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Carol Furlong, LCMHC, MAC, MBA, retired 
from the Elliot Health System in December 
of 2023 after a distinguished career in the 
New Hampshire healthcare system advancing 
the treatment of substance use disorder. She 
continues to consult for a number of 
organizations and associations to share her 
expertise and to continue to promote 
compassionate patient centered care. 

Contact: furlongc123@gmail.com

https://www.elliothospital.org/


HOUSEKEEPING



ZOOM ENGAGEMENT 
TOOLS



OBJECTIVES:

1. Identify fundamental steps of Academic Detailing

2. Describe how Academic Detailing affects conversation with healthcare staff.

3. Introduce a “key message” you want to leave with the person you’re trying to engage 
on tertiary prevention. (Why are you here? What can you do to help?)



ORIGINS OF 
ACADEMIC 
DETAILING

Academic Detailing originated as “an interactive educational 
outreach to physicians to provide unbiased, non-commercial, 
evidence-based information about medications and other 
therapeutic decisions, with the goal of improving patient care. It 
is usually provided to clinicians one-on-one in their own offices.  
The approach is based on the effective communication/behavior 
change/marketing approach that is used so powerfully by 
pharmaceutical industry sales reps (‘detailers’) to increase use of 
a company’s products.” 

   

National Resource Center for Academic 
Detailing (NARCAD) 2017



DIFFERENCE 
BETWEEN 
ACADEMIC 
DETAILING AND 
PHARMACEUTICAL 
SALES

“Academic detailing puts this approach solely in the 
service of providing practitioners with neutral, 
rigorous information to optimize their clinical 
decision-making.”

National Resource Center for Academic Detailing 
(NARCAD) 2017



HOW TO BEGIN

1.  Identify your best communication style

2.  What is the best “social” environment for you?

3. Which setting feels most comfortable?

4. Identify the best ”contact” for you to start with?
• Someone you have previously met?
• An agency/organization ”champion”?



STEPS OF 
ACADEMIC 
DETAILING

1. The Introduction

2. Needs Assessment

3. Key Messages/Features/Benefits

4. Understanding Barriers and Enablers

5. Identifying and Handling Objections

6. Summary

7. Close



INTRODUCTION

First contact – phone call?

Introduce yourself – name,  title, brief background, agency you 
represent

Why are you calling? 
• Think about what you want to find out and how this will help them
• Time is critical – they are busy – what fits into their schedule? (15 minutes?)



NEEDS 
ASSESSMENT

• Begins as soon as you make contact or walk into the 
office

• How busy is it? What is the office like? What type of 
patients do they see? What services do they offer?

• Need to understand the person, their practice/
agency, beliefs, attitudes, issues and concerns.

• Allows you to address all of the elements in your 
presentation.



NEEDS ASSESSMENT

• Goal of Needs Assessment –
§ To understand more about the business/agency 

and attitudes to your topic

§ To obtain thoughtful participation by the person 
you are meeting/addressing

• How to do this –
§ Open-ended questions – how or why questions

– Example:  What difficulties or successes have you 
had with clients who have SUD concerns?



KEY MESSAGES

Goal – “to bring about behavioral change to 
improve client outcomes.”

”Key messages are a limited number of 
important points that are relevant, 
compelling and succinct, and are generally 
specific practice recommendations.”

“What are the few points that you want 
you audience to remember after you leave?”



BREAKOUT #1

What types of key messaging would you like to 
introduce?

Briefly describe the messages you think would be most effective 
or impactful.



FEATURES AND 
BENEFITS

• Features describe a product

• A benefit is how a feature meets the needs of the 
audience. It has a clear and direct impact. (“What’s 
in it for me?”)

• Always connect a feature with a benefit. It’s the 
benefit that motivates people to change their 
opinions or benefits.

National Resource Center for Academic 
Detailing (NARCAD) 2017



BREAKOUT #2

If you’ve tried introducing key messaging before, what happened?

Share what worked well and what didn’t, based on your past experiences.



BARRIERS AND 
ENABLERS

• “It’s important to plan ahead and anticipate 
potential challenges and well as your responses 
to these challenges.”

• Barriers: “Potential obstacles to acceptance of 
your key messages. These are generally 
presented to you in the form of an objection”.

• Enablers: Parts of your key messages. “They are 
elements of the benefits and features that might 
address the concern.”



HANDLING 
OBJECTIONS

• Objections are a POSITIVE sign—they are listening and 
participating in the discussion.

• Offers an opportunity to address their concerns.

• Can also be a sign to better understand the situation and provide 
more information. 

• They can be a lack of understanding, a fear that this means more 
work, lack of recognition for a need for change, a 
misunderstanding of what was communicated, or a genuine 
disagreement.

National Resource Center for Academic Detailing 
(NARCAD) 2017



BREAKOUT #3

How might shifting the focus from “selling” an idea or service to 
“offering assistance” influence the outcome you’re hoping for?

Explain how this change in approach could affect engagement or results. 



STEPS FOR 
HANDLING 
OBJECTIONS

1. Probe—ask questions to clarify understanding of the 
objection.

2. Restate the objection to show you are being attentive and 
want to better understand.

3. Are you prepared to address the objection now or do you 
need more info/preparation/time? This can be a way to 
continue the conversation.

4. Respond to the objection using the tools described—key 
messages, features/benefits and enablers.

5. Get confirmation that you addressed the objection 
successfully.

National Resource Center for Academic 
Detailing (NARCAD) 2017



OBJECTIONS 
CATEGORIES

• STOPS:  A disagreement with your key message and 
rejection of your call to action.

• STALLS:  A deferral of a decision on your call to action.

• ON THE FENCE:  Audience is open to your position, but 
just not completely convinced.

• INDIFFERENCE:  A general lack of interest.

National Resource Center for Academic 
Detailing (NARCAD) 2017



SUMMARY AND 
CLOSE

• An overview of the key messages that they agreed to and a 
general sense of where the conversation concluded. 

• Provide a brief review of the key messages, emphasizing those 
that your audience seems to have accepted.

• Ask if they have any questions about what was discussed. Use 
this opportunity to answer them.

National Resource Center for Academic Detailing 
(NARCAD) 2017



CLOSE

• Ask the audience to implement some of the key messages. 

• This may just be to have another future meeting.

• You want them to “own” that change. (“Do you already have 
clients we could include?”)

• Help them visualize how the change will be implemented—this 
may occur at a follow-up meeting. (“It’s great that you are willing 
to try these suggestions. Can I check in with you next month?”)

National Resource Center for Academic Detailing 
(NARCAD) 2017



WANT MORE INFORMATION ON ACADEMIC DETAILING?

• Carol Furlong: furlongc123@gmail.com

• For training opportunities:

Contact Narcad.org or narcad@bmc.org



VISIT US AT NHTAC.ORG

25



THANK	YOU!
Your feedback is important!

Please help us continue to improve your CoP experience by 
completing an evaluation at this link or by scanning the QR 
code:

CoP Evaluation

https://www.surveymonkey.com/r/SUDCoP4926 

https://www.surveymonkey.com/r/SUDCoP4926

