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As 2022 is closing, the pharma brand managers are 
busy preparing brand plans for the next year. How 
can MRs’ efforts be strengthened through digital 
media? What should be the budget allocation for 
digital initiatives? Which digital platforms could be 
utilized to synergize MR efforts? These are some of 

the questions bothering marketing teams across the healthcare 
spectrum.

To answer some of these questions, we at Brand Innerworld are 
happy to release this e-report titled ‘Omnichannel Opportunities 
for Pharma Brand Promotion’. To see the entire report, you can 
download it from, www.brandinnerworld.com

A brand plan is influenced by the type of brand, its goals, market 
conditions, and the company’s strengths, limitations, and several 
other factors. There is no one-size-fits-all approach. Yet, some 
broad guidelines can be considered while deploying a particular 
medium. 

This report broadly discusses these guidelines and provides 
suggestions to the marketing teams for modification of the media 
mix according to their brands and context.

Though there are over 200 platforms providing brand promotional 
opportunities, we have included around 10 of them in this report. 
We considered those that had a high recall from the pharma 
marketing teams. Brand teams can discuss with these or any other 
platforms to decide which platform/s fits the best into their brand 
plans and media mix. 

We want to state unequivocally that Innerworld has not received 
any payment from any platforms to have their name included in 
this report.

Gauri Chaudhari
Co-Founder Brand Innerworld
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 What is the category 
of your brand?

Pharma brands operating in the Indian market can be broadly 
classified into new or established brands. These brands might 
be operating within new therapies or established therapies. 
Also, for every two or three leading brands, in the Indian 
market, there are a plethora of follower brands trying to grab 
market share.
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Depending on the brand’s category, its objective, strategy, its 
media plan must change.

Let’s understand each of the quadrant in detail:

Quadrant 1 

Comprises of introductory brands. To succeed, they must 
reach out to ‘innovators’ and ‘early adopters. In this early 
stage of introduction each brand has a chance to establish its 
leadership.

Early Majority

Late Majority

Laggards

Early Adopters

Innovators

2.5% 13.5% 34% 34% 16%

Diffusion of innovation and product life cycle

Quadrant 2 

Comprises of new brands in an established therapy (or 
molecule) area. These are typically follower brands as they are 
late entrants in an established market. For example, launching 
a new brand of aceclofenac. The molecule/NSAID therapy is 
established, but the brand is new.
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Quadrant 3 

Is made up of brand extensions that allow the creation of new 
therapy areas. They can be brand extensions with a newer 
combination. For example; a brand of Gliclazide, say, Clazide 
launches a brand extension by adding metformin to it. The 
brand extension, in this case, takes a suffix or prefix to the 
parent brand by, say, adding M; Clazide-M.

The other set of brands is those with the parent brand name 
and new dosage or delivery system. A brand of aceclofenac 
is launched with rapid relief granules and takes the name 
Aceclo-rapid.

Quadrant 4 

Comprises of crowded categories with clear bifurcation 
between two or three leading brands and 100s of follower 
brands. Each brand needs to have a unique brand and media 
plan depending on its position in the market. 
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Quadrant 1

The objective of this quadrant is to carry out therapy-shaping 
activities. Sometimes the brands need to establish the disease 
condition first and then engage in therapy-shaping activities. 
The below figure lists down some of the steps, need to be 
taken in therapy shaping.

What is the brand objective 
and strategy?

Therapy Shaping
• Shaping expectations
• Evidence sharing 
 (including RWE*)
• Establishing Safety, E�cacy, 
 impact QOL 
• KOL advocacy
• Reach out to ‘Innovator and 
 Early adopter’
• Establishing treatment 
 algorithm
• Patient profiling

Therapy
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3 4

Take share from the 
established brands 
• Increase Brand Recall
 (di�erentiation thro’ SOV)
• Geographic focus to grab MS
• Content & media 
 di�erentiation
• Chemist strategy

New brand extension of 
an established brand
• Highlighting advantages 
 of Brand Extension (BE)
• Patient profiling
• Case discussions
• Play on the parent brand equity
• Increase SOV till BE is 
 established

Leader Brand
Patient Initiatives
• Further Increase  disease 
 awareness & diagnosis 
•  Further Increase adherence 
 to therapy 
HCP initiatives
• Penetrate di�erent geographies
Follower Brand
• Capitalize of the e�orts done 
 by the leader
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Quadrant 2

Looking at the market’s growth opportunities, many 
companies decide to launch a brand even after the leadership 
is established. Being late to the market, these brands need 
to take away their share from established brands. Since the 
therapies are established, these brands gain by increasing 
brand recall. 

