory climate probably has most of us a little leery.
Any time there’s a new administration that brings in new FDA
appointments, there’s a little bit of
a feeling-out period for our industry. Yes, we’ve heard some hyperbolic statements about how “easy”
things will become, but what does
that mean in terms of our obligation to existing FDA guidelines
and respective MLR teams? I think
we can only stray so far in the
spirit of exploration.
What has worked at your company or others to bridge the gap
or create a streamlined salesmarketing team?
JOANNA BEEMAN: It is always

preferred to work directly with
sales specialists when we’re in
discovery for a major marketing piece, like an eCVA. We work
with marketing to find one or two
specialists who will be our point
persons want to hear about their
experience with the current tools
first hand. We want to see their
beat-up, dog-eared, and markedup CVA to understand how it
really aids their communication
first hand. Then we engineer that
flow into a digital construct and
prototype. We take it back to those
same reps and say “How does this
feel to you? Is it intuitive?” We
need to keep in mind that the reps
will become power users of any
digital piece, so they don’t need (or
want) fancy intro animations. They
want smart content choices offered
to them in one to two taps. When
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the sales team is brought into
development of a marketing piece
like this, they become champions
of the piece. They’re in their NSM
helping to train on the piece, and
everyone gets on board.
VRAHRAM KADKHODAIAN:
We need to be more agile, nimble
and relevant every single day to
stay competitive. Organizations
that can’t change, or don’t want
to change won’t be here ten years
from now. We have to make the
jobs of sales and marketing teams
easier, not harder. Less focus on
“call reports/meetings” and more
focus on how productive was your
“call/meeting.”
BRIAN PETERS: At Medac
Pharma, I have incorporated
members of the sales team, sales
management, and managed markets team into the marketing planning process early on. By involving these groups in the planning
process from the start, including
input into the tactical plan, we
have created a real sense of ownership within the sales force when
the tactics are rolled out. Furthermore, this comes with the added
benefit of gaining additional
champions of the marketing plan.
Sales managers and members of
the sales force can then promote
the plan to their regions so everyone rallies around it.
I’m also a big proponent of field
advisory boards. I am always looking for feedback on field-based issues and how we can address these
challenges through creative and
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smart marketing. We interact on a
fairly regular basis.
We’ve also had success integrating
the managed markets team into
the mix. Using their expertise to
help the sales force better understand the ever-changing payer
environment, assisting them in
targeting their customers based
on formulary/payer status, and
utilizing tools such as MMIT to
customize our payer messages has
paid off tremendously for us.
How are sales and marketing different at small vs. large healthcare companies?
VRAHRAM KADKHODAIAN:
Very. They have different business
models in pharma and medtech
and small/large, but they are the
same because they all need to create compliant content, they need to
present a competitive differentiator and value with respect to their
therapies, and they all need to coordinate with internal and external
teams to be successful. They also
face the same regulatory pressures
and challenges when it comes to
sales and marketing.
BRIAN PETERS: I have spoken
at industry meetings on this topic
several times, most recently at a
channel optimization conference.
Small pharmaceutical companies
need to create synergy across all
channels and be more targeted
and laser-focused in our resource
allocation. The common phrase I
say to my agency/vendor partners
is “spend our money like it’s your

own.” Unlike larger organizations,
we have to be more prudent with
our resources.
How can you best typify the
sales-marketing collaboration
situation?
JOANNA BEEMAN: The best way
to align sales and marketing is to
have members of the marketing
team go on rep rides. Do it quarterly, and do it every time there’s a
label update or a new market entrant. A little bit of empathy goes a
long way in our world.
BRIAN PETERS: I always refer
to this graphic when talking about
the alignment of sales and
marketing:

This gets back to what that optimal
relationship needs to be—in any
industry, you cannot be successful unless marketing and sales are
working together in unison.
We are a one-product company
right now, with 52 employees,
operating in a large and competitive therapeutic area. About nine
months ahead of us, a direct competitor launched their product, but
because of synergistic efforts between sales, marketing, managed
markets, trade, and IT, we passed

the competitor in monthly prescriptions at just one year after our
launch. Despite that nine-month
head start, we surpassed the other
company to which I credit not
just our great product but also our
great commercial launch. We went
to market with unified messaging
and a strategic launch plan developed with cross-functional teams
that each had equal involvement in
the launch planning process. We
see it as not just sales and marketing but sales, market access,
customer service and marketing.
This coordinated effort and data
exchange allows for more targeted
customer interface and a better
customer experience.
What changes have you seen in
the industry with regard to sales
training and techniques or marketing strategies?
BRIAN PETERS: I started my first
marketing product management
job in 1991, and my sole focus was
on creating new materials for each
Plan of Action (POA) to support
the sales force. Now, I have many
more stakeholders to consider—
consumers, payers, HCPs, office
staff. And, we have many more
channels to consider and allocate
funding towards—social media,
email, digital channels…the list
goes on. Life sciences marketers
clearly have to be more diverse
today.
VRAHRAM KADKHODAIAN:
Processes and people aren’t changing as fast as information-worker’s
requirements. This has a lot to do

with technologies and methods
not aligning with sales’ and marketing’s expectations on what it
takes to be successful in their industries. More progressive organizations understand this and double
down on these new realities.
What will the commercial business model look like in 3-5 years?
VRAHRAM KADKHODAIAN:
Information will become much
more available and less dependent on the traditional “sales rep.”
People will have access to more
information about everything.
They already have 80% of their
mind made up before they speak
to anyone. How do you influence
the consumers’ decision-making,
before you even know they are
a potential customer, patient,
target audience? This will be the
big question every organization
should be solving for right now.
HENRY LEVY: We are in the
golden age of life sciences. If 2016
is any indication, the industry
will continue to thrive and push
new frontiers in scientific breakthroughs that improve the quality
of life for people around the world.
As innovations increase and the
landscape becomes more complex,
there will be greater pressure for
companies to modernize commercial operations for the digital age.
In the next few years, we expect
cloud technology to drive five
major changes to the commercial
landscape.

