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Introduction

Welcome to our presentation on "Strategic
Evolution: Traditional and Innovative Marketing in
the Indian Pharmaceutical Sector." The Indian
pharmaceutical industry, a global leader in generic
drug production, faces a dynamic landscape where
traditional marketing methods blend with
innovative strategies. This study explores the
transition from physician-centric approaches and
mass media advertising to digital transformation,
patient-centric marketing, and data-driven tactics.
Understanding this evolution is crucial for
sustaining growth, navigating regulatory challenges,
and enhancing healthcare outcomes. Join us as we
delve into how the Indian pharmaceutical sector
can integrate these strategies for future success.




* The Indian pharmaceutical industry is a global

. leader in the pharmaceutical industry
The Indian

* India is the largest producer of generic drugs and

Pharmaceutical vaccines in the world

* The country accounts for 60% of global vaccine
- Landsca pe production and 20% of global supply by volume

* India has the highest number of US-FDA-compliant
® pharmaceutical plants outside the US

* The industry is expected to reach $75 billion by 2025
and $130 billion by 2030

. * India has been a major exporter of pharmaceuticals
to over 200 countries

>* e The country supplies 50% of Africa’s generic
demand, 40% of the US’s generic demand and 25%
of the UK’s generic demand

* India accounts for 60% of the global vaccine demand
and is a leading DPT, BCG and measles vaccine
l supplier.




Digital transformation in marketing

* Shift to Digital Platforms: Increased use of social media, websites, and
mobile apps for marketing.
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* Telemedicine: Adoption of telemedicine services for remote patient
consultations and engagement.

* E-Detailing: Digital detailing to healthcare professionals using online tools
and virtual meetings.

* Content Marketing: Creating valuable, informative content to educate
patients and healthcare providers.

* SEO and SEM: Utilizing search engine optimization and marketing to
improve online visibility.

/ﬁ' TRANSFORMA‘"ON * Big Data and Analytics: Leveraging data to understand market trends,
\_M], and patient behaviors, and optimize marketing efforts.

* Personalized Marketing: Tailoring marketing messages and services to
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* Virtual Conferences and Webinars: Engaging with healthcare
professionals and patients through virtual events.



Rise of Patient-Centric Pharmaceutical Marketing

* Focus on Patients: Shifting marketing efforts from healthcare professionals to directly engaging patients.

* Patient Education: Providing information on drug usage, benefits, and side effects through various channels.

* Adherence Programs: Implementing strategies to ensure patients follow their medication regimes.

* Personalized Medicine: Customizing treatments based on individual patient profiles and needs.

* Patient Support Services: Offering support through hotlines, chatbots, and mobile apps for better patient care.

* Engagement Through Digital Channels: Using social media, patient portals, and forums to connect with patients.
* Feedback Mechanisms: Collecting and analyzing patient feedback to improve products and services.

e Transparency and Trust: Building trust through transparent communication about drugs and treatments.

* Health Outcomes: Focusing on improving overall patient health outcomes through targeted interventions.



Collaborative Partnerships

* Industry-Academia Collaborations: Partnering with academic institutions for research and development.

e Joint Ventures: Forming alliances with other pharmaceutical companies to share resources and expertise.

* Healthcare Providers: Collaborating with hospitals, clinics, and healthcare professionals for better patient care.

* Technology Partnerships: Working with tech companies to integrate digital solutions and innovations.

* Patient Advocacy Groups: Engaging with patient organizations to understand patient needs and improve services.

* Regulatory Bodies: Cooperating with regulatory authorities to ensure compliance and facilitate smoother approvals.
* Supply Chain Partnerships: Enhancing efficiency and reliability through collaboration with suppliers and distributors.
* Clinical Research Organizations: Partnering for conducting clinical trials and gathering crucial data.

* Global Partnerships: Expanding reach and capabilities through international collaborations and market entry strategies.



Challenges and limitations

Regulatory Hurdles: Navigating complex and evolving regulations across different regions.

High Competition: Intense competition from domestic and international pharmaceutical companies.

Cost Constraints: Balancing cost-effectiveness with the need for innovation and quality.

Market Access: Difficulty in penetrating rural and underserved areas.

Technological Barriers: Challenges in adopting and integrating new technologies across the industry.

Intellectual Property Issues: Protecting patents and dealing with generic competition.

Ethical Considerations: Maintaining ethical standards in marketing and patient engagement.

Data Privacy: Ensuring patient data security and compliance with privacy laws.

Healthcare Infrastructure: Limitations in healthcare infrastructure affecting distribution and accessibility.

Cultural Differences: Adapting marketing strategies to diverse cultural and demographic segments.

Supply Chain Disruptions: Managing disruptions and ensuring a stable supply chain, especially during global crises.



Questionnaire results

Which traditional marketing strategies does your
company currently use?
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Sales Print
representatives advertisements

Here we can see the analysis shows that pharmaceutical companies heavily rely
on sales representatives (29 responses) and conferences/seminars (27
responses) for marketing, indicating these are highly effective for direct
engagement. Print advertisements (7 responses) and direct mail (6 responses)
are less utilized, suggesting a shift towards more interactive methods.
Companies should continue leveraging personal engagement strategies while
exploring ways to enhance or integrate less favored traditional methods with
digital approaches.

Which innovative marketing approaches does your
company use?

Virtual conferences/webinars || R >
Mobile apps [N 7
Personalized marketing _ 11

Telemedicine integration - 4

Social media campaigns | 1

Pharmaceutical companies predominantly use virtual conferences/webinars (29
responses) and social media campaigns (18 responses), indicating their
effectiveness for broad engagement. Personalized marketing (11 responses) has
moderate use, while mobile apps (7 responses) and telemedicine integration (4
responses) are less utilized. The findings suggest focusing on enhancing virtual
and social media strategies, with the potential to further develop personalized
marketing and mobile apps, and exploring telemedicine as an emerging
opportunity.



Industry Examples
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Mankind Pharma's Marketing Strategies:- /
DMF (Drug Master File): Mankind Pharma ) g
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Consumer Engagement through Digital
Platforms

* Lupin:- Consumer Engagement through Digital
Platforms: Lupin uses digital platforms to engage
with consumers, promote their products, and
provide educational content, highlighting their
commitment to quality and patient care. Creating
loyalty in the mind of the customer:- JEET (Join
Every Effort To Win) & HUMRAHI (Companion):
These are patient loyalty programs launched by
Lupin to create loyalty among patients, healthcare
professionals, and caregivers, by providing value-
added services, education, and support.
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