These brands can also grow by attacking competitors in the 
geographies where the competitor is weak. 

Ensuring brand availability is critical to these brands. Being 
late in the market, chemist counters are often reluctant to 
stock the brand.

Quadrant 3

These brands need to create prescription opportunities 
without cannibalizing the parent brand. Hence the brand 
needs to spend efforts and money on segmenting and profiling 
patients. 

Quadrant 4

This quadrant comprises majority of the brands in the Indian 
markets. These brands are clearly divided into leading and 
follower brands. The leading brands grow by growing the 
market, whereas the follower brands grow by capitalizing on 
the efforts done by the leader and taking away share little by 
little.

The brand’s physical and digital interventions differ depending 
on the quadrant in which it operates. Hence the media plan 
for each quadrant would be different.
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Which opportunities can be 
evaluated for Omnichannel?

Today the brand teams have hundreds of digital opportunities 
to choose from. In this report, we have included the most 
commonly considered opportunities for omnichannel 
promotion.
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Omnichannel engagement for 
brands from Quadrant 1

new brands with a new molecule or a therapy area are 
launched with much fanfare. There is clear excitement across 
the marketing teams to make the brand successful.

Physical and digital Initiatives

More often than not, Q-1 brands are launched with a physical 
event. International speakers or experts on the subject are 
usually invited for such launches. Doctors, too, willingly attend 
such programs to update their knowledge. 

Though often high on impact, the influence of these events 
can wither away soon. The MRs do not get adequate time in 
the clinic to discuss the brand further, and the brand fails to 
deliver on the initial investments.

This problem can be solved by deploying an omnichannel 
media plan. 
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Several physicians are interested in such programs but cannot 
necessarily attend them. Broadcasting such events in a closed-
loop format on social media or any doctor networking site 
provides a wider reach opportunity. 

If implemented properly, these initiatives can assist in 
completing the first two steps of the customer journey, 
Awareness and Appeal, in much less time.But to take the 
customer to the next stages of their journey, the brand must 
create multiple touchpoints.
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For any message to stay with the 
customers, it needs to be disseminated 
at a minimum frequency of 3 or higher.

(To know more about brand frequency, 
click on the link provided at the end of 
the report) 

As a result, a series of webinars, medical 
PR through discussions and a series of 

articles, as well as the development and dissemination of Real-
World Evidence, are necessary to leverage the launch event.

The medical PR, content generation or webinars need to be 
based on understanding what kind of information is required 
by the medical fraternity. Which type of patients will be most 
appropriate to try the new therapy? What are the major 
hurdles that could prevent a trial?

The Digital Doctor Platforms Offerings 

Following are the services offered by various digital platforms. 
We have mentioned them in alphabetical order. 

doceree is a programmatic platform. It is an aggregator of 
physician-frequented professional platforms. Advertisements 
are broadcasted through Doceree on various medical sites 
visited by doctors. The Q-1 brands can publicize the webinars 
/ CMEs through Doceree. These ads are clickable and can 
drive in more registrations for webinars. The ads can be in 
static, GIF or video format. They can easily carry a snippet of 
webinars or doctors’ comments. The platform can carry out 
precise targeting on demographic, geographic or keyword 

Aware
1

Appeal
2

Ask
3

Act
4

Advocate
5
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search criteria. It supports brand lift studies to evaluate the 
impact of the ads.

docMode: A digital platform that helps in medical education. 
It offers services in preparation for webinars and international 
speaker programs. The platform offers preparation, pre-
streaming, streaming and post-streaming assistance where 
they take up services from finalizing speakers, preparing 
marketing material, popularizing the event, carrying out 
surveys and providing analytics. They also create weekly 
series of KOL videos based on the content requirement of 
the brands. The platform can carry out extensive scientific 
surveys. The HCP quizzes can also help the Q-1 brands. They 
also offer services in the area of creating whitepapers and 
scientific reports. 

Medical dialogues is a health news portal supporting medical 
PR and therapy shaping. The platform offers Advertorial & 
Medvertorial opportunities. This can help the Q-1 brands build 
consensus on using a new brand and therapy. The platform 
also runs a TV (MDTV) channel to keep the audience abreast 
with the latest news, views and opinions.

