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& Improve Your Marketing Results
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HCP access significantly declined.

2008
Based on 240.000 to 347.000 physician. Source: ZS Associates

accessible physicians (US)

44%

79%

0%
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2016

Your Challenge

Source: EPG Media

of HCPs say visits by sales 
reps provide “little to no 
value”. 

53%

Houston, we have a problem. Access to Health Care 
Professionals (HCP) has plummeted. It has declined by 
almost 50% over the last decade. 

Of course, there are multiple reasons for this and some 
are outside our control. Like the increasing role of payers 
in the decision process, leading to stricter protocols and 
more focus on cost.

There is one apparent reason for the decline that we cán 
control as marketers. EPG media concluded in a research 
from 2013 that more than 50% of HCPs currently say 
sales reps bring little to now value. 

Dear marketer, you are needed. Now more than ever. Help 
sales reps to tailor your key messages and content to the 
individual needs and preferences of the physician. Add 
more value and be more influencial – at the same time. 

Dear marketer, make your Aids Details More 
Intelligent!



Even when you are marketing to 
your entire customer base, you are 
still simply speaking to a single 
human at any given time.
Ann Handley

“



Use a CLM for 
your detail aid
Despite pharma’s widespread adoption of CLM, 
many in the industry fail to appreciate its value 
for better engaging with HCPs and developing 
stronger key messages.

A survey by PwC found that many field reps 
view Closed Loop Marketing platforms with 
suspicion. “A lot of sales people regard them as 
tools for monitoring how they perform, rather 
than as tools for helping a company
manage its relations with its customers”.

Unfortunately, many pharma marketers also 
miss the point—and simply convert print 
materials into digital copies, without leveraging 
features to make your Detail Aid Intelligent,  like 
navigation, interaction, content routing, rich 
content and the ability to collect statistics and 
sync with CRM. 

“As an industry, we’re terrible at segmentation. We tend to 
create e-details as a one-size-fits-all. One of the things that CLM 
can help us do is narrow our focus on particular target 
audiences and then tailor our offerings to those audiences”
Benjamin Tilly, digital and multichannel manager, Sanofi.

“People don't know where to put CLM within a company. It is not 
IT, nor is not communications. It affects everything. CLM is 
about optimizing communications with target audiences be they 
doctors, patients or payers.”
Huw Tippett, Novartis' head of global sales. 

“CLM is a process that 'closes the loop' between marketing, 
sales and physicians and measures campaign results through 
tracking and acting on responses. It enables the sales rep to 
delivers a tailored and needs based message” 
Michele Lesueur, of CML Marketing at Novartis Oncology

“I think pharma is behind most other industries, certainly those 
within financial services. We often have unsophisticated targeting 
systems and use a segmentation process that is out-dated in a 
world where customers expect individual needs met with individual 
solutions.” 
Alex Butler, Communications Manager at Janssen Cilag

Quotes edited, from FirstWord Pharma
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Structure your detail aid 
like a story
Stories, one of the oldest 
methods devised by humans 
for communicating 
information clearly and 
memorably, are also one of 
the best—especially in 
situations where it is 
important to establish a 
context for your argument or 
key message.

Barbara Minto offers a useful 
format when it comes to 
storytelling in a business 
context, a linear sequence 
known as SCQA: Situation, 
Complication, Question, and 
Answer.

Situation
Begin by describing 
an issue familiar to 
your target listener. 
This creates a 
context in which to 
interpret your 
“story”, and shows 
how well you know 
your listener.

divide your detail aid in different chapters

Complication
Highlight the negative 
or inefficient aspects 
of their situation. If 
you’re describing 
these problems 
accurately, you’ll
provoke anxiety and 
capture their 
attention.

Question
Say aloud the 
question that is at
the heart of the 
listener’s unsolved 
problem. This simple 
act will create tension 
and a hunger for 
resolution in the 
listener’s mind.

Solution
Reveal your 
revolutionary solution
or insightful piece of 
advice, and offer the 
benefits supported by 
solid data and clear 
logic
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Make it easy to
navigate
Group and drill down
Group all your content per step (see page 6). 
This makes it easy to access all related 
information and drill down from overview to 
details. 

