
 
 

 

                            Summer Training Report  

    

  By 

                                        SURAJ. S  

                          (PM -11) 

      ROLL NO: 212 

 

TOPIC: IMPACT AND FUTURE OF COVID-19 

INDUCED DIGITALIZATION ON PHYSICIANS 

AND ON PHARMACEUTICAL INDUSTRY 

 

 

                    MBA (Pharmaceutical Management)  

2019-21 

 

 



 
 

ACKNOWLEDGEMENTS  

 

It gives me immense pleasure to acknowledge and thank all those who have given consistent 

guidance, advice and encouragement.  

 

I express my deepest and sincere gratitude to my mentor Dr. Arpita Bhasak, Associate Professor 

IIHMR university who personally supervised, supported and encouraged me all through this work. 

 

I take this opportunity to express my deep, sincere gratitude and heartfelt thanks to Dr. Sandeep 

Narula, Assistant Dean IIHMR university and my Industry mentor Mr. Deep Bhandari, Founder 

of Innovera consultancy for their exceptional guidance, suggestion, functional freedom, critical 

evaluation that inspired and motivated me throughout the program. 

 

I would also like to thank all the physicians and pharmaceutical professionals, who gave me their 

valuable time during their busy schedule and helped me to pursue my project.  

 

Last but not the least I extend my deep gratitude to my parents, family and team members for their 

love, concern encouragement and moral support throughout my life in all my endeavors.  

 

 

 

 

 

 

 



 
 

 

 

CONTENT 

Introduction…………………………………………………………………………………. 01 

Literature review……………………………………………………………………………. 02 

Objectives…………………………………………………………………………………… 05 

Research methodology………………………………………………………………………. 06 

Results and Discussions……………………………………………………………………... 08 

Recommendation……………………………………………………………………………...37 

Conclusion …………………………………………………………………………………...38 

References………………………………………………………………………………...…. 39 

Appendix……………………………………………………………………………………... 40 

 

 

 

 

 

 

 

 

 

 

 



1 
 

INTRODUCTION 

 

Corona Virus Disease 2019 (COVID-19) was originated from China and has since spread globally. 

Quarantines and social distancing practices are followed to contain the pandemic. This has 

changed the way how the world works, and Healthcare industry is no excuse to it. Face to face 

interactions are replaced by digital interactions to get one’s work done. Firstly, patients are not 

supposed to visit the physicians unless an emergency, raising the question of accessibility to 

physicians by patients. Secondly, Pharmaceutical industry which is dependent on one to one 

interaction with physicians for the marketing the medicines are now facing challenges as 

physicians see no value in the same at this point. This exerts a pressure on the industry to change 

the way their sales force and marketing teams work. Both these scenarios raise a number of 

questions and the answers to these would help to shape the future of work and would tell us the 

best way of moving forward as once the pandemic is controlled the working style may not go back 

to normal from where it all started. 
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LITERATURE REVIEW 

 

TELEMEDICINE 

Telemedicine is defined as ‘Consultations with patients through video conferencing, e-health 

which may include patient portals, electronic transmission of digital images, monitoring of vital 

signs remotely, wireless applications for consumers, call centers, continuing medical education, 

and other applications are among the services that are considered part of telehealth and 

telemedicine’[1]. It is seen as a chain of care that uses the recent innovations in technology so as 

to improve the quality and efficiency of healthcare. It is also expected to increase the equality in 

terms of distribution of services [2].  

Advantages of telemedicine include healthcare services in remote areas, easy information sharing 

and storing facilities, patients and healthcare professionals being less prone to infections especially 

in this COVID-19 situation, reduced overhead expenses and waiting time by patients [3]. 

Disadvantages of telemedicine are that the initial digital setup is costly, decrease in patient- doctor 

relationship, confidentiality of data, network issues, difficulty in interpreting low quality health 

informatics records and absence of stringent legal regulation to prevent unauthorized and illegal 

service providers in this sector [4]. 

DIGITALISATION OF PHARMACEUTICAL INDUSTRY 

The lockdown measures have caused rapid digitalization across industries with pharmaceutical 

industry being no exemption to it. Pharmaceutical industry which was dependent on face to face 

interaction for sharing of scientific information and to ensure a consistent supply of drugs has to 

now shift completely from its traditional approach to digital approach of its sales and marketing 

activities for the time being.  According to EY Life Science Report Asia- May’18 93% of 

pharmaceutical organizations were just in their start of the journey towards digitalization and this 

COVID-19 has acted as a catalyst to drive the organizations to identify the ways to innovate and 

engage their customers digitally [5]. This digitalization has indeed increased the engagement 

between the professionals and physicians, pushed outcome-based care into centre stage, has 

improved the process efficacy and agility along with the increase in real time responsiveness of 

the healthcare industry. 
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The biggest question that arises in the mind of the industry is that will digitalization become the 

new normal even after the pandemic. While complete digitalization is not expected, a substantial 

rise in the usage of digital mediums in addition to the traditional approaches is expected. However, 

those companies which uses this technological advantage for its growth is said to have an 

advantage over its competitors for sure [6]. 

The most frequently availed digital marketing channels were found to be WhatsApp (29.94%), 

informative health websites (26.7%), and mobile applications (20.6%) and the less frequently used 

mediums were e-detailing (8.1%), webinars/webcasts (7.7%), tele detailing (6.0%), self-directed 

web-detailing (5.2%), and marketing emails (4.2%). Webinars/webcasts had the strongest 

influence followed by websites, mobile applications, WhatsApp and self-directed web detailing 

methods [7]. 