The new brand launch announcement, along with the brand’s 
unique benefits, can be communicated to a larger audience 
through the platform. The platform offers the facility to 
conduct webinars. Through its database, it can send Emails, 
What’s App and SMS to HCPs to receive qualitative feedback. 

Medgini provides solutions to pharma brands by offering  
CME / Webinar, Conference (Virtual / Onsite), Departmental 
Seminars and conducting Adboards. They offer ‘Train the 
trainer’ services. The platform provides help in conducting 
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patient experience studies that can be used further to create 
relevant content. Their chatbot and What’s app chat services 
can be utilized for doctors to get instant answers to their 
queries.

MediSage provides an omnichannel opportunity to build 
therapy-shaping activities. The platform ensures content 
development and its delivery with precise targeting. The 
platform engages Global and Indian KOLs. It generates Mediflix 
video series involving subject experts. Through newsletters, 
the platform can disseminate knowledge. Case discussion 
is another attractive feature of the platform. Treatment 
algorithms can be well discussed under these formats. 

tHB

THB platform offers opportunities in therapy shaping activities 
through building Real-world-Evidence (RWE). They have 
60  million deidentified patients’ databases across acute, chronic 
and super-specialty. The platform provides Retrospective Data 
Studies, Observational studies, Patient Reported Outcomes, 
Systemic Review Literature and Consensus Studies.

THB can set up a direct line with all addressable doctors 
through What’s App. The latest clinical studies, clinical insights, 
and newer treatment algorithms can be shared directly with 
an individual doctor. In case a doctor has any questions, the 
platform also engages in answering them. It offers call-back 
or online meeting options so that a doctor can have a physical 
connect to solve their queries. 

THB offers relevant content in the form of articles, animated 
videos and KOL video formats. The platform sets up Autobots 
to help HCPs further.
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All digital platforms provide opportunities to resolve the 
queries of HCPs. As a result of which, HCP need not wait 
for the MR to resolve it at the next visit. Thus, the marketing 
teams can take customers quickly through the ‘ASK’ stage of 
the customer journey.

Social Media

Social media can play a significant role in promoting the Q-1 
brand. Besides helping to broadcast various events, they help 
create relevant content.

# Medtwitter is popular amongst physicians. It can be used 
to disseminate medical advancements, clinical discoveries, 
clinical algorithms, and therapies among online users in the 
medical fraternity. #Medtwitter conversations can help in 
shaping the content of the Q-1 brand

Facebook and LinkedIn have multiple doctors’ communities. 
With the help of pharma companies’ medical departments, 
marketing teams can initiate discussions and carry out polls 
and surveys. The discussions and the result of the surveys can 
be used to design content for webinars, articles and medical 
PR material.

Evaluation of Success

Physical events 

● Number of HCPs attending the program, and qualitative 
feedback taken during the tea, lunch, and dinner breaks. 
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● Formal feedback with a structured questionnaire 
administered by the MRs

Webinar

● Number of HCPs staying through the program 

● If webinar series is conducted, how many doctors are 
regularly attending the series 

● Survey on brand and therapy perception, interest, requests 
for samples 

● Surveys to know HCP and patient satisfaction post-trial 

The surveys and feedback can be taken online and offline 
through formal and informal efforts by field and the digital 
doctor platform.

The impact of Medical PR and overall marketing efforts can 
be gauged by 

● Pre and post-brand awareness studies

● Perceptions and relevance of the brand can be gauged by 
insight mining tools as simple as association techniques.

The MR can use digital platform analytics while visiting doctors. 
Those HCPs who spent more time on the platform during the 
webinar series and answered positively to perception and 
relevance questions can be further assisted to prescribe the 
brand.

MR’s visit plan must include innovators and early adopters 
from his territory and the list of doctors who have regularly 
attended the webinars. The innovator and early adopter 
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doctors’ analytics also need to be made available to MR. Thus 
they can take these doctors to the next stage of the customer 
journey; Act (Prescribe). 

MRs can quickly evaluate the prescription generation from an 
individual doctor. The retail and prescription audits further 
help in success evaluation by providing the overall prescription 
share and market share. 

Thus, a marketing team can adequately gauge the impact of 
the marketing mix.
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Omnichannel engagement for 
brands from Quadrant 2 (Q-2)

This quadrant comprises a new brand in an established therapy 
area/new molecule. It is often a late entrant. This brand tries to 
take advantage of the growing market and takes away share 
from other established brands.

