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Pharmaceutical Sales Outreach in the

U.S.: Do’s and Don’ts of HCP

Engagement
Pharmaceutical sales representatives face a highly regulated environment when contacting

healthcare professionals (HCPs). Unlike general B2B sales (e.g. in software or industrial sectors),

pharma outreach is governed by strict FDA rules and industry codes (like the PhRMA Code)

that dictate what is acceptable. These regulations exist to ensure promotions are truthful,

medically appropriate, and free from undue influence. For example, drug promotions must not be

false or misleading and must present a fair balance between benefits and risks (OPDP

Frequently Asked Questions (FAQs) - FDA), and industry ethics codes prohibit many common

B2B gifting practices (A physician’s guide to acceptable pharma swag - MDLinx). This article will

outline the key do’s and don’ts for engaging HCPs, compare typical B2B outreach norms to U.S.

pharma’s unique restrictions, and review which sales tactics are permitted or prohibited under

FDA regulations and the PhRMA Code.

Regulatory Landscape: Pharma vs. General B2B Sales

In general B2B sales, representatives often have flexibility in how they build relationships and

promote products. Marketing materials and claims are usually guided only by basic truth-in-

advertising laws, and taking clients to dinners or offering tokens of appreciation is common

practice. By contrast, pharmaceutical sales is one of the most regulated industries in terms of

promotional activities and HCP interactions. Key differences include:

FDA Oversight: The FDA closely regulates prescription drug promotion. All product claims and

materials must be consistent with the drug’s approved labeling and supported by evidence, and they

cannot omit important risk information (OPDP Frequently Asked Questions (FAQs) - FDA).

Promoting any unapproved (“off-label”) use of a drug is illegal – doing so is considered

“misbranding” under federal law (Off-Label Use vs Off-Label Marketing: Part 2: Off-Label Marketing

—Consequences for Patients, Clinicians, and Researchers - PMC). In normal B2B contexts, sales reps

can discuss a wide range of product use-cases or future capabilities, but a pharma rep must stick

strictly to approved indications and information.
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Industry Codes of Conduct: The U.S. pharmaceutical industry abides by the PhRMA Code on

Interactions with Health Care Professionals, a voluntary ethical code that most companies follow.

This code goes beyond legal requirements to ensure professional and fair conduct. It bans many

sales tactics that are routine in other industries – for instance, it prohibits providing

entertainment or recreational perks (no sports tickets, resort outings, etc.) to HCPs under any

circumstances (Link). It also forbids non-educational gifts to doctors (even small items like branded

pens or coffee mugs) and tightly limits when meals are appropriate (A physician’s guide to

acceptable pharma swag - MDLinx). In a typical B2B setting, taking a client out for golf or giving

them a gift basket might be seen as good relationship-building; in pharma, these would violate

industry compliance standards.

Transparency and Reporting: Pharmaceutical companies must adhere to transparency laws such as

the Physician Payments Sunshine Act, which requires public reporting of any payment or item of

value given to physicians (A physician’s guide to acceptable pharma swag - MDLinx) (A physician’s

guide to acceptable pharma swag - MDLinx). This means even a modest lunch or educational item

provided to an HCP is recorded and reported to a federal database (the CMS Open Payments

program). In general B2B sales, there is no equivalent federal requirement to report gifts or payments

to clients, making the pharma rep’s interactions far more scrutinized.

Legal and Ethical Risk: Because of these regulations, pharma reps face higher stakes for non-

compliance. Regulatory agencies (FDA, Department of Justice, OIG) actively monitor and enforce

rules against improper promotion or kickbacks. Companies can face warning letters, fines, or legal

penalties if reps overstep (for example, by making an unapproved claim or offering an inducement to

prescribe). By contrast, a non-pharma B2B salesperson operates under looser oversight – as long as

they don’t engage in outright fraud or bribery, their tactics are generally considered a matter of

corporate policy rather than law. In pharma, compliance is a critical part of the sales role, shaping

every interaction with HCPs.

With this context in mind, let’s look at practical do’s and don’ts for pharma reps when contacting

healthcare professionals.

