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Abstract— This study aimed to determine whether outsourcing to a marketing agency will be beneficial to 

a pharmaceutical company. Marketing vis-a-vis to clients is one of the key elements to promote the 

pharmaceutical products. Under this setup, medical or pharmaceutical representatives are directly 

detailing to physicians to provide information about the products, while attending to their needs. The onset 

of COVID-19 pandemic halted these marketing activities of medical representatives, hence sales decreased 

tremendously. The study used purposive sampling that involved some 100 respondents through an E-survey 

directed at the marketing team of various pharmaceutical companies. Findings reveal that majority of 

pharmaceutical companies indeed practiced outsourcing their marketing activities which are incentive-

based. However, respondents are complacent to fully adopt this model of full outsourcing for fear of losing 

their jobs. The effort of few isolated firms who employ individual medical representatives may not be 

enough if their motive is purely for profit. A contracted marketing agency or in a partner-agent model 

takes the responsibility for the delivery of the agreement under the production or incentivized scheme. 

While this saves on operational costs, price of medicines may increase. Consumers may suffer in the long 

term because marketing expenses are loaded as cost for the firm. Reduced workforce can also mean loss of 

jobs for those concerned.  
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I. INTRODUCTION 

Pharmaceutical corporations have become more 

aggressive in their marketing and outreach to their primary 

clients, physicians, in recent years. R. Stephen Parker, 

DBA, and Charles E. Pettijohn, DBA, published 

Pharmaceutical Drug Marketing Strategies and Tactics: A 

Comparative Analysis of Attitudes Held by 

Pharmaceutical Representatives and Physicians. To boost 

sales of pharmaceutical medications, a variety of 

promotional tactics have been tried. Push approaches have 

always been the most common method of encouraging 

physicians to prescribe medications and so increase 

revenues. Direct-to-consumer advertising is increasingly 

being used to urge patients to ask their doctors for 

marketed medications.[1] They've used tried-and-true 

strategies and tactics like celebrity endorsements, round 

table discussions, billboards, brochures, and attending 

seminars and conventions where prescribing doctors are 

known to congregate. [20,14] 

Deloitte previously discovered that 

pharmaceutical digital advertising and marketing spend 

trails far behind all other industries. According to this 

survey, the financial services sector spent $6.2 billion on 

digital advertising in 2014, compared to $1.4 billion in 
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healthcare and pharmaceuticals. According to a more 

recent analysis, this spending climbed to $2.53 billion in 

2017, although it still exceeds other businesses, which are 

typically in the double digits by 2018.  Pharma's 

conventional nature may be limiting its marketing 

activities' potential, with money sometimes being directed 

to more traditional means and digital opportunities not 

being fully exploited. Of course, the pharmaceutical 

business is embracing more and more digital efforts, but as 

we have seen in the past, it is always one step behind, 

posing a difficulty for marketers.[18]  

However, there is a new technique on the horizon 

that has the potential to increase sales while lowering costs 

through more efficient marketing. A new outsourcing 

agency marketing business concept or model is 

comparable to that of insurance businesses, which 

outsource their employees and solely benefit based on the 

number of sales they can bring in over a set period.   

 

II. STATEMENT OF THE PROBLEM 

With the advent of the global pandemic and the 

introduction of quarantine protocols, client accessibility 

has been severely limited. The goal of this research is to 

look for a new potential marketing strategies with the goal 

of increasing overall profit and customer access in time. 

The research sought to answer the following: 

1. What strategies are utilized by pharmaceutical 

companies to increase sales and production while 

increasing overall profit during the pandemic? 

2. Why can outsourcing to an agency benefit the sales 

of a pharmaceutical company? 

3. How can an incentive percentage or commission-

based model benefit pharmaceutical companies? 

 

III. CONCEPTUAL FRAMEWORK 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Fig.1: Conceptual Framework of the study 

 

 

Figure 1 illustrates the conceptual framework of 

the study. This shows the relationship between a new 

outsourcing agency marketing business concept or model 

and how it would affect the pharmaceutical company’s 

sales. Outsourcing to an agency is a novel approach in the 

pharmaceutical industry for incorporating a commission-

based sales model. With this relationship, outsourcing can 

promote efficient marketing while the pharmaceutical 

companies increase sales while minimizing on upfront 

costs. 

 With the pandemic, this marketing strategy will 

provide a direct marketing communication between the 

marketing representative in an outsourced agency and the 

potential customer with the pharmaceutical company 

regulating the flow of product. The conceptual framework 

of the study is inspired from the partner-agent model 

which shows the relationship between the company, the 
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agent, and the client. [30] This strategy improves 

competence as it is a commission-based model based on 

sales performance which attracts more profit and 

customer reach, as well as a platform to discuss more 

factors of the approaches that can be implemented into the 

new strategy to improve its efficiency. This model 

ensures the company is viable during this pandemic, as it 

is also flexible to respond to changes in the market and 

that all the elements are working cohesively together to 

make a profit. 

 

IV. METHODOLOGY 

The research instrument employed in this study 

was an E-Survey or online survey. This was utilized to 

effectively collect data from participants without violating 

quarantine protocols and ensuring the safety of both the 

respondents and the researchers of this study. This 

involved 100 pharmaceutical company representatives.  

