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Direct marketing and personal selling tools are the tools most used by medical representatives in their
daily work. The aim of the study is therefore to assess the direct marketing and personal selling tools
used by medical representatives and to provide recommendations for their effective use. The research
includes results from a questionnaire survey of healthcare professionals and semi-structured interviews
with medical representatives. Based on the findings, the article provides insights into what changes might
be useful in the use of direct marketing and personal selling tools.
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Tiesioginio marketingo ir asmeninio pardavimo priemones dazniausiai naudoja medicinos atstovai kas-
dieniame darbe. Todél tyrimo tikslas - jvertinti medicinos atstovy naudojamas tiesioginio marketingo
ir asmeninio pardavimo priemones ir pateikti rekomendacijy, kaip jas efektyviai naudoti. Atlikus tyrima
supazindinama su sveikatos priezitros specialisty anketinés apklausos ir pusiau struktiruoto interviu su
medicinos atstovais rezultatais. Jais remiantis, straipsnyje pateikiama jzvalgy, kokie poky¢iai galéty buti
prasmingi naudojant tiesioginés rinkodaros ir asmeninio pardavimo priemones.

Raktiniai Zodziai: tiesioginis marketingas, asmeninis pardavimas, marketingo priemonés, medicinos atsto-
vas, sveikatos prieziliros specialistas.

Introduction

Expenditure on pharmaceuticals is ri-
sing rapidly around the world. Data pro-
vided by the State Medicines Control
Agency of Lithuania (Valstybiné vaisty
kontrolés tarnyba, 2023) reveals that in
2021, there was a substantial increase of
23.9% in the sales of nominal pharma-
ceutical packages in Lithuania compared
to 2020, and a further increase of 11%
increase in 2022 compared to 2021. As

the quality of the Lithuanian healthcare
system and access to healthcare improves,
and as the population ages, prescription
rates are also increasing. In Lithuania,
the prerogative of recommending or pre-
scribing medications and medical aids to
patients primarily rests with healthcare
professionals, notably physicians, and,
in some instances, nurses. However, it is
important not to overlook the major role
played by pharmaceutical companies. The
increasing availability of pharmaceutical

Asta KYGUOLIENE - PhD, associate professor at Department of Marketing, Faculty of Economics and
Management, Vytautas Magnus University, Lithuania. Address: K. Donelaicio str. 52, LT-44244 Kaunas, Lithuania.
Phone: +37037327852. E-mail: asta.kyguoliene@vdu.lt

Gabrielé JUKNE - MA, Vytautas Magnus University, Lithuania. Address: K. Donelaicio str. 52, LT-44244 Kaunas,
Lithuania. Phone: +37061800683. E-mail: gabrielejukne@gmail.com

© 2023 Asta Kyguoliené, Gabrielé Jukné published by Sciendo
This work is licensed under the Creative Commons Attribution-NonCommercial-NoDerivs 3.0 License.



ASSESSING DIRECT MARKETING AND PERSONAL SELLING TOOLS USED BY
MEDICAL REPRESENTATIVES

33

products, pharmaceutical marketing
campaigns and the use of various marke-
ting communication tools also influence
the course of prescription growth.

The behaviour of medical representa-
tives and the use of marketing commu-
nication tools within the pharmaceutical
sector are subject to regulation as out-
lined in the Code of Ethics for Pharma-
ceutical Marketing (Vaisty rinkodaros
etikos kodeksas, 2022). Direct marke-
ting and personal selling have been used
for decades. Personal selling and direct
marketing, when employed in conjunc-
tion, demonstrate a dynamic interplay,
characterized by complementary, sub-
stitutive, and synergistic dimensions.
This symbiotic amalgamation can yield
amplified sales performance (Hansen,
2009). Personal selling facilitates a recip-
rocal and interactive dialog between the
medical representative and healthcare
professionals, fostering the establishment
of a human connection and trust. Such
a connection sets the stage for a mutu-
ally advantageous exchange. Notably,
the value derived from a medical rep-
resentative’s personal visit substantially
surpasses that of direct marketing tools.
Consequently, nurturing relationships
with healthcare professionals continues
to occupy a pivotal role in the financial
prosperity of pharmaceutical enterprises
(Dingus, 2017). Empirical investigations
affirm a correlation between the use of
diverse marketing communication tools
during the personal visit and prescription
rates (Gray, Hoffman, Mansfield, 2009).
However, a medical representative’s visit
transcends the confines of personal sell-
ing as an isolated marketing element. An
effective visit necessitates the incorpora-
tion of direct marketing tools, such as the

provision of brochures, product samples,
clinical trial data, graphical representa-
tions, clinical cases, and similar resour-
ces (Dar, 2020). Nonetheless, it is worth
noting that the conventional marketing
approach, which has been prevalent for
many years, is no longer tenable. This ap-
proach is yielding to alternative strate-
gies that endorse direct communication
with customers. Such strategies include
using various tools, as postal commu-
nication, email, phone calls, text (SMS)
messages, and face-to-face interactions
(Abraham, Joseph, 2019). This is sup-
ported by G. Azoev, E. Sumarokova and
G. Butkovskaya (2019) who state that the
situation in pharmaceutical advertising
has started to change drastically over
the last 10 years. Digital channels have
opened up new communication oppor-
tunities for contact with target audien-
ces to achieve educational and business
goals (Azoev et al, 2019). It is evident
that additional, contemporary marke-
ting communication tools have emerged,
including but not limited to blogs, social
networks, mobile applications, etc.