Since the therapy is established, the customers are already 
through the first three stages of the journey with respect to 
the therapy/molecule. They are already in the ‘ACT’ stage 
and are prescribing competitor brands. The task of the new 
brand is to convert the competitor’s Rx to its own.

There are two ways of stealing shares from the competitor.

a) Challenging competition through increased SOV across 
the nation

Differentiated brand promise immensely helps Q-2 brands. 
After creating a differentiated brand promise, the marketing 
team must work on increasing Point-of-Prescription (POP) 
recall. Higher POP recall translates into prescription if the 
brand equity is intact. Thus Q-2 brands can start taking away 
share from the established competitor. 

Increased 
Media 
Weight

Increased 
Media 
Weight

Increased 
Opportunity
to See (OTS)

Higher 
Share of 
Voice

Higher 
POP 
Recall
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Physical Media

In-clinic brand detailing with clutter-breaking creatives attract 
customers’ attention. For Q-2 brands, the detailing needs to 
be short and crisp, focusing on the differentiated promise. 

The in-clinic brand reminders like Rx Pads and pens with clear 
logo and tagline (expressing brand promise) keep the brand 
in front of the customers’ eyes. This results in higher brand 
recall.

Stalls at association conferences and seminars also increase 
brand visibility.

the digital doctor Platforms Offerings 

Q-2 brands require a frequency of communication above 4 or 
5 (see the link at the bottom of the report). Delivering higher 
frequency through field force is exceptionally challenging. 
Hence for Q-2 brands, digital doctor platforms can be of 
immense help.

The platforms below are mentioned in alphabetical order.

doceree

Doceree provides an opportunity to enhance the brand’s 
visibility by promoting brand campaigns on publisher 
platforms frequented by HCPs via programmatic advertising. 
The advertisements are targeted based on physician specialty, 
demographics and/or keywords. This offering can increase 
brand visibility many folds. The platform reaches the sites 
that are frequented by HCPs. Thus there is higher chance of 
HCPs getting exposed to a brand message.



20

Medical dialogue

Since the platform runs a daily newsletter, it can deliver the 
brand message to customers daily. The email service offered 
by the platform can take the message to a particular specialty. 
The ads can be placed within articles to increase visibility. 
Besides, the platform offers the option of taking the customer 
to a landing page. The Medical Dialogue TV with daily news 
help in increasing brand exposure. 

Myrx

An EHR platform provides brand visibility opportunities. For 
a Q-2 brand, a Point-of-Prescription reminder is critical as the 
recall drives the prescription. This platform can deliver brand 
advertisements at the time of prescription. 

The platform effectively reaches several specialties while 
maintaining its focus on psychiatry and neurology. The 
platform provides brand advertisement opportunities at the 
time of prescription. POP and thus can help increase overall 
recall.

Social Media

Facebook, LinkedIn, and Twitter allow ads based on user’s 
education and the job title. While prescription brands need 
to be extra careful while using these social media, a Non-Rx, 
OTC or Medica Device brand can use all these platforms with 
high effectiveness.

Behavioural or interest-based targeting offered by Facebook 
is beneficial to the Non-Rx category of brands. It is one of the 
most cost-effective advertising.
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LinkedIn ads help target corporate hospital doctors and 
decision-makers. The platform also allows the InMail option, 
which can be utilised to send short messages based on the 
differentiated brand promise. A lead generation type of ad 
can help some late entrants.

To learn more about the social media advertising download 
this report from our website.

Chemist activation

A new brand in an established therapy area often faces issues 
with adequate availability at the chemist counter. While the 
field force is vital in making brands available, their chemist 
coverage tends to be limited. Non-availability of new brands 
results in bouncing off the prescription, resulting in doctors 
dropping the brand.

Medigini

The platform reports coverage of 4.56 lacs chemists. The 
platform helps brand managers to send What’s App Messages, 
emails or interactive voice messages.

Brand managers can send messages regarding New brand 
launches, offers, scheme bonuses, price changes, and pack 
size changes. 

Loyalty programs can be launched to ensure better availability 
and visibility of companies’ brands. Chemist education is also 
possible through the Medgini platform.

retail scan 

Retail scan is a customized in-store solution company. It helps 
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brands carry out chemist merchandising, the most important 
activity for Q-2 prescription brands, OTC, quasi OTC and 
medical device brands. It carries out an in-depth retail audit 
to improve the strategy’s effectiveness. The platform helps 
companies in tertiary sales measurement.

