
As an account manager, 
understanding your customers’ 
challenges—including their 
performance on key metrics that 
determine payment—is mandatory 
if you want to build beneficial 
partnerships.

Here are some helpful strategies 
that you can use to help meet your 
company’s long-range business 
objectives.
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Real-Life Strategies for Account 
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As an account manager, understanding your customers’ challenges—including their performance on key metrics that 
determine payment—is mandatory if you want to build beneficial partnerships.

Here are some helpful strategies that you can use to help meet your company’s long-range business objectives.

Randolph Legg, area vice 
president, Boehringer Ingelheim 
Pharmaceuticals, says terms 
like MACRA (which stands for 
the Medicare Access and CHIP 
Reauthorization Act of 2015) 
come up regularly in discussions 
with physician groups and 
integrated delivery networks 
(IDNs). To effectively serve your 
account, you need to understand 
how Medicare payment rules 
and other trends will affect your 
customers.

“You should be well prepared 
before you start interacting with 
customers, especially in 2017, 
which is a critical year because 
of the introduction of MACRA’s 
Quality Payment Program,” 
Legg says. Under MACRA, the 
Quality Payment Program (QPP) 
provides two tracks for physician 
participation: advanced 
alternative payment models 

(APMs) and the Merit-based 
Incentive Payment System 
(MIPS). For physicians, 2017 is 
the first year for submitting 
performance data that will 
determine their payment for 
services provided to Medicare 
beneficiaries beginning in 2019.

specialty practices that have a 
large Medicare population, that 
is real money,” Gaines says.

Under MIPS, physicians’ 
performance score—and 
ultimately their payment—is 
based on four categories: quality, 
cost (resource use), advancing 
care information (healthcare 
information technology), and 
improvement activities. Gaines 
believes the advent of MACRA 
creates an opportunity for you 
to help your customers improve 
their performance across all four 
categories. “You need to think 
about what is in your bag from 
a product or service perspective 
and how that can help the 
provider and provider group 
under MACRA,” Gaines says.

This is particularly true if you 
work in a market that is not 
highly integrated, meaning that 
many large specialty practices 
have remained independent. 

UNDERSTAND 
YOUR CUSTOMERS ’ 
CHALLENGES.
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With MACRA, the government 
repealed the sustainable growth 
rate that was used to control 
Medicare spending on physician 
services and implemented a 
“permanent doc fix” to determine 
physician payment, says Jason 
Gaines, former vice president 
of corporate development and 
innovation at Allina Health. 
Under the MIPS track of MACRA, 
physicians’ Medicare payments 
can be adjusted up or down by 
4% starting in 2019, based on 
their performance. By 2022, that 
percentage increases to 9%. “For 

LOOK FOR 
COLL ABOR ATIVE 
OPPORTUNITIES. 



BE FLEXIBLE IN THE FIELD. 

Legg says companies need to segment their customers based 
on their level of integration so they can effectively deploy their 
sales professionals and solutions. Rather than making sure 
that each territory gets the same amount of coverage, leaders 
at Boehringer Ingelheim concentrate their assets where they 
will provide the most benefit. “Agility is the No. 1 thing we 
are focused on now—continuous improvement by remaining 
agile,” Legg says.

“Large integrated delivery 
networks realize that we have 
to get better so we can achieve 
shared savings, which are 
becoming significant,” Gaines 
says.

One area where customers need 
help is patient and consumer 
engagement. “There is a lot more 
expertise on the industry side 
than on the provider side when it 
comes to engaging populations, 
and this creates a partnership 
opportunity,” Gaines says.

Legg says new payment models 
have spurred greater interest 
in risk contracting between 
Boehringer Ingelheim and its 
customers. “Even just five or 
10 years ago, there were not 
many risk contracts being 
executed between traditional, 
research-based pharma 
companies and providers,” Legg 
says. “But now, there have been 
some well-publicized examples 
of these contracts. Companies 
want to have discussions with 
customers that are facing 
challenges with hospitalizations 
or readmissions for a specific 
disease area. We want to know if 
we, as pharma, can start to build 
contracts  that show the use of 
medicines impacts the overall 
cost and quality of healthcare.”

Rob Dieter, vice president of 
sales, US Healthcare Solutions, 
Boston Scientific, believes the 

shift to value-based payment will 
accelerate the need for providers 
to extract greater value from 
the industry. The challenge, 
however, is that “every health 
system is likely at a different 
stage of maturity when it comes 
to organizing around these new 
payer models,” he says.
Dieter says it will be important 
for the industry and providers 
to sign longer-term contracts 
covering three to four years, 
rather than just one year, so they 
can grow their relationships over 
time. “We need to utilize our 
expertise to build in capabilities 
and solutions that are aligned 
with that provider transition 
to value-based care,” Dieter 
says. “When we can expand the 
conversation and continue to 
put the needs of the customer 
at the center and differentiate 
ourselves by bringing our 
expertise to solve problems, our 
market share and our business 
growth will move along with that 
relationship.”

OFFER SUPPORT 
WITH CONSUMER 
ENGAGEMENT. 

EXPERIMENT WITH 
RISK CONTR AC TING. 
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Understand 
your customer

BUILD ROBUST ACCOUNT PL ANS. 

“We have invested considerable resources to help our sales teams build account 
plans to help them understand who the customer is, where the customer is in the 
transition to value-based reimbursement, and which products and solutions can 
contribute to their objectives for value-based care,” Dieter says.

DO YOUR HOMEWORK . 

“At Allina, we would have industry people come in and ask us what we were working 
on, and that seemed wasteful,” Gaines says. “But we also had organizations come 
in who understood our scorecard and how we performed in the Medicare Shared 
Savings Program and in the Pioneer ACO Program. They offered solutions that would 
help us move the needle on some of the metrics.”

Gaines appreciates when account managers do this type of research in advance of 
their customer meetings. “Some companies are really good at understanding our 
unique problems and can be prescriptive and offer a narrow solution to a problem.”
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Training that connects sales teams with their customers

We help pharmaceutical and medical device and diagnostic professionals maximize 
market access, connect effectively with decision makers, and demonstrate the value of 
their products and services. 

Our sales training consistently helps our clients increase market share and meet their 
sales goals.  

Companies benefit from our extensive blended learning library which brings training 
alive when onboarding new hires, launching new products, developing leaders, 
meeting the need for continuous learning, or facing specific business challenges that 
require customized training. 

Want to learn more strategies to help you optimize your training and grow market 
share? Please visit www.cmrinstitute.org.