Given the variable effectiveness of
marketing communication tools, as no-
ted by P. McGettigan et al. (2001), and
the extensive range of tools used within
the pharmaceutical industry, the ques-
tion arises for managers of pharmaceuti-
cal organisations as to what specific tools
and methods are required to establish
and maintain relationships with health-
care professionals, while at the same time
promoting product sales. The research
object is therefore the direct marketing
and personal selling tools used by medi-
cal representatives.

The aim of the research is to eva-
luate the direct marketing and personal
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selling tools used by medical representa-
tives and to provide recommendations
for their effective use.

In order to reach the aim, the
research methods used were literature
review and comparison, interview as a
qualitative method, questionnaire survey
as a quantitative method for empirical
research, data analysis.

Direct marketing and personal
selling tools

Marketing communication elements
encompass advertising, sales promo-
tion, public relations, personal selling,
and direct marketing. These elements
can be employed individually or to-
gether to cultivate customer relation-
ships (Punchibandara, 2018). T. M. Dar
(2020) characterizes the marketing com-
munication mix as the amalgamation
of advertising, personal selling, direct
marketing, sales promotion, and public
relations. It is worth noting that each
element of marketing communication
exhibits unique attributes and may have
variations across industries, depend-
ing on its characteristics, objectives,
and customer profile (Dar, 2020). In the
pharmaceutical field, marketing com-
munication elements play a pivotal role
in effecting drug prescribing behaviour
(Ahmed, 2014). Thus 84% of the market-
ing endeavours in the pharmaceutical
sector are directed towards healthcare
professionals, as they serve as the primary
decision-makers from the manufacturer’s
perspective (Hailu, Workneh, Kahissay,
2021).According to a qualitative investiga-
tion conducted by A. D. Hailu et al. (2021),
the use of marketing communication

elements has a decisive impact on physi-
cians’ behaviour in recommending phar-
maceutical products.

When it comes to the daily work of
medical representatives, there are two
main elements of marketing communi-
cation used: direct marketing and per-
sonal selling.

Direct marketing is characterized
as the direct communication with cus-
tomers through various direct marke-
ting tools, which engage consumers and
prompt them to respond directly (Perci¢,
Peri¢, 2021; Karaxha, Tolaj, Abaz, 2016).
This approach underscores the establish-
ment of a direct relationship, bypassing
intermediaries (Elrod, Fortenberry, 2018;
Wilkinson, McAlister, Widmier, 2007).
Additionally, direct marketing enables a
more focused approach to creating highly
relevant offers by conducting research and
addressing specific consumer needs (Nu-
groho, Witarti, 2021), thereby conferring
a substantial competitive advantage. Well-
targeted direct marketing tools result in a
higher return on investment and do not
annoy those who are not interested in the
offer (Rzepakowski, Jaroszewicz, 2012).
Furthermore, direct marketing ensures
message personalization and confidenti-
ality, all achieved at a reduced cost com-
pared to personal selling (Hansen, 2009).

Personal selling is defined as direct
interaction between the seller and the
buyer, with the primary objectives of
achieving predetermined goals, such
as facilitating sales and nurturing en-
during customer relationships (Putra,
Astuti, Fadhli, 2021). This interaction
encompasses activities such as attentive
listening to customer concerns, assessing
their specific needs, and resolving any
issues they may encounter (Putra et al,,
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2021). Notably, the effective execution
of personal selling has been associated
with an increase in pharmaceutical pre-
scriptions (Bhatt, 2018). In the context
of the pharmaceutical industry, personal
selling assumes paramount significance
as it serves multiple purposes. Firstly, it
functions as a tool for reminding physi-
cians about existing pharmaceutical pro-
ducts, introducing them to new offerings
(Govindaraj, Satish Kumar, Anantha Sub-
ramanya Iyer, 2022). Moreover, it pro-
vides a platform to convey essential in-
formation regarding the benefits of these
products for the patient and potential
side effects (Punchibandara, 2018). Re-
search conducted by K. Bala and K. Shar-
ma (2019) reinforces the notion that reg-
ular visits by medical representatives are
the best means of raising awareness of
a pharmaceutical product. In alignment
with this, A. K. Hansen (2009) contends
that personal selling, referred to as “visi-
ting physicians” within the pharmaceuti-
cal context, stands as the most effective
method of promoting pharmaceutical
products, followed closely by direct mar-
keting approaches, such as samples and
direct mail. T. H. Siddiqui and R. K. Ya-
dav’s (2019) survey results affirm that
personal selling does play an important
role in identifying and prescribing medi-
cines for patients.

From the perspective of physicians, a
survey conducted in 2016 revealed that
43% of physicians regarded medical rep-
resentatives as one of the most valuable
sources of information (Gadhiya et al.,
2021). These results are reinforced by an-
other survey, where physicians consist-
ently identified visits by medical repre-
sentatives as the most effective mean of
acquiring information about medicines

(Bala, Sharma, 2019). Nevertheless, it is
worth noting that the use of personal
selling as a method is associated with
significant expenses (Hansen, 2009),
coupled with constraints in terms of
reaching a limited number of physicians
and incurring high costs related to medi-
cal representative time.

