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Have you prepared your teams to address these customer opportunities?

Challenges abound for your customers in 2022, adding even 
more complexity to an already demanding sales environment. 
Fortunately, a well-designed, up-to-date training curriculum 
can give your healthcare sales professionals the business 
acumen, confidence, and competitive edge they need to 
overcome access barriers and create valuable partnerships 
with physicians, hospital executives, and other customers.

In this white paper, we outline five key customer trends to  
incorporate into your upcoming training to help your team 
reach their short- and long-term objectives.
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01 Providers are facing  
intense financial and  
staffing pressures
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Kaufman Hall reported that the median operating 
margin for hospitals was just 2.5% in 2021, up from 
-0.9% in 2020 (not including federal aid).

Additionally, the ongoing “Great Resignation” 
which began in early 2021 led to a record number 
of employees voluntarily resigning from their jobs, 
hitting the healthcare industry especially hard. Many 
provider organizations have yet to recover. About 18% 
of healthcare workers have quit their jobs since the 
pandemic, according to a Morning Consult poll. Both 
hospitals and physician groups are struggling with high 
labor costs due to ongoing staffing problems in 2022.

What would your sales team say are the top concerns 
and challenges of their physician and hospital customers? 
How have these issues shifted in the past 12 months?

How well can your sales team identify solutions to 
address provider concerns? Are they able to leverage  
all the supportive resources in your company’s portfolio?

To what extent can your sales team draw upon evidence-
based medicine during their sales calls with organized 
customers? Are they comfortable discussing financial 
and clinical metrics and responding to customer 
questions?

Which customer engagement strategies are most  
effective for different types of organized customers?

Consider these questions:

Despite performing better in 2021 than they did in 
2020, hospitals and health systems are still reeling 
from pandemic-related financial challenges

At the same time, market competition remains fierce, 
with pressures to contain costs fueling consolidation at 
the physician practice and hospital levels.

Continuing throughout 2022, healthcare sales 
professionals can expect a dynamic market 
environment that creates new alliances and decision-
makers in many regions of the country. 

Does your current training content provide enough 
depth on the financial and operational pressures that 
your customers face?

To successfully partner with healthcare 
organizations, sales professionals need 
to understand the changing healthcare 
environment and pressures faced by their 
customers. These factors directly impact how 
your team should present the value of their 
products and services to their customers.

Working together, sales and training leaders 
can close these gaps for their teams.
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Supply chain issues are  
a top priority
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Have you prepared your teams to address these customer opportunities?

Virtually all US hospitals have faced supply 
shortages, from simple plastic tubing to advanced 
health information technology equipment. Many 
pharmaceuticals have been in short supply during the 
past few years. Earlier in 2022, the US Food and Drug 
Administration listed more than 160 drug shortages on 
its website.

Many providers needed to work with their group 
purchasing organizations (GPOs) and distributors to 
find acceptable replacements for products and, in some 

When it comes to understanding the complex dynamics 
of the supply chain, what are some areas where your 
sales team could benefit from additional knowledge? 
For example, do they understand different pathways for 
distribution and reimbursement along the supply chain?

Have supply chain issues risen to the C-suite level at 
your customer organizations? Do your sales professionals  
understand how to gain access to and partner with 
C-suite leaders to identify solutions?

Have supply chain issues created shortages of  
your products? How has your sales team proactively 
addressed these challenges with customers?

What success stories or lessons learned can you  
disseminate throughout the field?

Consider these questions:

Retailers as well as providers have struggled to keep 
shelves stocked during the pandemic

cases, switch vendors. Some also implemented policies 
to restrict the use of drugs in short supply to certain 
types of patients. 

For the near term, supply chain issues are likely to 
continue because of ongoing transportation issues, raw 
material shortages, and other global dynamics, analysts 
predict. To maintain strong partnerships with providers, 
sales teams will likely benefit from proactively informing 
their customers of upcoming supply chain issues and 
working together to find solutions.

Do your existing training resources provide 
adequate background on the supply chain for 
life science products and assist your team in 
understanding the customer’s environment 
and needs? 

What are some ways that your company  
has provided solutions to your customers’ 
supply chain issues? Are these solutions well-
understood throughout the organization?

Opportunities to form partnerships and add 
value to customers’ business help support 
lasting relationships. Evolve your training to 
maximize these opportunities at the field level. 
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Telehealth remains  
important for patient  
access
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Advocates for telehealth believe that 
these technologies offer opportunities 
to enhance patient care provided that 
operational, access, quality, and other 
barriers can be overcome. It is important 
that your commercial team understand these 
opportunities and challenges in order to 
offer practical support and solutions for your 
customers and their patients.

You may need to reassess your training 
resources to better support partnership 
opportunities with customers’ telehealth 
initiatives or supporting their need for virtual 
education for themselves and for their patients. 

The results have been dramatic: Telehealth use is now 
38 times higher than before the pandemic, according 
to McKinsey. Analysts expect the use of virtual visits 
to remain strong, particularly for areas like behavioral 
health. Such visits can also provide an efficient way 
for providers to reach patients and potentially  
improve outcomes.