Best Practices When Engaging HCPs (Do’s)

Do use only approved materials and claims: Ensure that all information you share is vetted and

compliant with FDA rules. Use your company’s approved detail aids, brochures, and slide decks,

which include required risk disclosures and are consistent with the drug’s prescribing information.

Always present a balanced view of benefits and risks – maintaining FDA’s required “fair balance” in

your discussion (OPDP Frequently Asked Questions (FAQs) - FDA). By sticking to approved,

evidence-based claims, you educate the provider and stay within legal boundaries.
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Do stick to on-label information: Keep your product discussions focused on FDA-approved

indications and uses. If a physician inquires about an unapproved use, acknowledge the interest but

do not give promotional answers – instead, offer to have Medical Affairs follow up. (Off-label

promotion by sales reps is prohibited, as promoting a drug for unapproved uses is considered illegal

“misbranding” (Off-Label Use vs Off-Label Marketing: Part 2: Off-Label Marketing—Consequences

for Patients, Clinicians, and Researchers - PMC).) Staying on-label builds your credibility and

protects you and your company from regulatory trouble.

Do respect the HCP’s time and preferences: Physicians and their staff are very busy. Whenever

you reach out – whether by phone, email, or in-person visit – be mindful of their schedule. Request

appointments or find appropriate times for visits rather than showing up unannounced in the

middle of clinic hours (unless the office explicitly allows drop-ins). Once you have their time, be

punctual and concise. Deliver information efficiently, focusing on what’s most relevant to that HCP’s

practice. As one industry expert noted, reps should treat a doctor’s limited attention like a

“professional courtesy” and use it wisely (Best Practices: Gaining access). This respect will make

HCPs more willing to engage with you in the future.

Do provide value through education: Aim to be a valuable resource to the healthcare provider.

Come prepared with useful clinical data, guidelines, or case studies that can help the HCP care

for patients. Whenever possible, tailor your conversation to the HCP’s specialty and interests – for

example, share study results on outcomes in the patient population they see, or provide patient

education brochures if appropriate. The key is to prioritize education over a hard sell. HCPs respond

better when reps bring medical value to the table rather than just a sales pitch (Best Practices:

Gaining access). By focusing on how your product can improve patient care (with supporting

evidence), you build trust and rapport in a professional manner.

Do maintain professionalism and ethics: In all interactions, uphold a professional tone that reflects

your role in healthcare. Introduce yourself clearly, state the purpose of your visit, and never hide

information about your drug. Be honest if you don’t know an answer – offer to get back with the

correct information rather than guessing. Follow through on commitments (such as sending

additional materials or arranging a follow-up with a medical specialist). Also, be mindful of any site-

specific rules; for example, some hospitals or clinics have policies on rep visits (certain visiting

hours, sign-in requirements, etc.) – always comply with these local rules. Demonstrating integrity

and respect for rules will enhance your reputation with HCPs.

Do document and disclose when required: When you provide anything of value to an HCP (even

something as simple as a sandwich during a lunch-and-learn or a textbook as an educational gift),

ensure it is properly documented per your company’s compliance procedures. This information will

likely be reported under the Sunshine Act, so accuracy is important (A physician’s guide to

acceptable pharma swag - MDLinx). Likewise, keep records of any sample deliveries (you’ll typically

have the HCP sign a form for Prescription Drug Marketing Act compliance). Accurate documentation

protects you and the physician by keeping everything transparent and above-board.

Common Pitfalls to Avoid (Don’ts)
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Don’t veer into off-label discussions: One of the costliest mistakes is to talk about uses of a drug

that are not approved. Never promote or suggest an off-label use of your product in your sales

conversations (Off-Label Use vs Off-Label Marketing: Part 2: Off-Label Marketing—Consequences

for Patients, Clinicians, and Researchers - PMC). If a physician asks about an unapproved use or a

dosing regimen that isn’t on the label, you should not answer in a promotional capacity. Reiterate the

approved indication and offer to have the medical department provide more information if

appropriate. Off-label promotion is illegal, and even well-intentioned comments can cross the line –

so stay clear of this pitfall entirely.