Traditional marketing tools are still
extensively employed by medical repre-
sentatives. K. Bala and K. Sharma (2019)
argue that telemarketing is only meaning-
ful to physicians when the call informs
them about the dosage, side effects, and
efficacy of the drug. Meanwhile, text
(SMS) messages are commonly employed
to disseminate information about goods
or services, provide links to website up-
dates, and serve as reminders for ap-
pointments or presentations (Abraham,
Joseph, 2019). Printed promotional ma-
terials, such as brochures, catalogues, and
leaflets, serve as effective tools for con-
veying validated information about spe-
cific medicines. These promotional tools
not only facilitate communication but
also function as reminders for products
that can be conveniently left for the phy-
sician after the visit (Dar, 2020). Notably,
direct mail, as sending catalogues, are still
prevalent. The provision of free samples
of medicines often serves as an incentive
for physicians to recommend products to
their patients (Jacob, 2018). K. Bala and
K. Sharma (2019) draw conclusions from
their study, suggesting that the distribu-
tion of complimentary medication sam-
ples, alongside the communication skills
of medical representatives, has a posi-
tive impact on the prescribing medicine
by physicians. Research results of use of
scientific medical journals, as direct mar-
keting tool, yields conflicting findings.
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Some studies assert that this tool is per-
ceived as a trustworthy and informa-
tive source of information, while others
contend that email-based information
is more frequently preferred over aca-
demic journals. This perception may be
influenced by various factors, including
the limited time available to healthcare
professionals for information retrieval,
analysis, and interpretation, the restric-
ted access to free academic resources,
and language barriers (Auruskeviciené,
Butkevi¢iené, Salc¢iuviené, 2015). The
significance of scientific and practical
conferences organized by pharmaceuti-
cal companies as well is ambiguous. For
instance, certain studies suggest that
physicians exhibit limited interest in at-
tending such conferences, there exists
a lack of enthusiasm for conferences as
a communication channel. Conversely,
another study underscores the positive
attributes of this tool, including its high
perceived value, credibility, and level of
details (Auruskeviciené et al., 2015). Per-
sonal selling can be executed through
diverse means, including face-to-face in-
teractions, telephone conversations, remote
video meetings, and other methods (Putra
et al., 2021).

New technologies are reshaping the
tools employed in various industries. In
the pharmaceutical sector, the pervasive
influence of information technology has
spurred its integration (Gadhiya et al.,
2021). A comprehensive exploration of
digital marketing tools used by phar-
maceutical companies in recent years
underscores the transformative shifts
occurring in the industry (Kulkarni,
2019). S. Wittayakom (2022) asserts
that digital marketing remains an evol-
ving domain within the pharmaceutical

sector. Notably, websites have become
indispensable for physicians seeking
specific medical information, providing
a reliable source that positively influen-
ces product selection (Auruskeviciené
et al., 2015). While the use of websites
in pharmaceuticals is relatively recent,
the majority of pharmaceutical compa-
nies already maintain websites offering
health and medicine-related information
as well as promoting company events.
Social media, identified as an emerging
marketing trend in pharmaceuticals
(Ahmed, 2014), though social networks
can be used effectively to interact direct-
ly with physicians, regularly share infor-
mation about products or services, and
invite them to events (Abraham, Joseph,
2019). Email, encompassing newsletters
and promotional content, is increasingly
perceived as beneficial by physicians
(Abraham, Joseph, 2019). Notably, the
transmission of medical information via
email stands out as particularly impactful
among one-way communication channels
(Auruskeviciené et al., 2015). V. Gadhiya
et al. (2021) highlight various methods of
electronic information transfer, including
remote video visits, online content reviews
with direct consultations by medical rep-
resentatives, teleconferences and webinars,
interactive consulting, and personalized
letters. They contend that new technolo-
gies are poised to play a pivotal role in
reshaping the pharmaceutical industry,
potentially phasing out traditional tools.
This prompts to research what marketing
tools are still used by medical representa-
tives, what is their impact on healthcare
professionals, what shift, if any, could be
meaningful and would result in higher
efficiency and physicians’ satisfaction.
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Research methodology

The research used both qualitative and
quantitative approaches. The qualitative
approach was used to interview medical
representatives, while the quantitative
approach was used to interview health
professionals from different specialties,
including doctors and nurses. The re-
search was carried out in Lithuania.

The interview method was chosen for
the qualitative research. Interviews were
undertaken with 9 medical representa-
tives representing three different phar-
maceutical companies. Interviewees were
required to possess more than 5 years of
experience and to have experience with
diverse pharmaceutical products, encom-
passing both prescription and non-pre-
scription medicines, medical aids, medi-
cal equipment, and hospital medicines.
The average work experience of the in-
terviewees was 13.8 years (ranging from 5
to 19 years). Two out of nine interviewees
specialized in prescription medicines,
five in non-prescription medicines, six in
prescription medical aids, two in medical
equipment, and one in hospital medicines.
The interviews probed into the most com-
monly employed marketing tools and
their impact on healthcare professionals,
the integration of information technology

and digital marketing, future prospects.
Interviewees were frequently limited to
naming only two tools seeking to keep fo-
cused on the main tools. The interviews
were conducted remotely in 2022.

Quantitative survey using a question-
naire targeted to healthcare professions,
working in Lithuania, including physi-
cians and nurses of diverse specialities.
The questionnaire covered questions
about the prevalent direct marketing
and personal selling tools used by medi-
cal representatives, asking to assess these
tools, evaluate the impact of these tools
on their decision-making, as well, de-
mographic questions. Some questions
required respondents to provide ratings
on a Likert scale.