Which types of customers are relying on telemedicine to 
reach a meaningful proportion of their patients? Are 
these same customers embracing virtual selling as well?

Have customers requested different resources from 
the sales team to help educate or support patients 
during virtual visits? What kinds of training (eg, virtual 
selling) can best prepare your sales team to leverage 
these programs and resources with customers most 
effectively?

What other emerging telehealth technologies (eg, 
wearables, remote patient monitoring) are your customers 
exploring? Do these offer opportunities for partnership?

Consider these questions:

It’s not surprising that the COVID-19 pandemic spurred 
providers to offer more care online via telehealth, 
thanks to flexible payment policies and the availability 
of telemedicine platforms.

Similarly, life sciences companies are making 
more digital services available to patients as well. 
Manufacturers continue to develop digital apps and 
boost their social media marketing to reach patients 
where they are and provide the health information  
they seek.



Have you prepared your teams to address these customer opportunities?

8
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Have you prepared your teams to address these customer opportunities?

What would your sales professionals describe as the 
key barriers to equitable care in their territories? 

Can your sales professionals identify which populations 
in their territories were most affected by health disparities 
in the past two years?

What are your customers doing to address these  
inequities? Which social determinants of health (eg, 
poverty, poor health literacy, lack of transportation) are 
the primary focus for your customers?

How has your company helped to address health  
inequities? Are your sales teams prepared to convey 
this message and explore new opportunities to lead 
change with customers?

Groups like the American Medical Association (AMA) 
and the American Hospital Association (AHA) released 
resources to help providers promote health equity 
and address racism in the US health system. Many 
providers are relying on data and analytics tools to 
identify patient populations who could benefit from 
targeted efforts to improve their health outcomes. 
Others are stepping up training for clinicians about 
health inequities and how they can support solutions 
that optimize health for all patients.

Consider these questions:

The COVID-19 pandemic exacerbated health  
disparities. Many marginalized populations were 
adversely affected by the coronavirus with less access 
to telehealth and other services.

Payers, too, have made health equity a priority during 
the pandemic by focusing on vaccination efforts in 
underserved communities and continuing to address 
social determinants of health (like poverty, unstable 
housing, and lack of access to healthy foods) that 
contribute to poor outcomes.

Pharmaceutical Research and Manufacturers of 
America (PhRMA) and the Biotechnology Innovation 
Organization (BIO) also committed to advancing health 
equity, working with outside groups and recruiting 
more people of color into clinical trials, among other 
initiatives.

As your customers, providers and payers, 
continue to work on their health equity 
initiatives, your commercial team has an 
opportunity to support and improve these 
efforts. To do so, you must understand your 
customers’ environment, their patients’ 
environment, and your company’s resources 
and tools that may be able to support your 
customers’ initiatives.

Does your current training content support a 
deep understanding of health equity, social 
determinants of health, and population health? 
Your teams need to be prepared to provide 
value to your customers in this way and form 
partnerships to positively impact healthcare.
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Patients remain  
empowered and engaged
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Healthcare stakeholders are reorganizing 
and restructuring to encourage more 
collaboration with patients to ensure their 
needs and preferences are met, including 
clinicial, emotional, and social needs. These 
stakeholders expect greater patient satisfaction, 
efficiences and, in the long-run, lower 
healthcare costs. 

Do your commercial team members have 
deep knowledge of patient-centered care, 
patient input mechanisms, patient advocacy 
groups, provider assessments, and other 
important engagement tools?

To align with their customers’ needs, team 
members must be fluent in this area to best 
support their customers and enable more 
empowered and engaged patients.

But beyond being a market differentiator, providing 
care that empowers and engages patients can also 
help improve outcomes.

Viewing patients as partners can also help providers 
improve their clinical and financial outcomes, as well 
as their patient satisfaction scores. These metrics 
are critical as more organizations pilot value-based 
payment models.

What strategies are your customers using to engage  
patients? Which tactics are digital versus more traditional?

How would your sales team define your product’s role 
in the delivery of patient-centered care?

What supportive resources (eg, patient education,  
medication adherence tools) does your company offer 
to patients or providers to reinforce patient-centered care?

Can your sales team identify potential opportunities for 
partnering with customers on resources or programs 
designed to improve patient engagement?

Consider these questions:

Delivering patient-centered care is still vitally  
important for customers as they try to differentiate 
themselves in competitive markets.

Providers are also interested in doing business with 
life sciences companies they view as centered on the 
patient. A survey by Boston Consulting group found 
that healthcare providers reported being more willing to 
work with and prescribe medication from patient-centric 
pharmaceutical companies.
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cmrinstitute.org

solutions@cmrinstitute.org

800.328.2615

By aligning your training to these important  
customer trends, you can better prepare your 
sales team to reach their ambitious goals for  
this year — and beyond.

April 2022

Need some help preparing your sales team for success in the 
months ahead? At CMR Institute, we are here to help. We can 
help you assess your team’s needs and design custom learning 
pathways for specific roles. For more information, please reach out 
to us at (800) 328-2615 or at solutions@cmrinstitute.org.

http://www.cmrinstitute.org/library
http://www.cmrinstitute.org/library
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