Don’t exaggerate or omit key information: Be careful to avoid any misleading statements about

your product. This means don’t overstate efficacy, don’t claim your drug is “better” or “safer” than a

competitor unless you have solid, approved data to support that claim, and never omit discussion

of common risks or side effects. Under FDA rules, omitting material facts or safety information is

considered misleading (OPDP Frequently Asked Questions (FAQs) - FDA). For example, if you

discuss how well the drug works, you should also mention important safety considerations (in

appropriate depth for the time you have). Providing fair balance isn’t just a legal requirement – it also

builds trust with HCPs that you are offering a complete picture. Conversely, cherry-picking only the

positive data or downplaying known side effects will damage your credibility and could violate

regulations.

Don’t use unapproved promotional materials or language: Stick to the script and tools provided

by your company’s compliance and marketing teams. It can be tempting to share a new journal article

you just read or some slides you made yourself to answer a question – but if those haven’t been

through medical/regulatory review, you must not use them in a promotional context. All handouts,

visuals, or emails you provide to an HCP should be company-approved. Similarly, avoid making ad-lib

claims or analogies that haven’t been vetted. Using unapproved materials or messaging is a common

rookie mistake that can lead to inadvertent misstatements. When in doubt, check with your manager

or medical liaison for the proper resources to share with a physician.

Don’t offer gifts or incentives beyond what’s allowed: Never give or promise anything of value

as a “perk” to induce an HCP to meet with you or to prescribe your product. In many B2B industries,

small gifts or client entertainment are routine, but in pharma these are heavily restricted. The PhRMA

Code explicitly bans providing any entertainment or personal gifts to HCPs – no tickets to

sporting events, no golf outings, no gift cards, not even small trinkets like mugs or coffee gift

certificates (Link). The only items you may give should be modest and educational in nature (such

as a medical textbook or educational brochure, and even those under $100 value) (A physician’s

guide to acceptable pharma swag - MDLinx). Offering anything that could be seen as a personal

benefit (even if well-intentioned as a friendly gesture) is a red flag. Cash or cash-equivalent gifts

are absolutely off-limits. Also, never imply any sort of quid pro quo (e.g. “If you start X number of

patients on our drug, I can get you funding for Y”) – this would be an unethical and illegal

inducement. Keep all your offers above reproach: the HCP should prescribe a medication because

it’s right for the patient, not because of any personal gain.
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Don’t push the boundaries on meals and hospitality: Understand the limits on business meals.

While you are allowed to provide an occasional modest meal in conjunction with an informational

presentation (the classic “lunch-and-learn”), you must follow the rules. The meal should be

reasonable in cost and served in a conducive setting for a medical discussion, typically the

HCP’s office or a hospital conference room – not a lavish restaurant unless it’s a genuine educational

meeting and modest in nature (Link). Avoid alcohol at routine lunches and any kind of entertainment

with the meal. Importantly, you (or another company representative) need to be present and

providing information; dropping off food without any discussion is not appropriate. Also, be mindful

of state laws or institution policies that may impose stricter meal limits than the national code (for

example, some states cap the dollar value per meal or prohibit meals outright in certain contexts).

Failing to adhere to meal guidelines (e.g. providing an extravagant dinner that’s more social than

educational) can breach the PhRMA Code and give the wrong impression about your intent.

Don’t badmouth competitors or pressure the HCP: It’s unprofessional and often

counterproductive to disparage a competitor’s product. Physicians generally do not want to hear one

drug rep sling mud at another company’s medicine (Doctors prescribe the best ways for pharma reps

to sell to them - Articles) – it lowers your credibility. Stick to the merits of your own product and

factual comparisons if asked. Likewise, avoid high-pressure sales tactics. Do not hound a provider

with excessive calls or drop-ins if they’ve signaled disinterest, and never imply that their prescribing

habits are being watched or will affect your support. Your role is to be a resource and advocate, not a

pressure salesperson. Overly aggressive behavior can damage the relationship and may even lead

the HCP or their institution to bar you from access. Always keep the tone consultative and collegial.