After distributing the questionnaires,
207 completed responses were received,
but not all respondents encountered
medical representatives in their work.
Thus, for further analysis, 167 responses
were left, analysing only those, who en-
counter with medical representatives.
The demographic characteristics of all
respondents who participated in the re-
search are presented in Table 1. The size
of the study population is 35,988, compri-
sing 13,205 physicians and 22,783 nurses,
midwives, etc. (Higienos institutas, 2022).
The sampling error is 7.6%, with a confi-
dence level of 95%.

Table 1. Characteristics of survey respondents, percentage

Gender Age Position Work experience
Female 71.9% <30 yrs 31.1% Resident physician 22.6% <10 yrs 42.3%
Male 28.1% | 30-40yrs | 18.6% Physician 33.9% 10-20 yrs 20.8%
40-50 yrs | 22.8% Nurse 39.3% 20-30 yrs 21.4%
50-60 yrs | 19.2% | Other medical training 4.2% 230 yrs 15.5%

>60 yrs 8.4%
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The questionnaire survey was con-
ducted in 2022. The questionnaires were
distributed in both electronic and paper
format, with all responses then com-
bined for analysis.

Results of interviews with medical
representatives

To find out which marketing tools are
used by medical representatives, the
ones most commonly mentioned in-
cluded face-to-face visits, pharmaceuti-
cal brochures, catalogs, scientific litera-
ture, direct calls, clinical cases, events,
conferences, and roundtable discussions.
Face-to-face visits emerged as the most
favoured tool, with respondents high-
lighting the advantages of this method:
it allows for clarifying relevant issues
and finding solutions using the presented
products; it proves to be the most effective
method, targeting a specific audience and
reaching the client effectively. The second
most popular marketing tool is the use
of brochures/catalogs for pharmaceuti-
cal products and scientific literature. Re-
spondents justified this choice by stating
that it provides precise, curated informa-
tion; dissemination of product informa-
tion is the fastest way to achieve product
awareness and sales. The popularity of
these two marketing tools among medi-
cal representatives suggests that a prefe-
rence for direct visits is still prevalent,
and traditional, time-tested direct mar-
keting methods are still in use.

The most impactful marketing tool,
according to the majority of respon-
dents, is the face-to-face visit. According
to medical representatives, a face-to-face
visit offers the ability to comprehend and

address problems; serves as a reminder
about the product and the company; pro-
vides answers to questions; allows to share
up-to-date information from the manu-
facturer; enables the observation of the
interviewee’s needs, timely responses, and
the management of the situation by offe-
ring relevant details at that moment. In the
evaluation of respondents’ answers, there
is unanimous agreement that face-to-face
visits effectively address the immediate
needs of healthcare professionals. Given
the availability of physicians, a quick re-
sponse from a medical representative
to questions or concerns during an in-
person interaction is deemed the most
influential tool in shaping the physician’s
preferences. Face-to-face visits are also
identified as the most effective mean of
encouraging healthcare professionals
to prescribe or recommend the phar-
maceutical products to patients. Inter-
viewees noted that this marketing tool is
used every day or consistently. Medical
representatives increase the frequency
of visits to enhance the prescription /
dispensing of the represented pharma-
ceutical product. The more physicians
are prescribing the product, the more
attention they receive from the medi-
cal representative. The use of scientific
literature emerges as the most effective
way to enhance communication during
both in-person and remote visits. Inter-
viewees emphasized that using scientific
literature is the most engaging and trust-
building tool, providing evidence of the
product’s effectiveness. Physicians place
the highest trust in scientific literature,
finding it intriguing. These statements
affirm that the use of scientific literature
fosters trust in the medical representative
and the represented company, ultimately
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boosting sales. However, when commu-
nicating remotely, medical representa-
tives predominantly opt for emails due
to their perceived advantages: it fosters
a more personal connection; is convenient
for sending a larger volume of information
and event invitations. While opinions
may vary in some cases, the majority
of respondents still consider emails a
convenient means of information com-
munication. The majority of medical
representatives identified text (SMS)
messages as the least effective marketing
tool. Medical representatives explained
their choice by stating that it is not inte-
resting, they do not read it, and they don’t
have time; physicians find it intrusive and
distracting; in the opinion of many physi-
cians, this method of information delivery
annoys them, negatively impacting their
decisions to prescribe a pharmaceutical
product. From the perspective of medi-
cal representatives, it can be observed
that they have tried this direct marketing
method before and noticed the negative
reaction it provokes from physicians,
which usually results in the opposite, i.e.,
an unfavourable outcome for prescribing
the pharmaceutical product. For this rea-
son, this marketing tool is most common-
ly used only to invite physicians to events.

All respondents mentioned using in-
formation technology to a greater or les-
ser extent in their work. They based their
choice on the following reasons: when it
is possible, I use a tablet, especially when
reviewing clinical cases, scientific research,
visual materials; I use a computer, but not
frequently; I also often use flash memory
to record relevant scientific information for
physicians. Respondents emphasized the
assistance of information technology in
presenting visual materials. Information

technology provides the opportunity to
present the latest information clearly and
vividly and to update it more frequently
without significant financial expenses.
The most frequently mentioned IT de-
vice was a tablet computer. Responses
were based on opinions such as: it in-
creases the impact on physicians; it dem-
onstrates the effectiveness of the product,
initiates discussion; it saves time and en-
hances sales impact. The choices of all
medical representatives were based on
the demonstration of visual materials,
which increases the effectiveness of sales
and establishes contact with physicians.

