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Abstract: 

This study reflects the importance of the 

communication strategy in Healthcare 

sector. The business of pharmaceutical 

industry is totally dependent upon the 

communication strategy opted by the 

sales people in marketing. Healthy 

communication between a Medical 

representative and the Health 

professional (doctor/ nurse/ pharmacist) 

helps to build a strong foundation for the 

business growth. Besides that, some 

secondary factors also which play a 

significant role to lead the product  

 

 

 

 

demand in sight of doctor. Thus, a 

question arises do the “trained” sales 

representative are enough to carry on the 

running horse of an organization? What 

are the factors which a doctor think 

should be fulfilled by the Medical 

representative?  

 

Introduction: 

Medical representatives (MRs) are the 

input bond between pharmaceutical 

companies and health professionals. 

There work involves the awareness and 

use of company’s medical product. The 

hierarchy level is as follows: 

 

 

 

 

 

 

 

 

 

 

Figure: 1 Hierarchy of pharmaceutical product information flow 

 

“Getting trained in a closed room, and 

reaching the sales target outside that 

closed system” is totally an opposite 

state of affairs. Candidates, who 

generate innovative way of approaching 

the sales opportunities, actually win the 

race. There is no strict blueprint to 

immediately hike the demand of the 

product in the market, but a hit and trial 

rule sometimes works here. The better 

you hit the target, the healthier you 

represent your product in front of doctor, 
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and the positive the chances are of 

prescribing that product by the doctor. 

An experienced representative knows the 

work pattern, territory, and potential 

clients from where he/she can grab the 

prospective business. But, the key to 

success behind the whole process is the 

“communication” between the sales 

people and the health professionals.  

Objective of the study: 

 

 To emphasize on the importance 

of communication in the 

healthcare sector. 

Research Methodology: 

 An interview was taken to extract 

data from doctors of the govt. 

hospitals. 

 

 The Sample size used for the 

study was 30 doctors of 10 Govt. 

hospitals central Delhi, New 

Delhi.  

 The parameters used for study 

were : communication practice, 

pronunciation, voice modulation, 

consistency and number of 

meetings done by MR. 

Analysis: 

The statistics in relation to the analysis 

done in context with govt. hospitals of 

New Delhi:- 

.                                                    

 
                        Figure: 2 Number of MRs meets on a daily basis with the doctor 

No. of MR's  meet

0 to 10

89%

11 to 20

8%

21 to 30

3%



Research and Review 

 

 

10                                                International Journal of Current Research and Review  www.ijcrr.com  

                                                        Vol. 02 issue 6 June 2010 

 

 
Figure:3 Satisfaction status of Doctors by the communication practice implemented 

by MRs. 

 

 

 
Figure:4 Doctor’s opinion about pronunciation of the product name (generic name 

especially) by MRs. 

 
                       Figure: 5 Doctor’s opinion about Message deliberation of MRs. 

 

Doctor opinion about Message deliberation
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                          Figure: 6 Doctor’s opinion about voice modulation of MRs 

 

 
                  Figure: 7 Doctor’s opinion about the consistency of voice of MRs. 

 
Figure: 8 Doctor’s opinion about the way of approach of MRs. 

 

Doctor opinion about Way of Approach
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Therefore on the basis of the above figures, 

there are some suggestions listed below to 

overcome this ambiguity. 

Suggestions: How MRs should 

communicate? 

 Differentiate between formal and 

informal communication. 

 Categorize the nature of health 

professional before communicating 

with them. 

  An “appealing personality” with 

“good command on language”, is 

half of the work done. 

 Voice clarity and confidence is 

essential while detailing a product. 

 Body language speaks before the 

mouth speaks. 

 Understand the gestures of the 

professionals in response to your 

detailing. 

 “Survival of the fittest”, at last the 

success will be with the one who 

make continuous efforts in 

competition.  

 
(Source: flickr-fro3enfire) photographer: Amit kasuhal 

 

Figure: 9 “Survival of the fittest” 

 

Conclusion:  

The graphs & figures mentioned here are 

reflecting the void faced by MRs in relation 

to communication in healthcare  

 

industry. It is a subject of concern that the     

formal and informal communication, both 

plays an important role right from the 

beginning till the end of the business flow.  

“Right approach at the Right time‟ is the 

hymn which leads to success. 

Pharmaceutical companies also, should 

contribute to overcome this loophole of 

“weak communication” during their training 

sessions of Medical Representatives.     
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