Often marketing teams need to decide which of the additional 
outlets should be prioritized when a corporation wishes to 
boost chemist coverage from X thousands to 2X thousand. The 
platform offers to help marketing teams strategically choose 
pharmacist outlets. The platform also offers mystery audits 
to assess the real-time experience offered to a customer over 
a real-time transaction in a store through a combination of 
objective and subjective evaluation techniques.

Chemist Pulse

Chemist Pulse reaches Chemists through Innovative Print & 
Digital marketing programs. 1,50,000 Chemists are Connected 
by Print Program thru’ Chemist Pulse magazine on monthly 
basis. They cover Metro cities, Class I to VI towns & Villages.

They also reach to 4 lac chemists digitally through WhatsApp 
and SMS using Flash technology. They also send marketing pre-
recorded voice messages broadcasting in regional languages

E-pharmacies 

E-pharmacies have contributed significantly to adding 
convenience to medicine delivery. The major players operating 
in the India E pharmacy market are Tata 1mg, Netmeds, Apollo 
Pharmacy and PharmEasy
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Let’s take the example of 1mg. The Platform offers advertising 
and evaluation options. 

With  40M+ Unique monthly visitors and covering 1800+ cities, 
1mg website advertisement can help target a large-scale 
audience. Even if the customer chooses not to buy medicines 
from the platform, they definitely visit the platform to know 
more about the medicines prescribed by the doctor and thus 
get exposed to brand messages. 

Tata 1mg has ~75K verified doctors’ profiles. 1mg also has a 
dedicated Medical Affairs team that can strategize, develop, 
and publish the articles for targeted customers. Email 
marketing, Push notifications, E-workshops, Webinars, and 
dedicated articles by the KOLs are some of their expertise in 
HCP engagement

b) taking away market share through geographic focus

Hitting the competitor in the weak geographies is yet another 
way to take away market share from the competitor. It yields 
unparalleled results. To do so, the brand must add promotional 
weight in the specific territories/geographies.

At brand Innerworld we have media planning tools that 
suggest where promotional weight can be added. Markets 
can be divided into four specific categories

Different medical platforms have different penetration in the 
regions across India. doceree has a stronger presence in the 
North, followed by the south,  west and east. Medical dialogue 
has a higher reach in the south, followed by north, west and 
east. Medgini, Chemist pulse has a strong penetration across 
cities, towns and tier 1 and 2 cities. MediSage is stronger in 
the North and West. Myrx and tHB have a higher presence in 
the west, followed by the north, south, and east.    
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Marketing teams can choose to increase media weight in a 
market where competition is weak.

Evaluation of Success

Whether you are increasing media weight across the nation 
or in a specific geography, evaluation of the success can be 
measured by multiple KPIs.

My brand and
Competiton

both
doing well

Competition
doing well,
my brand

is not

My brand
doing well;
Competitior
brand is not 

 My brand and
Competition

both NOT
doing well

Find the reason behind
low performance and then
add promotional weight

Add promotional
weight and improve

market share 

Don’t add
any promotional

weight

Maintain
promotional

weight
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Marketing teams can conduct pilot studies in specific 
geographies with a specific media platform. The learnings 
from the pilot can be utilized to sharpen the strategy further.

The impressions, click-throughs and CTAs are some of the 
lead KPIs. Yet measuring Top-of-Mind (TOM) awareness of 
the Q-2 brand is the best way to gauge if the media mix is 
delivering on the objective.

An answer to a simple question; ‘which brand comes to your 
mind while treating ____ disease/symptom?’ indicates if the 
brand has achieved the status of TOM brand. Marketing teams 
can evaluate brands’ journey from TOM, spontaneous or aided 
recall. 

Having achieved recall values, brand teams can consistently 
engage with surveys and polls offered by various doctor 
platforms to gauge success. Almost every doctor’s platform 
allows surveys and polls.

E pharmacy like tata 1 mg offers evaluation services. It has 
over 13+ million total transacting user bases, thus making it 
an ideal place for conducting complex brand studies with a 
target user base. 

With their survey system, Targeted Automated User Survey 
(TAUS), marketing teams can quickly, accurately, and 
economically derive meaningful insights from the target 
audience.