Interviewees view the use of infor-
mation technology as acceptable for
healthcare professionals. Responses were
anchored in statements like physicians
appreciate it; it has a positive response;
information could simultaneously reach
multiple clients, leading to cost savings
for the company; this approach enhances
persuasiveness by showcasing images and
clinical cases, capturing attention, and
facilitating discussion, debate, and sales.
However, some respondents indicated
that this is not universally accepted
by healthcare professionals, providing
examples like personal experience shows
that this is not appealing to most, direct,
personal contact remains the most at-
tractive and effective tool. Medical rep-
resentatives were asked to comment on
whether they observe changes in the
pharmaceutical market influenced by
digital marketing. Positive responses
acknowledged the rising popularity of
digital marketing, emphasizing its fo-
cused nature. However, they highlighted
the necessity for discussions involving at
least two participants to yield feedback
and benefits. Interviewees also pointed
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out instances where companies optimize
websites, ensuring easy access for consu-
mers through search channels, advertising,
and social network dissemination; busi-
nesses that grasp the internet’s importance
and invest effort in this area are available
24/7; the majority of interviewees have
adapted to teleconferencing, while atten-
dance at traditional contact conferences is
declining. Contrarily, a few interviewees
claimed not to notice changes shaped by
digital marketing, stating that healthcare
professionals generally exhibit low interest,
especially during remote lectures where
their focus on content diminishes. Two
distinct positions emerge from these re-
sponses: some believe digital marketing
accelerates information dissemination
and broadens engagement, while others
contend that it lacks significant impact
on medical professionals.

In assessing future perspectives,
the majority of interviewees expressed
the belief that the nature of their work
might change, necessitating increased
use of information technology in their
daily routines. Some of the statements
include: I believe that more attractive
forms than those currently available will
emerge; there will be more frequent use
of information technology; perhaps there
will be less reliance on direct visits, but
the dissemination of digital information
alone will not guarantee sales; this field
will transition more towards remote and
optimized communication; a good marke-
ting specialist can achieve much more by
strategically distributing information and
events to specialists than an entire army
of directly traveling representatives. Based
on the responses of the vast majority, it
can be stated that medical representa-
tives are recognizing changes shaped

by information technology and digital
marketing, gradually becoming integral
part to their daily work. Interviewees
anticipate that the nature of their work
may evolve in the future, with the roles
of medical representatives increasingly
aligning with responding to the needs
of modern society and implementing
changing functions in the role of a medi-
cal representative.

Results of survey of healthcare
professionals

To determine how medical representa-
tives most frequently reach healthcare
professionals, various marketing tools
were presented for evaluation, asses-
sing the frequency of information ob-
tained through each marketing tool. As
shown in Table 2, information is most
commonly provided through thematic
events (average score 3.97), face-to-face
visits (3.57), printed brochures (3.34),
and email (3.26). Healthcare profession-
als also consider these methods to be the
most convenient and informative. The
research results indicate that thematic
events are considered highly convenient
(4.26) and informative (4.32). Face-to-
face visits remain in second place, being
informative (4.14) but less convenient
(3.88). Email is considered a more con-
venient method (3.71) than printed ad-
vertising brochures (3.34), and although
it may seem that both tools can provide
the same information, the informative-
ness of email (3.46) is rated higher than
that of printed advertising brochures
(3.39). This may be related to the ability
to easily find information when needed,
given the abundance of information
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Table 2. Assessment of marketing tools used by medical representatives, average score

Frequency . Informative- | Encouraging | If I were a medical
.. Convenience . . .
of obtaining , | mnessofthe | interestinthe | representative,I
A . of the tool s .
information’ tool product would use ...°
Thematic events 3.97 4.26 4.32 4.46 4.51
Face-to-face visit 3.57 3.88 4.14 4.15 4.20
Social networks 2.78 2.89 2.95 3.06 3.21
Printed brochures 3.34 3.34 3.39 3.43 3.62
Text (SMS) messages 2.36 2.84 2.65 2.50 2.57
E-mail 3.26 3.71 3.46 3.27 3.73
Phone call 2.49 2.50 2.56 2.32 2.49
Direct mail 1.85 2.02 1.97 1.82 2.10

'_ 1 - never, 5 - very often
2 _ 1 - very inconvenient, 5 - very convenient

® _ 1 - completely uninformative, 5 - very informative

available, which is easier with email
Social networks, text (SMS) messages,
telephone calls, and direct mail are per-
ceived as less convenient and informative.

In order to find out to what extent the
choice of marketing tool is important in
stimulating a physician’s interest in a
pharmaceutical product, it was found
that 57.5% of healthcare professionals
said that the marketing tool used has an
impact on the interest in a pharmaceuti-
cal product; 30.5% said that it does not
have an impact.

The most impactful for generating
interest in products are thematic events
(4.46), face-to-face visits (4.15), printed
brochures (3.43), and email (3.27). Addi-
tionally, social networks stimulate interest
in products (3.06), even though in pre-
vious questions, this tool was rated with
lower scores. When respondents were
asked about the tools, they would use
themselves if they were medical repre-
sentatives, their responses were identical
to the current usage. Respondents would

*_ 1 - completely discouraging, 5 - very encouraging

%1 - would never use, 5 - definitely would use

use thematic events (4.51), face-to-face
visits (4.20), email (3.73), printed bro-
chures (3.62), and social networks (3.21).
In summary, it can be concluded that the-
matic events and face-to-face visits are
dominant tools in all criteria. Simultane-
ously, a need for digitization is evident;
email is considered more convenient and
informative than printed brochures, and
respondents would use it more frequent-
ly if they were medical representatives.
There is also a clear demand for increased
use of social networks; respondents
would use them more frequently if they
were medical representatives.

