Unlocking Pharma
Outreach: Physician
Specialist Segments

MD Analytics surveyed 100 physician specialists
on their attitudes toward work-life balance,
patient care, pharmaceutical companies, sales
reps, products and information sources with the
goal of identifying attitudinal differences in order
to help pharma marketers more effectively
communicate with their target audience.

Four segments of physician specialists emerged:
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- Issues with work-life balance « High patient load and works overtime,

and administrative burden but still good work-life balance

involve patients

« Not supportive of online health info
 Trusts sales reps — have longer

or Direct-to-Consumer campaigns discussion with pharma and more
- Restricts sales rep visits per week
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It's important for pharma companies to

recognize which segment groups want to

interact with and value pharma, as well as D«@“'—‘
which groups may need a different approach.
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Offering multiple channels for product [ '—23'
information and education is important
to reach the widest audience. m—

Data based on survey of total n= 100 Specialists, March 2023. § MD Analytics®
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