Add links to navigate
Add links on the content to quickly navigate 
inside a group. For example, in step 2 you see 
an overview slide of all content in the slide, with 
links to every slide. 

Add a contextual menu
Add a contextual menu showing relevant 
options per slide. For example, you can use a 
main menu for all topics (steps), and then add 
a menu per group to navigate inside the step.

Efficacy Xirion Patients StudiesDiseaseSide effects Safety

Main menuContextual  menu

Example Top menu
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Tailor delivery based 
on indivual needs
Using a regular, linear presentation forces your 
sales rep into a linear, non-flexible story. But a 
great sales meeting is not a one way presentation, 
it’s a conversation, a dialogue. HCPs have 
different perspectives, beliefs and needs. It’s 
crucial to adjust your detail aid to these individual 
needs and tailor your messages. 

You can accomplish this much easier that you 
might think. Don’t think content, think structure. 

Group your detail aid in chapters (see: page 6) and 
add links and a menu to easily navigate (see: page 
7). Now the sales rep can personalise the 
messages based on needs and preferences of the 
individual HCP. We call this: the meeting canvas.
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Example of a meeting canvas



As an industry, we’re terrible at 
segmentation. We tend to create e-
details as a one-size-fits-all. 
Benjamin Tilly, digital and multichannel manager, Sanofi.

“



Individualize by 
adding questions
Sounds great right? Direct your conversation to 
the elements that a HCP thinks are relevant and 
important. And it is awefully simple to implement. 
No Artificial Intelligence needed. Just ask!

Build questions into your content that redirect to a 
specifically prepared part of the Detail Aid. So you 
don’t loose valuable time and can start influecing 
immediately.

We call redirects links, just like on a website, and 
they are supereasy to add and manage. And yes, 
you can collect the answers as well as statistics, 
so you know what HCPs in general think is 
important. 
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Make your pages 
interactive
Adding interactivity provides the sales rep with even more 
options to personalize the page (or key message) for the HCP.  

Group information usings tabs
Tabs are great to show the viewer instantly all the different 
studies or arguments you have related to one topic. In the 
example on the page there are tabs for 3 studies that all relate 
to the effectiveness of the product. All within reach of a single 
click. 

Click to show more information
Add all elements to the page and offer more information on a 
click, eg with a pop-up. 

Click to go to the next step
Browse with arrows (< >) through the steps of a time line or 
story provides the sales rep great control to deliver the 
message.

11

Show more Next step

Tabs



Have multiple 
stories ready
The non-lineair meeting canvas (see page: 8) helps to tailor 
the messages from your detail aid to specific needs and 
preferences of a HCP. You take it one step futher, developing 
multiple stories (and thus: multiple canvasses). 

This process consists of 3 steps:
1. Develop different HCP user persona’s (think: role, 

adoption ladder, personality type)
2. Take your detail aid and optimize for every user persona
3. Create links between Detail Aids
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Reroute to multiple stories

Example persona Change detail aid

Sensing Focus on data,  details and facts, emphasize tried & trusted position

Intuitve Start with abstract ideas, the big idea and future possibilities

Thinking Build your argument logically and consistently. Offer a set of rules to decide

Feeling Focus on the impact of patients, reason ‘from the inside up’, adhere to values



One key idea at the time

HCPs will only 
remember pieces 
of your detail aid, 
so it’s important 
that your slides 
present them with 
the key points you 
want them to walk 
away with. When 
you give too much 
information all at 
once, you dilute 
your message and 
cause each person 
to remember 
something 
different.

One key idea per 
slide helps to 
absorb it and 
ensures everyone 
is taking away the 
same message.

A detail aid should 
support a sales 
rep, not the other 
way aorund. By 
offering one clear 
idea per slide, the 
sales rep will 
understand when 
to use the slie in 
the conversation. 
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Reasons most mentioned by reps

Why sales reps do 
not like Detail Aids

Source: Shaman

We hear from marketers that sales reps do not 
use detail aids. We hear back form sales that 
marketing does not support them with content 
that is usable in short meetings with time-
constrained and hard-to-impress HCPs. 

We decided to go out and learn more. We 
performanced 25 in-depth interviews with 
sales reps from 5 different pharma companies. 