The platform offers brand perception studies, patient behavior 
studies, product attributes, and hypothesis testing.
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Omnichannel engagement for 
brands from Quadrant 3 (Q-3)

The brands represent established brands in a new therapy area. 
Q-3 is made up of brand extensions that allow the creation 
of new therapy areas by launching a new combination or 
altogether a new molecule. For example, when an established 
brand launches a brand extension with a combination under 
the parent name with a suffix or a prefix, the established brand 
operates in a Q-3. Gliclazide established brand, say Clazide, 
launches Clazide-M.

Sometimes brand extension could be a novel drug delivery. 
An established brand of Aceclofenac, say, Ace, launches 
rapid-acting granules called Ace-Rapid. Such brands would 
fall under Q-3.

usage area 1 usage area 2

Patent Brand Q - 3 Brand

Q-3 brands need to capitalize on the mother brand equity. 

If the brand extension requires concept building the Q-3 
brand promotion echoes Q-1 brands in terms of promotion 
and evaluation of success. These brands need to build in the 
context in which the brand should be prescribed. Thus it takes 
up aspects of therapy shaping.  

If the brand extension is simple (like aceclofenac rapid), it 
follows the Q-2 brands in terms of promotion and evaluation 
of success. Such brands require recall-driven activity.
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Whatever the case, Q-3 brands need to build in content that 
covers the following points

● Patient profiling

● Case discussions

● Highlighting advantages of Brand Extension

● Play on the parent brand equity

● Increase SOV till Brand extension is established
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Omnichannel engagement for 
brands from Quadrant 4 (Q-4)

Q-4 comprises established brands in a designated therapy 
area/molecule. This quadrant is mixed with leading brands 
(having a larger chunk of the market share) and follower 
brands (with a fragmented market share).

The established markets often face plateauing growth; thus, 
most brands in the market face growth issues. 

The leading brands tend to have high brand saliency. These 
brands are well-known even to doctors outside the field 
force’s standard coverage list. These brands benefit from the 
following strategy.

Strategy for leading brands

a)  reaching out to patients and caregivers

When market growth stagnates, 
brands can grow by 
●  adding more patients to the funnel 
or
● by increasing the patient’s 
adherence to therapy. 

In either case, it is important for the 
brand to directly reaches to patients.           Rx

Diagnosis

Acceptance 
of 

treatment

Awareness
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The strategy of reaching patients is beneficial only to the 
leading brands. As per the regulations, prescription brands 
cannot promote brands directly to patients. Hence the disease 
awareness or therapy adherence initiatives must run without 
mentioning the brand name. As a result of this limitation, 
only a leader or a couple of leading brands benefit from this 
strategy. If the follower brands try this strategy, the benefit 
may go to the leading brands.

Social Media 

Social media plays an important role in achieving above 
mentioned objective. It can help reach a wider audience and 
educate the general population about the disease, symptoms 
and diagnosis. Even today, several diabetics or hypertensives 
remain undiagnosed or underdiagnosed. Adequate education, 
timely nudges and empowering messages can help the 
patients and the pharma brands.    

If the brand objective is to increase adherence, once again, 
social media can play an important role. Messages educating 
patients to complete therapy of antibiotics or continue 
adhering to chronic treatments can be effectively delivered 
through social media. 

Social media can be engaged in three basic ways

● Generating content and posting it on social media 

● Social media Advertising

● Engaging with Influencers

Each social media has its unique features



30

YOutuBE

People like video formats. Complex subjects like diseases can 
be made easy with videos and pictures. The channel has a 
62% male and 38% female audience.

% Gender Split

Female 38%

Male 62%

% Gender Split

Female 26%

Male 74%

55 % of the YouTube audience is below the age of 35. Diseases 
that are age agnostic or affect the population in the early 
years of life can benefit from YouTube. This age group is also 
concerned with the health of the elderly in the family and 
has a vital role to play in the diagnosis and treatment. The 
remaining 45% benefit from the disease awareness initiative 
as they might have a higher propensity to health issues.

InStaGraM

An average Indian, spends more than an hour on Instagram. 
Influencers like Dr. Rashi Agarwal, Dr. Sid Warrier, and Dr. 
Ridhima Shetty, as well as hundreds of others, help people 
understand issues related to health and health conditions. 
Some of these would help the brands if they collaborated 
with these influencers. Instagram allows marketers to target 
audiences more precisely.
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FaCEBOOk

Facebook is the largest social media platform, with 2.91 billion 
monthly active users. The average time spent on Facebook 
is 58 minutes per day* Facebook is one of the most cost-
effective social media platforms for advertisements.