The technique used in this study was purposive 

sampling wherein the researcher sets a criterion that the 

sample population must be able to conform to the data 

they will be contributing to be valid. The following are 

the criteria for the sample group: 

1. Must be working in a Pharmaceutical Company 

2. Must have an experience in Marketing Division 

3. Preferably a member of the upper management 

 

V. RESULTS AND DISCUSSION 

1. What strategies are utilized by pharmaceutical 

companies to increase sales and production 

while increasing overall profit? 

Table 1. Strategies used by pharmaceutical companies 

  Strongly 

Agree 
Agree Neutral Disagree 

Strongly 

Disagree 

a. Considered fully utilizing a third-party marketing 

agency 
50% 50% 0% 0% 0% 

b. On top of the commission entered by and between 

parties can elevate incentives over and above the amount 

stipulated in the contract 

40% 60% 0% 0% 0% 

c. For the company to just maintain core workforce instead 

of retaining them will encourage outsourcing 
20% 50% 10% 20% 0% 

d. Incentivized agreement can be more convenient as this 

saves on operational costs 
70% 20% 10% 0% 0% 

 

Table 1 shows that most of the respondents strongly 

agreed that the best strategy that the pharmaceutical 

companies should use in order to increase sales and 

production while increasing overall profit is to provide 

incentives, because it is more convenient as this will saves 

on operational cost.  Majority of the respondents agreed on 

maintaining the core workforce because the setup may be 

disadvantageous to them or fear of losing their jobs. 

However, most of the pharmaceutical companies also offer 

incentives on employee’s production as they are also 

tasked to sell the product so that the purpose is double; 

monthly salary and the incentives they will get from 

selling the product.  

2. How can outsourcing to an agency benefit the sales of 

a pharmaceutical company? 

Table 2. Advantages in outsourcing to an agency 

  Strongly 

Agree 
Agree Neutral Disagree 

Strongly 

Disagree 

a. A marketing agency has to hit the target sales as agreed 

upon in the contract 
50% 50% 0% 0% 0% 

b. Incentives are based on production that a third-party 

agency will make advantage to earn more than its sales 

force 

40% 60% 0% 0% 0% 

c. Agency/ies contracted prefer this kind of arrangement as 

this model is more efficient, and is more profitable for 
20% 50% 10% 20% 0% 
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the parties involved 

d. Commissioning a third-party marketing agency will 

have to maintain a certain sales target as it determines 

everyone’s survival 

70% 20% 10% 0% 0% 

 

Table 2 shows that almost three-fourths of the 

respondents strongly agreed that commissioning a third-

party marketing agency will maintain a certain sales target 

as it determines everyone’s survival.  While few of them 

strongly agreed that contracting to an agency is more 

efficient model and is more profitable for the parties 

involved.  It can be noted of the complacency of the 

respondents to fully utilize total outsourcing to a marketing 

agency for its operational activities for fear of losing their 

jobs. 

3. How can an incentive or commission-based 

model benefit pharmaceutical companies? 

Table 3. Benefits of commission-based model to pharmaceutical companies 

  Strongly 

Agree 
Agree Neutral Disagree 

Strongly 

Disagree 

a. Commission-based incentives can be more efficient than 

the traditional setup i.e., salaried monthly employees 
50% 50% 0% 0% 0% 

b. A more robust sales commensurate to production 

assures the pharmaceutical company of a bigger profit 
40% 60% 0% 0% 0% 

c. All things being equal, terms and conditions in the 

agreement benefit more the pharmaceutical company 
40% 50% 10% 0% 0% 

d. Any savings as a result of efficient operational costs will 

mean more profit for the  pharmaceutical company 
70% 20% 10% 0% 0% 

  

Table 3 suggests that most of the respondents 

strongly agreed that a lot of operational costs can be 

saved if pharmaceutical companies would be more 

efficient in its marketing and selling activities.  Most of 

the respondents agreed that the terms and conditions in 

the agreement will be more beneficial to the 

pharmaceutical companies.  Hence, it becomes profitable 

more on the pharmaceutical companies in adopting to full 

outsourcing of its marketing and selling activities. Under 

this model, core functions of the organization are retained 

and maintained. However, there is no guarantee that any 

company for that matter may also be inclined to subscribe 

to full outsourcing. 

 

VI. CONCLUSION AND RECOMMENDATIONS 

Some pharmaceutical firms were compelled to 

outsource their marketing and their selling activities to a 

third-party agency or agencies especially during the 

pandemic where movement of people was restricted and 

face-to-face was discouraged then. This arrangement can 

be more advantageous especially on the part of 

pharmaceutical firms where profit is the motive. 

Respondents may not totally agree to this kind of 

arrangement for fear of stealing part of their commission 

through a third-party where a contract. The pressures as a 

result of massive advertisement can make the price of 

medicines more expensive. It is recommended that 

pharmaceutical firms should make a balance in adopting 

this kind of model which in most cases is profit-motivated 

to the disadvantage especially on the part consumers. 

Corporate social responsibility will take a backseat here at 

it depends on the company since there is no law that 

would otherwise force to practice such. Being sick in this 

country can cost a fortune even with the presence of a 

government healthcare program. While this business 

model can be efficient, there is no guarantee that 

pharmaceutical firms will not be inclined for the total 

outsourcing model. 
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