By steering clear of these “don’ts,” you uphold your integrity and stay compliant with laws and

policies. Next, we’ll compare how these norms differ from other B2B sales practices and then

summarize which tactics are permitted in pharma sales and which are not.

Pharma Outreach vs. General B2B Outreach – Key

Differences

To highlight the contrast between typical B2B outreach and regulated pharma outreach, the

table below summarizes some key dimensions of sales engagement and how they differ:

Aspect
Typical B2B Sales

Outreach

Pharma Sales Outreach

(FDA/PhRMA Rules)

Marketing

Messages

Can emphasize product

benefits freely and even

discuss “off-label” uses

or creative applications of

a product if it helps make

the sale. Claims are

Must adhere strictly to FDA-

approved labeling and indications.

All claims must be truthful, non-

misleading, and backed by

evidence, with risks disclosed

(OPDP Frequently Asked Questions
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Aspect
Typical B2B Sales

Outreach

Pharma Sales Outreach

(FDA/PhRMA Rules)

governed mainly by

general truth-in-

advertising standards, but

there is often flexibility

in messaging.

(FAQs) - FDA). Absolutely no

promotion of off-label uses is

allowed (off-label marketing is illegal

(Off-Label Use vs Off-Label

Marketing: Part 2: Off-Label

Marketing—Consequences for

Patients, Clinicians, and Researchers

- PMC)). Reps are bound to use

approved scripts and cannot deviate

into unvetted claims.

Gifts and

Giveaways

Corporate gift-giving is

common: sales reps may

give branded swag,

holiday gifts, or take

clients to lunches/dinners

as a goodwill gesture.

Expensive gifts might be

limited by company

policy, but modest

tokens of appreciation

are generally acceptable

in many industries.

Substantially restricted by PhRMA

Code: No personal gifts to HCPs

(even inexpensive pens or mugs are

banned if not for patient benefit) (A

physician’s guide to acceptable

pharma swag - MDLinx). Giveaways

must be primarily educational (e.g.

medical textbooks, patient

brochures) and under $100 value.

Cash or luxury gifts are

prohibited. Any permitted item of

value is subject to transparency

reporting under the Sunshine Act (A

physician’s guide to acceptable

pharma swag - MDLinx).

Meals and

Hospitality

Taking a client out for a

nice lunch, dinner, or

drinks is a routine way to

build relationships in

many B2B sectors. Sales

teams might host clients

at steakhouse dinners,

catered events, or on-site

lunches without strict

Tightly regulated “modest meals”

only: Reps may provide an

occasional meal only in conjunction

with a substantive discussion about

the product. The meal must be

modest in cost and conducive to

the exchange of information (often

in-office or in a clinical setting)

(Link) (Link). Lavish dinners or high-
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Aspect
Typical B2B Sales

Outreach

Pharma Sales Outreach

(FDA/PhRMA Rules)

oversight (as long as it’s

within ethical business

practice).

end restaurants for purely social

purposes are not allowed (Link).

Group events like “lunch-and-

learns” are acceptable if

educational; simply buying meals

without discussion (or providing

extravagant catering) is against the

rules.

Entertainment

& Events

It’s often acceptable to

invite business clients to

entertainment events –

for example, a tech

vendor might treat a

potential client to a golf

outing, concert, or sports

game, or sponsor their

trip to a trade show. Such

entertainment is viewed

as relationship-building in

general business, within

reason.

Entertainment is banned: No

recreational or entertainment

events can be offered to HCPs

(Link). This means no sports tickets,

no theater shows, no rounds of golf,

no spa outings. Even if an

educational presentation is part of

an event, the venue cannot be

primarily recreational. Travel or

lodging expenses for HCPs are also

generally not covered except for

bona fide consulting or speaker

arrangements. Pharma meetings

must stay professional and

scientifically focused at all times –

“business mixed with pleasure”

scenarios are off-limits under

compliance standards.

