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The Medicare Modernization Act
The Medicare Modernization Act prescription drug benefi t for seniors is widely 
known, but it’s just one of the many far-reaching provisions that have a direct 
impact on pharmaceutical sales. How physicians purchase chemotherapy drugs 
administered in their offi ces and how Pharmaceutical Benefi t Managers (PBMs) 
are likely to respond to Medicare’s competitive drug acquisition program are 
just two of the scores of changes affecting purchasing patterns.

TLC’s The Medicare Modernization Act puts pharmaceutical sales representa-
tives in the driver’s seat with detailed and thorough guidance on what they will 
encounter on the road ahead, including:

 ■    how physicians, PBMs, HMOs and Medicare benefi ciaries are respond-
ing to the Act’s provisions and how they’re likely to change purchasing 
behaviors.

 ■    the full impact of the discount drug cards and optional drug benefi t for 
seniors, including changes in formularies, price discounts and subsidies 
to employers.

 ■    the competitive acquisition program for offi ce-administered drugs.

 ■    changes in payment for hospital outpatient drugs and new access to 
Medicare Advantage HMOs.
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Strategic Account Management Handbook
Regardless of their experience level, new and seasoned account 
managers alike will benefi t from the Strategic Account Management 
Handbook, a core component of TLC’s newly expanded Strategic 
Account Management Curriculum. Targeted for anyone in a phar-
maceutical company who calls on or works with managed care 
organizations (MCOs), the handbook outlines the strategic account 
management skills and knowledge needed when calling on MCOs. 

The handbook is divided into three main sections:

 ■    Part I: MCO structure, operations, and fi nance 
Part I provides account executives with the information 
they need to understand the organizations they’re calling 
on, how they’re structured, how they operate, and how 
they make money. 

 ■   Part II: MCO decision makers 
Part II links the operations discussed in Part I to real peo-
ple, the decision makers who make the MCO run. 

 ■   Part III: Account profi ling and management
Part III spells out specifi c steps account executives can take 
to profi le the needs of their MCO customers and to devel-
op strategies for building market share at those accounts. 
 