It turned out that most sales reps already are 
customer centric. The e-detail aid does match 
the sales representative's ability to deliver the 
personal touch, build relationships or 
understand and overcome objections. 
Therefore, they see the detail aid as a burden, 
rather than a tool to help. However, when 
made Intelligent, a Detail Aid can easen up 
their job and improve their results. 

0 20 40 60 80 100

Content in different places

Hard to navigate

Not easy to find content

Content not client oriented

Old content

Not enough content/ details

Structure not usable in cold call



Create a 
toolbox

1. Share knowledge 
• Detail Aids
• Reprints, studies
• Presentations from medical
• Cost calculators
• Interactive simulator
• 3D model
• SmPC
• one pagers
• Competitor analysis
• All this content should be 

shareable as well!
2. Patient information
• Disease/product information
• Dosing information
• Your patient services

3. Education
• Education programs
• (Online) HCP services 

program
• Instruction video’s
• KOL video’s

4. Health care domain
• Health care news & analysis 

(eg payers, regulation)
• Health care trends
• Patient demographics, 

developments
• Specific disease/ health care 

topics (eg gdpr)
5. Sales rep training
• Education materials
• All your company 

activities/communication
• Monthly updates
• Quiz

Toolbox Content 
ideas 

Sales teams have the ability to 
gain trust and build a relation-
ship with HCPs. They might 
need more than a detail aid to 
meet the needs of HCPs. 

Empower your sales team with a 
digital toolbox full of content 
and tools that enable the sales 
rep start acting as a solution 
provider. 
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The Power of visualisation

80%
most of us
are visual 
learners1

+400%
we remember 
more when we 
see + hear1

x600
we process 
visuals much 
faster than text2

66%
of activity in the 
brain is proces-
sing visual input1

(1) ImageThink. “True or false? 
Visuals are a superior medium for 
information” 31 Oct 2012 (2) D. 
Vogel, Persuasion and the Role of 
VisualPresentation Support: The 
UM/3M Study (3) McCabe, Seeing 
is believing (2008)

Remember more Understand better Believe more often

+33%
of people are
persuaded when
presentation
has images3

Sales reps should use details aids, because HCPs will better remember, understand and believe. 
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Benefit from
animation
Animating elements of a detail aid are a great way to visually 
explain and enforce your key messages. 

Break up the slide in different ‘states’
Add interactive animation to build up a information heavy 
slide to break it down in multiple states. The complete page 
can be overwhelming and as it directly shows the complete 
visual (the end result) may ruin the carefully designed 
reasoning behind it. Cut the message into multiple states 
and build up the message: state-by state.  

Animate a graph
Use animation to build up a graph gradually. This enables the 
sales rep to deliver the story with the graph step-by-step. For 
example, it can put a more dramatical effect on a particular 
part of the graph. “What do you think happened after week 
5?” can be a great way to create interaction around data 
results and develop the story.
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Immersive content
Capture the attention of HCPs 
withimmersive 3D  content. 

Recent technology breakthroughs 
have made it possible to bring the
3D experience to mobile devices.

18

even visualisation of your 
marketing key messages. Shaman 
has developed a real time 3D 
viewer that runs on iPad. 

This opens the door to many new 
ideas for innovative pharma 
marketers. Think about: an 
interactive 3d model, the animation 
of a device, mode of action or
disease progression and



Simulate and 
calculate
Looking for even more ways to make your 
detail aid intelligent? You can create 
simple html apps and calculators that 
visualize a particular “what-if” scenario. 

A calculator
Offer a calculator to show cost 
advantages or related effects based on 
emperical evidence. 

A scenario visualiser
Offer a few simple sliders to change 
parameters in your model and visualize 
the result. 

19



is what a sales team of 15 reps 
can accomplish every year.

10.000 personal contacts



Monitor data 
+ get insights
In a large room full of pharma marketers in 
Belgium we found that only 2% of marketers 
measures data from sales calls. That’s a 
somehow dissapointing number. 

Data helps marketers to test ideas, learn from the 
results and improve accordingly. Like the famous 
Peter Druckner once said: “If you can't measure it, 
you can't improve it”. And when you think about it, 
its quite obvious: if you don’t know the results, you 
can't possibly get better at it. Without feedback 
you don’t learn. You simply have little idea if you 
are going in the right direction or not.