Communication

Frequency

In many industries,

persistent outreach is

expected – sales reps

might call, email, and

message prospects

frequently, give product

demos, or drop by to

check in regularly. There

Limited access and careful

contact: Physicians often have

gatekeepers and policies limiting rep

access. Reps typically must navigate

appointment systems or specific

“office hours” for reps. Over-

frequent or unscheduled contact is

not well-received. Pharma reps
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Aspect
Typical B2B Sales

Outreach

Pharma Sales Outreach

(FDA/PhRMA Rules)

is an understanding that

repeated follow-up is part

of the B2B sales process.

focus on quality of interactions over

quantity, given that an HCP may only

allow brief, infrequent meetings.

Additionally, any written

communications (emails, etc.) must

still follow promotional rules (e.g.

include necessary disclosures),

which is another layer of caution not

present in general B2B emailing.

Transparency &

Oversight

No requirement to

publicly report

entertainment or gifts

given to clients. Sales

activities are usually

private business matters,

with oversight only from

the company or, if in

regulated fields, general

laws (e.g. anti-bribery

laws for extreme cases).

There is relatively low

public visibility into a

B2B rep’s client

interactions.

Full transparency: By law,

manufacturers must report virtually

all transfers of value (meals, gifts,

consulting fees, etc.) to physicians,

which become public record (A

physician’s guide to acceptable

pharma swag - MDLinx). Internally,

pharma companies have compliance

officers and audits closely reviewing

reps’ activities. FDA’s enforcement

arm (OPDP) watches for any

promotional violations (e.g. a

misleading brochure or off-label

hint), and the OIG/DOJ monitors for

any kickback-like inducements.

Every rep interaction is under a

compliance microscope, which is

very unlike most B2B industries.

Table: Comparison of typical B2B outreach practices versus pharmaceutical sales outreach

under FDA/PhRMA regulations.

As the table shows, practices that might be standard in other sales jobs (like giving out freebies

or casually discussing any feature that might interest the client) can be strictly forbidden in

pharma sales. New pharmaceutical reps must essentially re-learn the approach to sales with an

emphasis on scientific accuracy, ethics, and compliance.
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Permitted vs. Prohibited Tactics in Pharma Sales

Finally, let’s summarize which types of sales tactics and materials are allowed in U.S.

pharma outreach and which are not:

Permissible Tactics and Materials

Educational presentations and discussions: It is perfectly acceptable (and encouraged) to meet

with HCPs to present information about your product’s approved uses, clinical data, and appropriate

patients. These discussions can take place in doctors’ offices, clinics, or hospitals. Reps often

conduct “lunch-and-learn” sessions or brief presentations – as long as the content is on-label and

includes fair balance, this is a core part of the job.

Modest meals with a purpose: You may provide a modest meal to an HCP in the context of an

informational meeting. For example, bringing sandwiches or pizza for the office staff and physician

during a lunchtime presentation is generally allowed. The PhRMA Code permits occasional meals

that are incidental to a substantive discussion with an HCP (Link). The meal should be of

reasonable value (e.g. comparable to a standard pharmaceutical rep lunch, not a gourmet five-

course feast) and should be infrequent. Always ensure the conversation during the meal is focused

on education about your drug (not a purely social chat).

Product brochures and prescribing information: Providing FDA-approved promotional literature is

allowed. Reps carry detail aids, brochures, and prescribing information (PI) leaflets for their drugs.

You can leave behind brochures or clinical reprints for the doctor to review, provided these materials

have been approved by your company’s review committee. Many reps also share digital resources

(like emailing an approved PDF or pointing HCPs to a product website) – again, as long as it’s

approved content, this is fine.

Drug samples for patients: Distributing free drug samples to physicians is a common and permitted

practice (governed by the Prescription Drug Marketing Act). Samples allow HCPs to let patients try a

medication. You can offer samples in appropriate quantities to HCPs who are licensed to receive

them. Just follow your company’s sample accountability rules (e.g. get the necessary signatures and

never leave samples without documentation). Samples are considered an item of value, but they are

allowed because they directly benefit patient care by allowing trial of therapy. Do note that selling

samples or misusing them is illegal – they must be given free to patients and cannot be traded for

anything of value.

