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What type of Direct-to-Practitioner (DTP)
sampling program is right for you?

In the dynamic and continually evolving field of pharmaceutical sampling, companies are persistently
exploring innovative and cost-effective methods to engage healthcare practitioners via omnichannel
marketing. One prevalent approach is direct-to-practitioner sampling programs through practitioner portals
or direct marketing campaigns. These options offer an economical way of promoting sampling by effectively
eliminating intermediary involvement. However, many life-sciences companies adopt a more multi-faceted
approach while commercializing their products. This raises the question: Is including sales representatives a

valuable approach in a DTP program?

Direct-to-Practitioner Programs: An Overview

Direct-to-practitioner (DTP) programs can take on many approaches that ultimately result in manufacturers
shipping samples directly to practitioners as opposed to sales representatives’ hand-carrying samples and
distributing the samples to practitioners. DTP programs involve marketing and sales strategies where
pharmaceutical companies may engage directly with healthcare practitioners without intermediary
representatives. DTP programs without sales representatives often utilize digital platforms, mailers, and other
non-personal communication methods. Digital platforms allow pharmaceutical companies to scale their
outreach efforts rapidly. Campaigns can be adjusted in real time based on engagement metrics, providing a

flexible approach to market changes.

Eliminating the need for a sales force reduces overhead costs associated with salaries, training, and travel
expenses. This can translate to reduce overall marketing expenditure. However, DTP programs without a

sales representative are not without their flaws.
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With multiple life-sciences companies trying to reach and engage HCPs via omnichannel marketing
campaigns, healthcare practitioners are inundated with information. This makes it difficult for life-science
companies to stand out. Messages can easily get lost in the noise. Additionally, the lack of face-to-face
interaction can hinder the development of personal connections and trust, which are crucial in the healthcare
industry. That's where representative-inclusive DTP programs can enhance marketing effectiveness.

Why are representative-inclusive DTP programs effective?

Representative-inclusive DTP programs involve sales representatives who directly engage with healthcare
practitioners through face-to-face meetings and presentations, eliminating the costly overhead associated
with traditional hand-carry programs. Sales representatives no longer need to carry or store samples; with
tele-sampling or onsite visits, they can facilitate requests that are shipped directly to the provider's office.

These face-to-face interactions enable personalized communication, relationship-building, and a deeper
understanding of practitioners’ needs and concerns, and providing critical product information that ultimately
results in fostering brand loyalty. Representative-inclusive DTP programs are ideal for building personal
connections and providing a white-glove service.

Conclusion

In the ever-evolving landscape of pharmaceutical marketing, the choice between non-personal direct-to-
practitioner (DTP) programs and representative-inclusive DTP programs is pivotal. While non-personal DTP
programs offer cost-effective and scalable solutions, they may fall short in building the personal connections
and trust that are essential in the healthcare industry, ultimately resulting in decreased sales and brand
loyalty. Representative-inclusive DTP programs bridge this gap by combining the efficiency of direct sampling
with the personalized touch of face-to-face interactions and professional information.

Ultimately, the decision for a non-personal or sales representative or an approach that includes a hybrid
approach to DTP sampling should be guided by your company’s specific goals, resources, and the unique
needs of your target healthcare practitioners. By carefully evaluating these factors, life-sciences companies
can craft a sampling strategy that not only stands out in a crowded market but also fosters lasting
relationships and brand loyalty.

How can QPharma help?

A hybrid approach that combines the efficiency of direct-to-practitioner methods can offer a balanced
solution, leveraging the strengths of both models to maximize impact. QPharma brings deep expertise and
extensive experience in managing DTP sampling programs for life-sciences companies. From requirements
gathering to day-to-day support, QPharma provides comprehensive guidance for all your DTP needs.
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