1. Industry collaborations like
Align Biopharma and others will
increase and make things easier for
shared customers.
2. Life sciences will continue to
shift to cloud-based, unified solutions to address inefficiencies,
enable end-to-end processes, and
streamline commercial operations.
In the cloud, commercial teams
will move to a single platform to
deliver a more coordinated, valuable customer experience across
many touch points.
3. A new channel—online meetings—will open between life
sciences companies and healthcare professionals. Digital engagement will be easier and compliant
with integrated applications built
to meet the industry’s unique
requirements and regulations,
making this efficient way to engage
“face-to-face” feasible.
4. Life sciences companies will
prioritize improved collaboration
between medical and commercial
teams, with the goal of developing
a deeper, more accurate understanding of their relationships with
healthcare decision makers.
5. Data-driven actions will come
of age. The growing volume of data
has created tremendous opportunity for life sciences, but delivering
contextual insights and making it
easy for sales teams to take action is challenging. Advancements
in cloud technology will make it
easier for companies to deliver
relevant insights, when and where
commercial teams need it, so they
can take immediate action.
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VP, Content Director
precisioneffect

Previous to her work at precisioneffect, Joanna was VP, Creative Director at THREAD, a pioneering mobile healthcare
research development agency who launched one of
the first ever mobile clinical research trials. Joanna
also served as Creative Director at Palio+Ignite.
Joanna.beeman@precisioneffect.com
precisioneffect is the only healthcare advertising
agency devoted to working with companies who
are changing the standard of care. For nearly 40
years, they’ve honed an expertise in understanding
why clinicians cling to the status quo and what it
takes to accelerate the evolution from skepticism
to evangelism. Their core competency is the use
of communications to help drive the adoption of
innovation.
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Vrahram joined Prolifiq in September
2016 as Chief Commercial Officer and
transitioned into the role of CEO in February 2017.
He is responsible for driving the company’s continued
growth by building upon Prolifiq’s longstanding legacy
of innovation, customer centricity, and passion for solving complex business challenges. Vrahram has spent
over a decade in Executive Sales Leadership positions
working for organizations such as Wells Fargo, CDC
Software (Pivotal CRM) & SalesForce.com where he
has been responsible for not only customer acquisition & customer success, but go-to-market strategy and
distribution locally and internationally. He specializes
in solving complex business problems leveraging technology in regulated markets such as financial services
and healthcare, with an emphasis in medical device and
pharmaceuticals.
Follow Vrahram on LinkedIn
Prolifiq helps regulated companies create and deliver content and enables sales teams to execute on
their go-to-market plans without the headaches. Their
end-to-end compliant content management and sales
enablement cloud platform provides the final mile to
complement and extend the value of other enterprise
systems such as: customer relationship management,
product lifecycle systems, and enterprise resource planning. They serve many of the world’s largest and most
innovative medical technology and pharmaceutical
companies because they focus on solutions for marketing and sales teams to go to market faster and more
effectively.
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Henry has been working to transform
the way the biopharmaceutical industry
improves patient health for 23 years. Prior to Veeva,
Henry was chief commercial officer for PPD, where
he defined new models for the biotech and biopharmaceutical industry to partner with contract research
organizations. These new models brought down the
cost and improved the speed of drug development.
Prior to PPD, Henry led Accenture’s life sciences
research and development practice, helping the industry improve through consulting, technology, and
outsourcing solutions. In his role, Henry worked with
90% of the top 20 biopharmaceutical companies and
provided Accenture leadership to industry groups like
TransCelerate and Hever. Henry has published multiple articles on clinical development and technology
trends, and is a frequent speaker at industry forums.
henry.levy@veeva.com
Veeva Systems Inc. is a leader in cloud-based software for the global life sciences industry. Committed to innovation, product excellence, and customer
success, Veeva has more than 375 customers, ranging
from the world’s largest pharmaceutical companies
to emerging biotechs. Veeva is headquartered in the
San Francisco Bay Area, with offices in Europe, Asia,
and Latin America. For more information, visit www.
veeva.com.

Brian brings 28 years of both client and
agency experience to his current role.
Prior to Medac Pharma, he was Director of Marketing at Cornerstone Therapeutics and previously
led the launch efforts for Letairis® at Gilead and for
Axona® at Accera. At Searle, he directed the first unbranded and branded DTC campaigns for Ambien®.
On the agency side, he worked at Klemtner, KPR, and
MedThink Communications.
bpeters@medacpharma.com
Medac Pharma, Inc. is a privately held specialty
pharmaceutical company based in Chicago, Illinois.
Backed by medac GmbH, a global pharmaceutical
company that has been operating in 70 countries for
over 40 years, it is independently and aggressively
building operations in the United States, focusing initially on the development and commercialization of
treatments for autoimmune diseases and oncology. By
forming new partnerships and leveraging its parent
company’s strong product pipeline, it has the opportunity to make significant medical advancements that
can help patients live better lives.
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