Educational items for HCP or patient use: You may provide items like anatomical models, medical

textbooks, or patient education brochures as long as they are primarily for education and not of

substantial value (generally $100 or less) (A physician’s guide to acceptable pharma swag -

MDLinx). For instance, giving a doctor a wall chart on heart health or a small anatomical model

related to your therapeutic area is within the rules. These items should also not be the kind of thing

that the physician would use for personal enjoyment – they have to be relevant to medical practice or

patient care. Always ensure such items are allowed by your company and documented.
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Approved follow-up resources: If an HCP requests more information, you can certainly facilitate

that. For example, if a doctor wants to see the clinical study results in detail, you can provide a

reprint of a journal article (so long as that article has been through your company’s approval process

for distribution). If the HCP asks about patient assistance programs, co-pay cards, formulary

coverage, etc., you can share the approved resources on those topics. Helping with patient access

and education is a permissible and valuable service reps provide. Just avoid straying into areas

you’re not authorized – e.g. if the doctor asks for unapproved research data, refer that to Medical

Affairs rather than handling it yourself.

Engaging HCPs in legitimate consulting or speaker roles: It is permissible for pharmaceutical

companies to engage healthcare professionals as consultants, researchers, or speakers for bona

fide services – for example, paying a physician to speak to peers about a drug at an educational

program, or to serve on an advisory board. These arrangements must be at fair-market

compensation and for legitimate purposes (not a reward for prescribing). As a sales rep, you

wouldn’t set these up on your own (your company’s medical/commercial teams do), but you should

know that inviting a doctor to be a paid speaker at a speaker program or hosting them at an advisory

meeting is allowed when done in compliance with the PhRMA Code and anti-kickback laws. What

you cannot do is personally pay or unofficially reward a doctor – any such engagement has to go

through proper channels and contracts.

Prohibited Practices and Materials

Off-label promotion: This bears repeating – you cannot promote any use of your drug that isn’t

approved by the FDA. That means you cannot discuss unapproved indications, populations,

dosages, or routes of administration in a promotional manner. Even if a doctor is using the drug off-

label and wants to talk about it, you must not encourage it or provide off-label promotional materials.

Off-label questions should be routed to Medical Affairs. All your sales messaging must align with the

product’s official label. Violating this rule can lead to severe regulatory penalties (Off-Label Use vs

Off-Label Marketing: Part 2: Off-Label Marketing—Consequences for Patients, Clinicians, and

Researchers - PMC) and legal liabilities.

Personal gifts or items of value: You are not allowed to give personal gifts to healthcare

providers, even of nominal value. Any item that does not serve an educational or patient-care

function is off-limits. Examples of prohibited items include: gift cards, tickets to events, electronics,

jewelry, vacation packages, cash or check payments (outside of a formal consulting agreement), or

even things like chocolates and wine bottles – essentially anything for personal use or enjoyment. In

the past, drug reps commonly handed out logo-branded trinkets (pens, note pads, coffee mugs), but

even those “small swag” items were banned by the PhRMA Code as of 2009 (A physician’s guide

to acceptable pharma swag - MDLinx) because they don’t advance patient care. When in doubt, do

not offer it. The only “gifts” you should ever give are the educational items and literature mentioned

in the permissible list above.
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Entertainment and recreational events: You cannot use entertainment as a means to gain face

time with doctors. Any kind of recreational outing – whether it’s sporting events, concerts, theater,

golf, hunting trips, or a lavish dinner at a 5-star restaurant with no educational component – is

strictly prohibited for pharma reps to provide to HCPs (Link). Even if a well-intentioned rep thinks

“I’ll invite Dr. X to this baseball game and chat about the drug there,” this crosses the line. The

interaction with the HCP should always center on medical information in a professional setting,

not on treating them to fun activities. Likewise, offering to pay for an HCP’s travel or hotel to attend a

conference (unless it’s an approved, compliant sponsorship to a genuine education program,

handled by the company with all rules observed) is not allowed. Rule of thumb: if an activity is

something you’d do to entertain a friend on vacation, it’s not something you offer to a prescriber in a

compliant pharma context.