% Gender Split

Female 24%

Male 76%

age Group %
18-24 30%
25-34 40%
35-44 15%
45-54 7%
55-64 5%
65+ 3%

Evaluation of Success

In case advertisements are used as a strategy, impressions, 
reach, and engagements can be the metrics to know the 
success. If the engagement is in the form of posts/ influencers, 
comments, shares and likes, give an idea of the success of the 
content.

% Gender Split

Female 38%

Male 62%

% Gender Split

Female 26%

Male 74%

age % reach
18-24 30%
25-34 42%
35-44 15%
45-54 6%
55-64 4%
65+ 3%

(Source*The Media Ant  )
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If the campaigns are geo-targeted, marketing teams can take 
qualitative feedback from the exposed territories regarding 
increased diagnosis by talking to doctors.

b) Increasing reach to HCPs

Leading brands have strong brand saliency. But not all 
potential HCPs prescribe them. It is practically impossible for 
MRs to add every potential doctor to the list.

Despite the country having over 10 lac registered doctors, 
barring the top few companies, the majority of companies 
only reach 1 or 2 lac doctors. Most brands frequently 
concentrate on the top cities and towns. Leading brands can 
grow significantly if their reach is increased beyond top cities 
and towns. For such brands, penetration is the key to growth.

Another issue is that field force reaches a limited number of 
prescribers at a limited frequency. This results in spreading 
promotional efforts thin. 

Marketing teams can 
strengthen MR efforts 
through digital platforms. 
Again, leading brands are 
more likely to benefit from 
these initiatives than follower 
brands.

Increasing reach to various 
doctor specialties benefits 
both leading and following 
brands.

Penetrate 
across the

country

Reach
paramedicals

Reach 
Students 
& young 
doctors

Reach 
di�erent 

specialties
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Several brands have universal appeal. For example, almost 
every type of doctor can prescribe a pain reliever, anti-acidity 
medications, or nutraceuticals. Still, MRs at pharma companies 
can only cover 3 or 4  important specialties. It’s not possible 
to reach every doctor in every specialty. Such brands can 
greatly benefit when they increase their coverage without 
significantly increasing costs.

Physical Initiatives

In earlier decades, field force met doctors at a lesser frequency. 
Also, in smaller towns, MRs used to meet doctors in a group 
once in three months instead of calling the doctor one-on-
one. Sometimes they undertook something famously known 
as ‘Taxi tours’. Though a few companies still engage in taxi 
tours the number has significantly reduced. This has resulted 
into several not-easily-accessible doctors getting dropped 
from the coverage list.

With the help of digital media, these doctors can once again 
come on the coverage list. The MRs can meet with doctors 
at a much lesser frequency, but digital media continues to 
engage with them regularly.

digital doctor Platforms

The digital doctor platforms exhibit opportunities to reach a 
range of specialties and class towns.

doceree

The platform reports reach of over 3.4 lac doctors and 
paramedical professionals from India and 18.1 lac+ doctors 
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across the globe. Through targeted advertisements platform 
offers to take the brand to an extended number of doctors. 

docmode

Docmode is medical learning platform reporting reach to 
3 lac doctors and paramedics across 25+ specialties. The 
platform has a higher focus on pediatricians, gynecologists, 
ophthalmology and dentists.

Healthplix 

An EHR Platform which empowers 10K+ doctors to drive 
better health outcomes for their patients by providing clinical 
decision support at the point of care. More than 22 million 
patients have been treated using the HealthPlix EMR platform 
by doctors practicing across 16 specialties like General 
and Consulting Physicians, Diabetologists, Orthopedic, 
Dermatologists, Urologists, Nephrologists etc.’. HealthPlix 
doctor base and network spans across 370+ cities in India.

Medical dialogue

The platform reports reach over 6 lac doctors and paramedical 
professionals across 45 specialties. It reports coverage, on the 
one hand, from GPs to CPs, cardiologists, endocrinologists, 
etc.; on the other hand, specialties like hematologists, 
pathologists, microbiologists, physiotherapists, nutritionists 
and hospital admins. The platform also has Ayush Prescribers 
who are legally allowed to prescribe modern medicines in 
several states of the country. The platform also reaches young 
medical students and has a special online publication for 
nurses.

MediSage

MediSage is a medical e-learning platform that reports reach 
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over 6 lac doctors and paramedical professionals across 1768 
cities in India. The platform reports penetration across Metros, 
mini-metros, and class one and class two towns. The platform 
covers over 15+ key specialties of doctors. 