The research aimed to understand
how physicians perceive the information
received from medical representatives.
When asked how often they doubt the
accuracy of the information they receive,
most respondents, 61.2%, said they rarely
doubt the information they receive. This
response affirms a strong communication
bond and trust between healthcare pro-
fessionals and medical representatives.
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The study also sought to explore how
physicians view the marketing tools used
by pharmaceutical companies and their
representatives in general. Observing
the distribution of respondents based on
the percentage of answers, it is evident
that the majority, 62.5%, chose a more
positive response, while 25.6% expressed
consistently positive views. To sum up,
total of 88.1% of respondents, i.e. the vast
majority of healthcare professionals are
in favour of the marketing tools used by
medical representatives.

Respondents were asked to assess
the importance of regular reminders
of product information for prescri-
bing a pharmaceutical. The majority of
respondents, 51.8%, chose that it is im-
portant, while 36.1% indicated that it is
very important to them. Overall, 87.9%
of respondents agree with this perspec-
tive, emphasizing that the reminding
and updating of pharmaceutical product
information is genuinely important for
healthcare professionals.

Different marketing tools and their
impact on more frequent prescription
or recommendation of a pharmaceuti-
cal product were analysed. It was found
that three response options dominated:
direct visits from medical representa-
tives — 27.1%, thematic events - 26.5%,
and samples of the pharmaceutical prod-
uct — 18.7%. The results suggest that for
healthcare professionals, the importance
lies not only in direct visits from medi-
cal representatives or participation in
thematic events but also in the review,
testing, and monitoring of pharmaceuti-
cal products. Additionally, more frequent
prescription and recommendation of
pharmaceutical products could be en-
couraged by printed brochures (10.2%).

The roles of other tools, such as social
networks — 5.4%, emails - 6.6%, phone
calls — 2.4%, SMS messages — 1.8%, di-
rect mail - 1.2%, are minimal. Evaluating
other factors that could encourage phy-
sicians to prescribe/recommend a phar-
maceutical product, training and pres-
entations on the product theme are the
most encouraging factor (average score
4.41). However, the competence, know-
ledge, and familiarity with the product
of the medical representative are also
crucial (4.34), along with objective and
up-to-date information from the medi-
cal representative about the product
(4.19), the quality and advantages of
the specific pharmaceutical product
over competitors (4.10), concise, clear,
and brief verbal information about the
product (3.98), very concise, clear and
brief oral product information (3.86), ac-
tive use of direct marketing tools by the
medical representative (3.42), and even
friendly relations with the medical rep-
resentative (3.31). The personal qualities
of the medical representative and how
they are perceived by physicians can also
influence the frequency of prescribing /
recommending a pharmaceutical product,
a view endorsed by 72.6% of respondents.

Pharmaceutical companies often in-
corporate the use of information tech-
nology in the presentation of phar-
maceutical products. Research results
indicate that healthcare professionals
consider accessible information tech-
nology important, with the majority,
93.9%, supporting more active use of
information technology when presen-
ting pharmaceutical products. The most
acceptable form of information techno-
logy usage is remote conferences and
seminars (average score 4.26). Sending
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personalized electronic emails is also
considered acceptable (3.70). Although
previously unconventional, the use of
remote video visits is now becoming ac-
ceptable (3.22). The least acceptable form
is communication over the phone while
reviewing online content (websites, so-
cial media information, electronic press)
(2.92). Interactive training using infor-
mation technology equipment (4.09), va-
rious medical simulations (3.98), the use
of tablets for visual information (3.39),
mobile applications (3.23), and remote
video calls (3.03) would be most likely
to stimulate interest in pharmaceutical
products. The positive evaluation of in-
formation technology usage by the ma-
jority underscores the approval of such
technology and enables drawing con-
clusions regarding the necessity for its
broader application.

Comparison of research results

Summarizing the research findings from
healthcare professionals and medical

representatives, the areas where the opi-
nions varied were identified. The main
differences in opinion were observed in
the application of three tools: thematic
events, medical representatives visits,
and the use of information technology.

Thematic events (conferences,
seminars, roundtable discussions, etc.)
Survey results from healthcare profes-
sionals revealed that the majority of
professional information reaches them
through thematic events. This method
is considered the most effective in en-
couraging interest in a product. If they
were medical representatives themselves,
healthcare professionals, especially phy-
sicians, would primarily use this method.
Additionally, this method was ranked
second in importance for the promotion
of pharmaceutical products. Although
medical representatives do not frequent-
ly use thematic events, they acknow-
ledge their effectiveness for healthcare
professionals. Divergence of opinions re-
garding thematic events is presented in
Figure 1.

In the opinion of healthcare professionals:

 They frequently attend thematic events

* Thematic events

would

contribute to recommending the

pharmaceutical product to the patient

* Thematic events are the most convenient, reliable, and informative
tool of receiving information

» Thematic events encourage interest in the pharmaceutical product

» Thematic events are the first-choice method for transmitting

information

* They receive the most professional information at thematic events

In the opinion of medical representatives:

» Thematic events are not used very often for
information dissemination

* Some agree on the effectiveness of thematic
events for healthcare professionals and their

significance

in  prescribing/recommending

pharmaceutical products

Fig. 1. Divergence of opinions regarding thematic events
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When evaluating the divergence of
opinions, it would be worthwhile to con-
sider organising more frequent thematic
events. This is particularly important
given that, according to health profes-
sionals, most professional information
is provided at these events. Additionally,
considering the established favourabil-
ity of healthcare professionals towards
thematic events and their approval of
the use of information technology, it is
debatable to contemplate not only in-
person but also remote events and their
ratio of usage between in-person and re-
mote events.