Quid pro quo or inducements to prescribe: Never imply that the HCP will receive any reward in

exchange for prescribing your product. It is illegal to offer “remuneration” to induce prescribing

under U.S. anti-kickback laws. This means you cannot tie any benefit to the act of writing

prescriptions. For example, you can’t say, “If you meet this prescribing target, I’ll make sure you’re

on our speaker bureau,” or “I can get you funding for your research if you support our drug.” Even

joking about “getting more samples if you write more scripts” is inappropriate. Reps must separate

promotional efforts from the HCP’s clinical decision-making incentives. The physician’s choice has to

remain independent. Your job is to inform and persuade on clinical merits, never to bribe or barter

for prescriptions.

Sharing unapproved documents or data: Do not give HCPs any handouts that haven’t been

approved for promotional use. For instance, if you have an internal slide deck comparing products or

an unpublished study, you cannot share that externally. Also, avoid discussing data that is still

confidential or not peer-reviewed. Stick to what’s approved: published papers, data in the

prescribing information, or approved marketing pieces. Even seemingly harmless acts like forwarding

a PDF of a draft journal article or an abstract about an off-label use could be seen as improper

promotion. Always funnel such requests through the proper medical channels. In short, don’t be a

rogue source of information – be a conduit for accurate, approved info.

Any misleading or high-pressure tactic: Beyond the specific rules, maintain a general principle: if

a tactic would make a headline for the wrong reasons, don’t do it. This includes exaggerating

claims, ignoring an HCP’s request not to be contacted, or trying to disguise a marketing message as

something else (like masquerading a sales call as a “survey” to get in the door – such deception is

unethical). The pharmaceutical industry has gained much more oversight because of past abuses, so

err on the side of caution and honesty. Always ask yourself, “Is this approach in the best interest of

patient care and does it comply with the spirit and letter of the rules?” If not, steer clear.

By focusing on the do’s, pharma reps can build trust and productive relationships with

healthcare providers while staying within the boundaries of U.S. regulations. Avoiding the don’ts

ensures that your outreach remains ethical, legal, and aligned with the high standards expected

in the pharmaceutical field. Remember, the ultimate goal is to support HCPs in treating patients

effectively – and following these guidelines for outreach will help you do so in a compliant and

professional manner.
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Sources: Relevant U.S. regulations and industry guidelines, including FDA advertising rules

(OPDP Frequently Asked Questions (FAQs) - FDA), the PhRMA Code on interactions with HCPs

(A physician’s guide to acceptable pharma swag - MDLinx) (Link), and compliance analyses on

permissible vs. prohibited practices (Off-Label Use vs Off-Label Marketing: Part 2: Off-Label

Marketing—Consequences for Patients, Clinicians, and Researchers - PMC) (A physician’s guide

to acceptable pharma swag - MDLinx). These frameworks define the do’s and don’ts above and

serve as the compliance foundation for all pharmaceutical sales interactions.
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DISCLAIMER

The information contained in this document is provided for educational and informational purposes only.

We make no representations or warranties of any kind, express or implied, about the completeness,

accuracy, reliability, suitability, or availability of the information contained herein.

Any reliance you place on such information is strictly at your own risk. In no event will IntuitionLabs.ai or

its representatives be liable for any loss or damage including without limitation, indirect or consequential

loss or damage, or any loss or damage whatsoever arising from the use of information presented in this

document.

This document may contain content generated with the assistance of artificial intelligence technologies.

Despite our quality control measures, AI-generated content may contain errors, omissions, or

inaccuracies. Readers are advised to independently verify any critical information before acting upon it.

All product names, logos, brands, trademarks, and registered trademarks mentioned in this document are

the property of their respective owners. All company, product, and service names used in this document

are for identification purposes only. Use of these names, logos, trademarks, and brands does not imply

endorsement by the respective trademark holders.

IntuitionLabs.ai is an innovative AI consulting firm specializing in software, CRM, and Veeva solutions for

the pharmaceutical industry. Founded in 2023 by Adrien Laurent and based in San Jose, California, we

leverage artificial intelligence to enhance business processes and strategic decision-making for our

clients.

This document does not constitute professional or legal advice. For specific guidance related to your

business needs, please consult with appropriate qualified professionals.

© 2025 IntuitionLabs.ai. All rights reserved.
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