MediSage provides facilities for tele-detailing and video 
detailing for brand promotion. This facility can strengthen 
promotional efforts with a personal touch to promotion. The 
platform also ensures delivery of the samples to the HCPs if 
they require the same. 

Medgini

Medgini is another platform that reports reach of over 7.3 lac 
doctors and paramedical professionals’ coverage. The platform 
reports deeper penetration across cities and towns in the 
country. The platform reports wide coverage amongst tier-
one and tier-two cities. The platform offers extensive coverage 
amongst dentists, general practitioners, pediatricians and 
gynecologists.

Myrx

An EHR platform offers brand visibility opportunities. The 
platform reaches various specialties while maintaining its 
focus on Psychiatry and neurology. The platform provides 
brand advertisement opportunities at the time of prescription. 

Each platform offers unique reach opportunities for the top 2 
or 3 brands in the market. The development of a media plan 
should involve interacting with multiple platforms, depending 
on the brand category and required specialty focus.
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Evaluation of Success

For digital initiatives, lead and lag KPIs can be calculated 
depending on the format used.

If the platform is used for tele detailing or video detailing, in-
depth analysis of the success of the call, its duration and the 
interaction during the call can be measured.

For the email delivery rates, open rates and click-through 
rates would be the lead indicators. If advertisements are used 
as a promotional tool, typically, impressions, click-throughs, 
and CTA prove to be lead indicators. 

If the physical and digital initiatives are taken together, the 
success can be gauged by a mix of lead and lag indicators. The 
success of lead indicators must translate into lag indicators. 
The audit reports  provide data on lag indicators. Over a period 
of time, a ‘factor’ can be calculated to convert lead indicators 
into a lag indicators for each brand.

Our take

The pandemic provided digital opportunities for pharma 
brand promotion. The pharmaceutical industry in the country 
is experimenting with different types of digital media options. 

1) Brand by Brand and Case by Case

 In this report, we have captured some broad guidelines to 
be followed while utilizing physical and digital initiatives. 
Yet we strongly believe that each media initiative needs to 
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be considered brand by brand and case by case. There is 
no one-size-fits-all solution. Every marketing team needs 
to discuss the brand objective and the context with media 
providers to get the best for their brands.

2) Field Force at the Centre

 Any digital media initiative must keep the field force at 
the center. Everyone should be looped in the media plan, 
from the national sales head to a medical representative. 
Not only do they need to be aware of the initiatives taken 
through the digital plan, but they also should know what 
part is being played by the digital media and how can the 
field force capitalize on it. Digital analytics should be made 
available to the field force at the geography territory level. 
Area managers must discuss the promotional execution 
plan with each MR keeping the digital media analytics in 
the background. 

3) Investing in Pilot and developing Learning Curve:

 Marketing teams must invest time and energy in carrying 
out pilot studies for the selected media mix. To know 
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how each brand responds to a particular digital initiative, 
it can be tested in a particular geography. Another 
similar geography can be kept as a control geography 
so that the results can be compared, and the success 
of digital intervention can be gauged. A learning curve 
can be developed to understand how your brand and the 
customers respond to a particular media mix.

4) Content is Critical

 When the media mix works towards increasing touch 
points, the content must be created with at most care. 
The content must have a pull-power to attract HCPs and 
patients. Only credible, relevant and unique content can 
deliver desired results.

5) Scheduling

 Once the learning curve is built and there is clarity on 
which media mix needs to be deployed, companies can 
increase ROIs by spending optimally on each media. 

 Brands can schedule media deployment in a manner that 
digital media makes touch points continuously (maybe 
almost daily, provided content is relevant and unique), 
and the physical touch points are deployed in a pulsing 
manner (maybe, for some brands, once a week or for other 
brands a low as one in a quarter).  

The MR, as well as the digital media, have the capability to 
treat each customer as a unique customer and assist them  
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through the customer journey and ensure higher patient 
outcomes.

Media plan must be applied in an omnichannel manner, with 
the field force at the center of every initiative. If the field 
force becomes the maestro, a symphony can be created, and 
the promotional plan can become music to everyone’s ears, 
including the patients and doctors.

Link to frequency calculator
https://www.youtube.com/watch?v=1eitzuLCPIE 
https://brandinnerworld.com/media-frequency-estimator/

Link to website for report download
www.brandinnerworld.com
https://brandinnerworld.com/omnichannel-opportunities 
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