If you want to test ideas to first need to define the 
result you want to measure against. We offer you 
a few: (1) rating of the HCP (eg: NPS), (2)

educated guess by the sales rep (communication 
ladder, rating) of (3) usage of content (per slide) 

In Shaman you can see data represented as ‘heat 
maps’, so you see which content is discussed. 
Above you see a real life case that shows some 
content at the end of the detail aid gets a lot of 
attention. After the marketing team found out, 
they repositioned the key message and altered
the structure. 
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“
Peter Druckner

If you can't measure it, 
you can't improve it.



Autosegment using 
your detail aid
“Half the money marketers spend is wasted; the 
trouble is they don't know which half”, is a big 
challenge in marketing. 

Effective targeting is the best solution to this. 

But pharma companies seem to have trouble 
building profiles of their customer base. Although 
the industry will face some new issues related to 
privacy regulation (GDPR), building a usefull 
profile is relatively straight forward. 

Usually, this is a combination of the customers 
potential to prescribe (# of oatients) and their 
position on the adoption ladder. Other elements 
can be the extent to which they advocate of your 
company/brand, or their accessibility by your field 
force. 

Why not collect data to build this profile in your detail 
aid? Repackage profiling questions in your story line. 
And save the answers given  so you can build a profile 
after the meeting. That might be an intelligent to 
quickly, accuratly and structurally collect data on your 
customer base to make targeting a reality. 
NB: also use this to collect preferences and 
even use this to get a signed GDPR consent. 
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Concent Form

Consent for services

Hematology platform quarterly

Last name

First name

Email

License

Signature

Date

Employee

Johnson

John

john@johnson.com

NL345.12345

10.01.2018 at 13:45 CET

Maurice van Leeuwen

Service Frequency

Education services weekly

Health care news 5-10x

Newsletter Oracle weekly

Medical alerts NA

Personal data



Get insights from 
your call reports
All pharma sales reps are obliged to make call 
reports. Most don’t like it. Few spend the time. 

But you should think differently about call reports. 
Image you get data from hundreds of calls every 
week. Useful data. Like: what is the most 
mentioned obstacle for HCPs to go to stage ‘light 
prescriber’ in the adoption ladd. Or: what is 
content most often used in conversations with 
HCPs that moved from resistant in the adoption 
ladder. This is possible. And not very difficult. 

The main idea here is make sure sales reps use 
‘tags’ when the create their call reports. Have a 
tag for every possible answer, and add the ability 
for reps to create new tags themselves when 
necessary. Very simple right, but this way you can 
do quantitative analysis on your data. 

0 10 20 30

Lack	of	evidence

No	experience

Cost

KOL	support

Safety
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Example how you can use tags in Shaman

Main obstacles to become ‘light prescriber’



Be Intelligent.
Try Shaman.
At Shaman, we understand the difficulties that 
pharma marketers and their sales teams face 
when it comes to capturing the attention of 
today’s time-constrained HCPs.  

That’s why we designed a sales content platform
that goes beyond traditional Closed Loop
Marketing tools and adds intelligence to every 
detail aid.  We focus on helping marketing
and sales teams to engage HCPs more
effectively, no matter how limited their time.

Shaman offers pharma marketers an easy-to-use
way to create structured but flexible visual
aids. It offers many different features to conduct
conversational presentations and improve
engagement. It's already enjoyed by reps at 20+
life-science companies around the world, like 
Pfizer, Novartis, Sanofi and Mylan.

Please contact Erik for more information

See what’s possible with Shaman
in just 3 minutes by visiting:
shamanhealth.com/demo-video

Erik de Rooij
Team Shaman
erik@getshaman.com
+31 653573571 
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In a large room full of pharma marketers in 
Belgium we found that only 2% them is actually 
measuring data from sales calls. That’s a very low 
number. 

Analyse data and list unexpected findings
Share and discuss with sales team
Prioritize
Update hypothesis, generate new ideas
Create, edit and approve content
Publish & inform sales team
Collect 500-1.000 calls 
Go to step #1

SHAMAN

See an intelligent Detail Aid in action
You can see the examples in this guide in action in 
our free demo app: shamanhealth.com/try-the-app


