
	 Business impact
On average, pharmaceutical sales repre-
sentatives meet with eight doctors daily. 
At $240 per call, that’s more than $9,000 
weekly to support one sales representative’s 
calls. Falling profits are forcing many 
companies to cut sales staff, creating even 
greater urgency to increase the revenue 
per sales representative.

	 Challenges
•	 Declining sales force productivity. 

Since sales calls to high-prescribing 
physicians keep getting shorter, our 
inability to generate detailed physician 
profiles and segmentation limits our 
ability to get the right information to the 
right physicians at the right time.

•	 Reliance on guesswork vs. 
predictive analytics. The inability to 
determine physician preferences or 
predict prescribing behavior means that 
targeting campaigns, sampling and 
speaker events is largely guesswork.

•	 Declining return on sales calls. 
When prescriber patterns change or 
growth opportunities arise, it’s difficult 
to quickly identify market shifts and 
adapt sales strategies accordingly.

•	 Wasted resources. Analysts spend 
so much time manually manipulating 
data and running ad hoc reports that 
they have no time to develop more 
valuable, proactive reports.

YOUR GOAL: Improve sales force effectiveness

The life sciences industry is saturated with sales representatives, as companies have 
historically taken a numbers-driven approach to selling more prescription drugs. But 
with physician time at a premium and costs for deploying the sales organization on the 
rise, life sciences companies need to know if their sales representatives are delivering 
the right messages to the right physicians at the right frequency based on prescriber 
preferences. 

Historically, segmentation and targeting efforts have focused the sales force on high-
volume prescribers who are then saturated with sales calls, leaving other physicians 
with a high probability for success untapped. But today, it’s essential that sales and 
marketing organizations have access to the right data and the ability to develop their 
own territory alignment, segmentation and account targeting strategies. Having this  
information readily available can speed a company’s ability to evaluate the effectiveness 
of its sales and marketing programs and realign and refocus sales efforts accordingly.  

Our approach

In order to take advantage of market opportunities more quickly—and achieve greater  
revenues—life sciences companies need to better understand which prescribers are 
worth pursuing and how best to pursue them. It’s also vital to understand what trends are 
developing that may require an adjustment in strategy. 

SAS approaches the problem by delivering software and services to help you:

•	 Gain full access to—and control of—your data with an accurate, consistent view 
of all information from every source and contact point across all available channels.

•	 Conduct detailed segmentation using a broad range of analytic techniques—
descriptive and predictive—across all channels to understand which prescribers are 
most responsive to call activity and to identify high-value physicians by product and 
therapeutic areas.

•	 Determine the optimal size, allocation and deployment of sales representatives 
for your product portfolio, then execute call plans using the best message, frequency, 
channel and sample distribution based on physician preferences.

•	 Enable streamlined, self-service reporting with easy-to-use reporting capabilities that 

let users get the information they need in a form that’s best for them. 

The SAS approach is about driving more value from existing systems, about improving 
the quality of existing data and using it more effectively, and, ultimately, about successfully 
adapting to the changing reality of life sciences sales and marketing.

How can we better evaluate and target physicians  
to increase sales?
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	 The vision
Data access and control 
What if you had easy access to all the 
information you need about your prescriber 
base on a weekly or monthly basis?

Detailed segmentation
What if you could more precisely segment 
physicians based on predictive script-writing 
behaviors and accurately determine which 
prescribers are most – and least – likely 
to respond?

Sales force optimization
What if your sales force targeted the most 
promising prescribers with the right fre-
quency, the most compelling message and 
the most effective sampling – and no longer 
called on those least likely to respond? 

Streamlined reporting
What if decision makers could generate 
their own reports, change parameters  
as needed and drill down to get more 
detail – with no down time?

THE SAS® difference: Improved sales force effectiveness and greater revenues

SAS puts the most complete, current analysis of physician prescribing behavior and 

preferences at your fingertips, enabling you to target physicians with the highest potential  

and establish greater influence over prescriber behavior. SAS enables you to:

•	 Identify high-value physicians by product and therapeutic areas and conduct 
detailed segmentation analysis. By understanding which prescriber groups are most 
responsive to call activity, you can align sales representatives with the most promis-
ing prescribers.

•	 Optimize sales territories using unlimited “what-if” analyses to see how results vary 
under differing conditions, then use this insight to determine the optimal size and 
deployment of your sales force.

•	 Maximize call plan effectiveness and better utilize resources by determining the best 
message, frequency, channel and sample distribution based on physician preferences.

•	 Respond more quickly to market changes by easily manipulating variables, run-

ning predictive scenarios, and viewing and analyzing forecasted outcomes. Then 

adjust strategies accordingly, based on the most current market data analysis.

SAS helps you broaden the scope of your success with an integrated framework that can 
go beyond sales force optimization to maximizing the value of your promotional spend.

CASE STUDY: A mid-sized pharmaceutical company

	 Situation

The steadily growing company wanted to ensure that it could take full advantage 
of every opportunity—such as new formularies and physicians—whenever market 
dynamics changed. That meant having the ability to access relevant information and 
perform territory optimization, segmentation and targeting in-house.

	 Solution

The in-house solution from SAS saved the company money while delivering:

•	The flexibility to react to new market changes as they occurred.

•	Segmentation analysis reports in 30 days vs. the former six-month lag.

•	Optimal sales territory recommendations and promising prescriber targets.

•	A complete, automatic audit trail.

•	A process for developing call plans and optimal channel effectiveness.

•	A framework for executing promotional spend analysis.

 	 Results

•	Better sales force alignment, which increased revenue by $100 million the first year.

•	Frequent running and midstream adjustment of segmentation and targeting models 
and what-if analyses.
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SAS FACTS

•	 100% of the top 20 life sciences 
companies worldwide use SAS®.

•	 CRM Magazine has named SAS the 
leading provider of CRM analytics for 
four consecutive years.

•	 Gartner, Inc. positioned SAS in the 
Leaders Quadrant in the “Customer 
Data Mining” and “Business Intel-
ligence” Magic Quadrant reports.

Learn more about SAS® software  
and services for life sciences at:
www.sas.com/industry/pharma/