Medical representatives’ visits. The
research results reveal a distinction in
the perspectives of healthcare profes-
sionals and medical representatives re-
garding the visits conducted by medical
representatives. Medical representatives
assert that direct contact visits are the
most commonly used and most effective
marketing tool, receiving the greatest at-
tention. On the other hand, healthcare
professionals argue that visits rank se-
cond in terms of the importance of the
method of receiving information and
encouraging interest in the product.

However, they could contribute most to
prescribing/recommending pharmaceu-
tical products more frequently. If they
were medical representatives themselves,
healthcare professionals state that they
would use visits as a secondary market-
ing tool after thematic events. Diver-
gence of opinions regarding visits is pre-
sented in Figure 2.

When evaluating the effectiveness of
visits to promote or recommend phar-
maceutical products, it is important to
consider not only in-person visits, but
also remote visits. This is especially
important given that visits are a costly
marketing tool for medical representa-
tives and are valued less by healthcare
professionals than thematic events. Cur-
rently, medical representatives are pri-
marily focused on face-to-face visits, but
a change in their format could be bene-
ficial in terms of costs, acceptability, and
effectiveness. Additionally, remote vi-
sits could be more frequently utilized
for those healthcare professionals who,
based on applied segmentation, are visi-
ted less frequently or when trying to
adapt to each individuals scheduling
preferences.

In the opinion of healthcare professionals:

* Visits through direct contact are second in terms of the
importance of the method for receiving professional information
* Visits through direct contact are ranked second in terms of
convenience, reliability, and informativeness as a means of

receiving information

» Face-to-face wvisits contribute the most to more frequent
prescription and recommendation of pharmaceutical products to

patients

In the opinion of medical representatives:

 Visits through direct contact are the most commonly
applied marketing tool

« The greatest attention is given to face-to-face visits

Fig. 2. Divergence of opinions regarding medical representatives’ visits
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Information technologies. When  of opinions regarding information tech-
comparing the obtained research results, = nologies is presented in Figure 3.
a discrepancy in opinions and the use However, medical representatives

of information technologies by medical
representatives was observed. Health-
care professionals hold a highly favour-
able view of information technologies
and would support their more frequent
use by medical representatives. Remote
conferences, seminars, email, and vir-
tual visits are especially well-regarded.
However, medical representatives do not
have a unanimous opinion on informa-
tion technologies. Although the majo-
rity of them attempt to use information
technologies to some extent, primarily
through the use of tablet computers for
visual presentations, they do not share
a common view. Medical representa-
tives are divided into two groups, some
asserting that information technologies
are/are not acceptable for physicians,
and others debating whether digital
marketing is/is not relevant. Divergence

agree that the range of tools used by
medical representatives may change in
the future and that information technol-
ogy will be used more frequently. This
conclusion aligns with the statement by
V. Gadhiya et al. (2021) that new technol-
ogies will play a crucial role in the phar-
maceutical industry, and it is likely that
the traditional sales model will gradu-
ally phase out. Therefore, by considering
the time-saving benefits for healthcare
professionals and aiming to enhance ef-
ficiency and effectiveness, the increased
use of information technologies could
emerge as a future trend. The acceptabi-
lity of information technologies among
healthcare professionals encourages the
exploration of more efficient solutions,
new ways of IT usage in the daily work of
medical representatives, including email,
social marketing, and website usage.

In the opinion of healthcare professionals:

* The incorporation

of

IT into pharmaceutical product

presentations is highly regarded
* They recognize the positive benefits of IT and would support

more active IT usage

* Remote conferences and emails can significantly contribute to

time savings

« Interactive training would stimulate greater interest

In the opinion of medical representatives:

* They are hesitant about whether IT and digital marketing
are relevant and acceptable to healthcare professionals

e Some assert that IT is not acceptable to healthcare

professionals

* They do not notice the positive impact that digital
marketing could bring

* IT may be more frequently used in the future
* The responsibilities of medical representatives may change

in the future

Fig. 3. Divergence of opinions regarding information technologies
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Conclusions

In the pharmaceutical industry, a medi-
cal representative is the first and most
important contact a pharmaceutical
company has with healthcare profes-
sionals. The most commonly used mar-
keting tools in the work of a medical
representative are direct marketing and
personal selling, which complement
each other, and their combination can
increase sales. Direct marketing allows
for personalised messages and provides
information at a lower cost than perso-
nal selling. It creates a direct relationship
with customers and encourages quick
responses and the development of long-
term relationships. Personal selling is
considered to be the most effective mean
of increasing awareness of pharmaceuti-
cal products. Through personal selling in
pharmaceutical industry, detailed infor-
mation about the use of the pharmaceu-
tical product, its benefits to the patient,
or potential side effects are conveyed.
Medical representatives use a variety of
traditional and digital marketing tools,
including direct mail, telemarketing,
text messaging (SMS), catalogues and
brochures, as well as sample distribu-
tion, scientific publications, events, visits,
websites, social media and email. Phar-
maceutical companies are becoming in-
creasingly involved in digital marketing.
Medical representatives are encouraged
to use smart electronic devices such as
laptops or tablets to maintain active re-
mote contact, organising virtual visits,
online conferences, training sessions, etc.
Due to the increasing use of digital plat-
forms by healthcare professionals, more
investment is being made in tools that
can reach healthcare professionals.

