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HEALTHY INTELLIGENCE FROM IMS

The Company

Established in 1954, IMS Health in the U.K. em-
ploys 5000 people in 100 countries worldwide. Its
mission is to research and analyse pharmaceuti-
cal records from around the world and summarize
them for companies who need market intelligence
and strategy information. The information—gath-
ered anonymously from large numbers of health
care practices worldwide—includes data on pre-
scriptions, patient care, and related matters. The
world pharmaceutical market is dominated by
thirty globally-operating companies which make
decisions on a region-by-region basis. IMS sells
its market information and analyses to the 150
top global pharmaceutical companies, including
all the top thirty.

IMS has ambitious growth plans, and is regarded
as a “growth stock.” The company is in the pro-
cess of evolving from a simple provider of infor-
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mation to a consultancy that recommends actions
to improve sales based on data it analyses for its
clients. IMS’s position of “knowledge gathering”
gives it a unique overview of global pharmaco-
economics, which it can use to help clients im-
prove their businesses.

The Challenge

At the time IMS Health approached FranklinCovey,
it was in the midst of rapid change. It needed to
find a way of equipping its entire sales team to
facilitate and cooperate in achieving the desired
evolution from data-information provider to sales
consultancy.

The Solution

IMS’s sales teams are led by Global Key Account
Managers (GKAMs) who have to manage their cli-
ents across geographic regions and who have only
“dotted line” reporting structures and authority.
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This requires more finesse than straight-forward
direct reports. Working across geographical bor-
ders also presents additional challenges.

Greg Parrish is IMS Health’s Group Director, respon-
sible for sales development in Europe and for the
global key-account management programme (sales)
worldwide. A native of Los Angeles, Greg has lived
in the U.K. for many years. His challenge is to
develop the sales team for his region to become
more effective in working with the pharmaceutical
clients and drive forward innovation—in contrast
to the outdated view of simply selling more prod-
uct. When he was faced with the task of finding
development programmes for the sales team that
matched the goals and ethos of IMS Health, Greg
realised that he needed to develop people to be
more personally effective and to achieve the state
of “interdependency” Stephen Covey had defined
in The 7 Habits of Highly Effective People. Greg
needed to create an environment where true syn-
ergy could start to happen.

Acknowledging the need for personal behav-
ioural development for the sales team, Greg set
up within IMS Health a customised development
programme for twelve people in the organisation:
six GKAMs (of a total of twelve worldwide) based
in Europe and six top salespeople in Europe. The
first of these started operation in September 2001
and continued to June 2002. The programme was
called The IMS GKAM Training Syllabus, and it is
best described as an in-house company “M.B.A.”

The syllabus concentrated on knowledge, skills,
and behaviour for leadership—which Greg be-
lieved was the “central spine” to the entire learn-
ing and development process. It is in this behav-
ioural change core module that the FranklinCovey
principles and teaching materials were used.

The 7 Habits helped the GKAMs to achieve per-
sonal effectiveness and to gain interdependency.
The GKAMs also needed to be leaders within the
organisation, so FranklinCovey's 4 Roles of Lead-
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ership—pathfinding, aligning, empowering, and
modeling—was the natural model. The 4 Roles
training programme was designed to improve an
individual's strategic thinking, long-term vision,
and positive influence on others.

Once the behavioural development was achieved,
the GKAM candidates moved on to Part Two, which
was concerned with knowledge of all aspects of
the industry and products globally. Part Three was
about skills. Only the best salespeople were al-
lowed to take the course, so they already had good
selling skills. The course imparted better skills in
sales opportunity management. The course was
designed to have high prestige within the com-
pany, and it became something to which people
aspired. The course boosted self-esteem and gave
the participants a chance to be recognised as the
best by their colleagues.

The Results

Because of the vital role of behavioural change and
development in helping the company to achieve
its business aims, IMS Health’s 7 Habits training,
originally taught only to those in the GKAM de-
velopment programme, is now more widely avail-
able at IMS Health. It has now been rolled out to
300 salespeople across Europe, helping them to
develop sales opportunity management skills and
a culture where the sales force innovates better
with clients.

The Europeanwide version of the course is called
“The IMS Sales Effectiveness Training Programme
Syllabus” and is taught by FranklinCovey trainers.
IMS is exploring the possibility of rolling out the
GKAM programme to other regions such as Asia Pa-
cific and the United States. B
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