
What does it mean to partner with CMR, 
and how can you get the most out of that 
partnership? 

We asked Directors of Training and 
Development who rely on CMR to help 
them succeed. They represent large, 
well-established multi-nationals, and 
smaller and newer specialty firms. They 
face a range of challenges: getting new 
hires up to speed… expanding into new 
therapeutic fields… keeping their seasoned 
people motivated and helping them grow… 
developing new leaders. 

What they share is their ability to find 
creative ways to leverage their CMR 
partnerships.

CMR PARTNER PROFILES —
ONE IN A SERIES

CASE STUDY

Depomed Inc: 
Step-by-Step in the Fast Lane

CMR Institute sets the 
global standard for 
unbiased, expert training 
to help sales teams 
adapt and excel. With 
relevant and always 
up-to-date industry 
information, our content 
increases knowledge 
and understanding of 
the issues affecting 
healthcare today.

CMR Institute’s training 
resources provide 
real-world wisdom and 
relevant knowledge 
because they are 
created with healthcare 
executives, clinicians, and 
thought leaders from the 
nation’s most-respected 
institutions.
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Depomed Inc: 
Step -by-Step in the Fast Lane

“To bring value to our providers. To be seen more as consultant 
than sales rep. To differentiate ourselves.” 

That’s how Sean Collins describes the goals of the Advanced Training Initiative 
that he is spearheading for Depomed Inc. (depomed.com), a specialty 
pharmaceutical company focused on products to treat pain and other central 
nervous system (CNS) conditions. Sean is Associate Director of Depomed’s 
Commercial Learning and Development division. 

Despite the challenge of high-speed revenue growth—a 277% growth rate from 
2012-2015 placed Depomed on Deloitte’s 2016 Technology Fast 500™—they’ve 
taken a measured, deliberate approach to developing their Advanced Training 
Initiative, building on their success with CMR at each step.

Step one was a Pilot Program, with nine District Trainers as test subjects. The 
trainers took CMR’s Advanced Selling Skills courses themselves, starting with 
Account Management e-modules. “We wanted to make sure the offerings were 
both useful and challenging,” Sean explained. “We got very positive feedback on 
their real-world usefulness.” 

Based on their District Trainers’ responses, they’re implementing a three-phase 
roll-out, with evaluations at each phase to help fine-tune the next phase’s 
introduction: 
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Phase Three
Ongoing Development

Phase Two
Disease State Knowledge (“We have three 
different specialized sales forces. Each will 
have a program keyed to their needs.”)

Phase One
Selling Skills (“Our biggest challenge 
is helping reps really understand and 
implement top selling skills.”)
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Depomed Inc: 
Step -by-Step in the Fast Lane

Key to the program’s “useful, real-world” focus 
is making learning a flexible part of each rep’s 
routine. “We don’t want our reps spending all 
day doing modules. CMR’s concise and easily 
accessible e-modules help keep the program 
flexible and functional.” 

Reps also have flexibility as to what they work 
on next. “It’s all loaded into our LMS. Every 
other month each rep accesses a different 
set of modules, and can choose from among 
the options offered what to tackle next. They 
work through a total of six modules per year, 
covering four different competency areas,” 
Sean explained. To ensure pull-through, 
district leaders go through the modules as 
well, and field contact reports track completion 
schedules.  
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“We don’t want our reps 
spending all day doing 
modules. CMR’s concise 
and easily accessible 
e-modules help keep the 
program flexible and 
functional.” 