Medical representatives still most
commonly choose a visit through di-
rect contact as the most frequently used
marketing tool. This decision is based
on the belief that a visit has an impact
on healthcare professionals and most
effectively promotes the prescription
or recommendation of pharmaceutical
products to patients. According to medi-
cal representatives, personal selling is
strengthened most by the use of scien-
tific literature, which influences the phy-
sicians’ trust in information and ensures
a long-term relationship between the
medical representative and the health-
care professional. In the opinion of the
majority of medical representatives, in-
formation technologies are not always
acceptable to healthcare professionals,
and digital marketing is also perceived
ambiguously: ones see digital marketing
contributing to faster information dis-
semination, while others believe that
digital marketing has little impact on
healthcare professionals.

When healthcare professionals in-
teract with pharmaceutical company’s
medical representatives, they most
commonly encounter thematic events
(conferences, seminars, etc.), visits from
medical representatives, printed bro-
chures, and electronic letters sent by
pharmaceutical representatives. In the
opinion of healthcare professionals, the
marketing tools used by medical repre-
sentatives are important and have a direct
impact on the healthcare professional’s
decision to allocate or recommend a par-
ticular pharmaceutical product. Thema-
tic events, as well as visits from medical
representatives, are considered the most
convenient, informative, reliable, and im-
pactful marketing tools used by medical
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representatives. Additionally, healthcare
professionals highly appreciate the use
of information technologies by medical
representatives.

The results obtained confirm that the
use of traditional marketing tools is still
widespread, but there is a favourable en-
vironment for a shift to the use of mar-
keting tools in other ways. Considering
the results, it is recommended not only
to discuss face-to-face but also remote
events and their usage ratio. The same
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MEDICINOS ATSTOVY NAUDOJAMUY TIESIOGINIO MARKETINGO IR ASMENINIO

PARDAVIMO PRIEMONIY VERTINIMAS

Santrauka

Farmacijos pramonéje pardavimo praktika skiriasi
nuo jprastinio pardavimo, nes galutinis vartotojas
néra asmuo, priimantis sprendima jsigyti farmaci-
jos produkta. Farmacijos produkta (vaista, medi-
cinos pagalbos priemone, medicinos jranga arba
kt.) skiria medicinos sektoriaus darbuotojas ir jis
priima sprendimus. Asmuo, kuris jsigyja farmaci-
jos produkta, yra pacientas (Dar, 2020). Farmacijos
jmonése pardavimo funkcijas vykdo medicinos at-
stovai, kurie uzsiima asmeniniu pardavimu sveika-
tos priezitros specialistams, naudodami tiesiogi-
nio marketingo priemones (Punchibandara, 2018).

Siame straipsnyje nagrinéjama, kaip tikslingas
marketingo priemoniy pasirinkimas ir pritaiky-
mas gali padéti medicinos atstovams didinti $iy
priemoniy paveikuma medicinos sektoriaus dar-
buotojams. Tyrimo objektas — medicinos atstovy
darbe naudojamos tiesioginio marketingo ir asme-
ninio pardavimo priemoneés, o issikeltas tikslas —
jvertinti naudojamas priemones ir pateikti reko-
mendaciju, kaip Sias priemones efektyviai naudoti.

Tyrimo metodai apima mokslinés literattros
analizg, kiekybinj tyrima naudojant anketa, duo-
meny analize ir kokybinj tyrima pasitelkiant pu-
siau struktiruota eksperty interviu.

Gauti tyrimo rezultatai patvirtina, kad tra-
dicinés rinkodaros priemonés vis dar placiai

naudojamos, taciau egzistuoja palankios salygos
pereiti prie kity juy panaudojimo buduy. Atsizvel-
giant | gautus tyrimo rezultatus, aktualu organi-
zuoti ne tik tiesioginius, bet ir nuotolinius ren-
ginius, diskutuoti apie jy naudojimo santykj. Tas
pats pasakytina ir vertinant vizity poreikj; aktualu
planuoti ne tik tiesioginius, bet ir nuotolinius vizi-
tus. Tai galéty bati naudinga islaidy, vizito pobt-
dzio priimtinumo ir vizito efektyvumo aspektais.
Viena i§ galimy tiesioginio marketingo ir asme-
ninio pardavimo ateities krypciy yra platesnis
informaciniy technologiju (IT) panaudojimas. Tai
apima ne tik IT naudojimg vizity ir renginiy metu,
bet ir kasdieniame medicinos atstovy darbe, kuria-
me galéty bati labiau naudojamos tokios priemo-
nés kaip elektroninis pastas, socialiné rinkodara ir
interneto svetainés, ieSkoma naujy juy panaudoji-
mo bidy. Tinkamai pasirinke ir pritaike marke-
tingo priemones, medicinos atstovai gali padidinti
$iy priemoniy paveikuma medicinos sektoriaus
darbuotojams. Sio tyrimo duomenys bei pasiii-
lymai gali padéti farmacijos imonéms planuoti ir
igyvendinti marketingo strategija, pasirenkant bei
derinant skirtingas, taciau tikslingas marketingo
priemones, siekiant gerinti savo veiklos rezultatus.



