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:ITRAINING — TRUE VALUE ADDED SUPPORT

Looking at the big picture when it comes to
sales forces is never easy; there is always a
risk that analysis will be clouded by the
plethora of data available.

Huge amounts of time and money are spent
analysing competencies in call, key
performance factors, detail follow up data,
activity rates, key message delivery and a
host of other performance indicators. Whilst
there is no denying the importance of these
combined factors, one single issue can
seriously undermine them all — gaining access
to the people who we know can really drive the
business forwards.

In it's simplest form, there are arguably only
two truly defining components which
contribute to the success of a direct sales
operation in healthcare; one is access to key
customers, the other is impact in front of
those customers.

Some recent evidence would suggest that
neither of these indicators is perhaps as
healthy as they could be. The deluge of change
and bureaucracy currently swamping general
practice is bound to have an impact on GP
availability which in turn limits opportunities
for the sales representative to build good
relationships with their target prescribers
and consequently dilutes their overall impact.
Talk to anyone at territory level and they will
be emphatic about how difficult things are
becoming in primary care.

Similarly, the huge rise in teams of specialist
healthcare account managers has not
necessarily had the impact envisaged
according to some recent data. Despite a
good deal of rhetoric, the strategic
partnerships with PCOs which companies
originally envisaged seem to be restricted
a handful of accounts.
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One need which seems to be virtually
insatiable but largely unmet in primary and
secondary care is for continuing professional

development. Not only can this provide a
value added service to customers at all levels,
but carefully managed, can also provide
access to previously inaccessible customers
and a platform on which to build lasting
relationships.

Needs can best be identified when viewed by
customer group and are based on real
everyday practical requirements generated
by the current changes, which have impacted
upon every healthcare professional at virtually
every level in the National Health Service.

Primary Care

Skills development Key skills such as
assertiveness / stress management /
communication / leadership / people
management

Team development within the practice

Service development —issues arising
from the new GMS contract

Individual development — personal
development plans and appraisal

Secondary Care

Skills development — presentation
skills / business planning

Leadership and mana
department heads
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QUALITY PROCESS - THE NEEDS OF

THE PROFESSIONAL

customer group. Any programme needs to be
carefully project managed and the target
group clearly defined and identified.

In order to achieve the objective of increased
access and impact it is essential that the
quality of the training is of the highest
standard and the quality of the process by
which it is applied is similarly high. To ensure
that these standards are maintained, certain
key steps may prove invaluable.

An accurate assessment of the training
needs. This requires spending time with
the practice or organisation to determine
their real needs, setting clear objectives
and  effectively  managing their
expectations.

It is more than a simple opportunity for a
quick sell

Clear commitment from the organisation
that they are serious about the training
and that the target group will all attend.
This ensures that the key customers
actually receive the training, not simply
the administrative staff. This requires an
assertive approach, which emphasises
the investment the company is making on
behalf of the practice.
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Charles Marshall is a director of AXIS
Development (Oxford) Ltd.

For more information on customer development
programmes email or visit:

charles@axis-development.co.uk
www.axis-development.co.uk
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