The sales force should focus on playing an active role in directing non personal promotion, help 

physicians in providing support to patients, create more personalized connect and should sharpen 

their product pitching skills, coordinate messaging campaigns across the organizations and brush 

up on their communication and customer relationship management skills [8]. 

According to a study conducted by Quintiles in Europe, physicians are willing to spend half their 

time in e-detailing and the other half in e-detailing sessions. Physicians preferred e-detailing more 

than the traditional face to face interactions for its flexibility to reschedule and conduct meetings 

from home. Concluding the study, Liz Murray, Senior Director- Multichannel strategy, Quintiles 

said ‘The future belongs to an integrated multichannel approach, based on a combination of live, 

personal digital and nonpersonal digital interactions’ [9]. 

The internal digital presence of the organization should be crispier in terms of maintaining uniform 

and integrated data, collection of big data, organization of clinical trial reports, compliance with 

regulations of different regions and markets and data on consumption and demand in short should 

focus on maintaining Product Information Management (PIM). Pharmaceutical companies should 

integrate into new distribution and sales models as well as should work hand in hand with the 

telemedicine service providers as they potentially connect patient to drug providers [10].  
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THE DIGITAL HEALTHCARE REVOLUTION 

Remote monitoring, Artificial intelligence and predictive analytics are trending, and big data is 

being compiled using various point of care devices connected to smartphones like the Fitbit 

devices etc., In addition to this, the introduction of health information system have increased the 

access to stored medical information by medical institutions. Digital healthcare is creating value 

and utility based on the data collected through sensors and various other methods. Organizations 

that have quickly entered the market and accumulated the data have developed advanced 

algorithms and will definitely enjoy the early mover advantage and outrage its competitors in the 

future if the organizations are well strategized and well managed [11]. 
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OBJECTIVES 

1. Pharmaceutical organizations 

 

a. To determine the challenges faced by the sales and marketing teams to connect to 

physicians during the lockdown. 

b. To find out the alternative strategies used by the pharmaceutical organizations to connect 

to the physicians during the lockdown. 

c. To find the views and attitudes of pharmaceutical professionals, about the future of work 

of sales force and marketing teams, once the lockdown is lifted. 

 

2. Physicians 

 

a. To find out how the physicians are connected to their patients during the pandemic. 

b. To find the views and attitudes of physicians about the digital consultations. 

c. To determine the expectations of physicians from pharmaceutical companies i.e., how can 

pharma organisations help the physicians during the pandemic. 

d. To find out the best possible way in which they want the pharmaceutical companies to 

interact with them post lockdown. 
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METHODOLOGY 

Sample Design-Qualitative and Quantitative research approach was adopted. Respondents were 

pharmaceutical professionals and doctors. 

 Sampling method- We have done sampling on the basis of Purposive sampling method and 

selected 5 categories of pharmaceutical professionals that are: - 

• C-suite executives/ Directors/VP 

• Sales-customer facing/management roles 

• Marketing-product / Marketing management/Market Research 

• HR and training 

• Supply chain management 

And seven categories of HCPs that are: - 

• Paediatrician 

• Ophthalmologist 

• Gynaecologist 

• Cardiologist 

• Orthopaedist 

• Psychiatrist 

• General physician 

 Reason for sampling method- We have chosen this method for sampling and selected above 

categories of pharmaceutical professionals and HCPs because of the objective of our study.  

 Data source:  A combination of primary research and secondary research  

 Tool of data collection- Questionnaire in the form of google form. 

 Data Collection Method- Primary data were received by the respondents by using questionnaire 

in the form of google form. 

 Duration- 2 Months (Mid-April to Mid-June 2020) 

 Sample Size- 200 pharmaceutical professionals and 50 Doctors. 
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 Data Collection Tool- The questionnaire which consist of 2 separates google forms for 

pharmaceutical professionals and doctors. Both questionnaires are based on the impact of 

digitalization on pharmaceutical professionals and doctors. 

 Modes of administration of questionnaires – LinkedIn messages and mails to Industrial contact 

(Online research) 

 Study area: PAN India. 
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RESULTS AND DISCUSSION  

ANALYSIS OF PHYSICIAN RESPONSES 

The study consists of 50 physician respondents hailing from Chennai, Indore, Mumbai, 

Ahmedabad and Ambala cities of India.  

Note -The numbers mentioned against the lines represents the question number in the survey 

questionnaire. 

On analyzing the demographic details of the respondents, 

1)The male and female respondents were 32 and 18 respectively. 

  

      

               Graph 1: Gender  

2)22 respondents belonged to the age group of 24-39 years and 28 respondents were of the 40-55 

years age group. 

3)The specializations of the physician respondents are as follows 

Specialty Number of physicians 

cardiologist 6 

General physician 12 

Gynecologist 10 

Ophthalmologist 3 

Orthopedic 7 

32

18
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Pediatrician 6 

Psychiatrist 6 

 

These demographic details will aid in optimal comparison of views expressed in a   question 

between the categories of respondents such as male Vs female, 24-39 years Vs 40-55 years age 

group and amongst the specializations. 

II)  4) COVID has ............... the number of outpatients I see in a day. 

 

    Graph 2: Number of Doctors 

Majority of 29 of the physicians have said that the number of patients has decreased during the 

pandemic. The possible reasons include the lockdown measures that have sealed the government 

transportation mediums and the other major reason is the risk of getting infected. An article states 

that the people are considering the risk of getting infected from hospitals to be higher than the risk 

of getting infected at a grocery store or other essential businesses however this ideology of patients 

lacks evidences it added. 
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5) If decreased, please quantify 

 

    Graph 3: Decrease in number of patients  

Upon our request to quantify the decrease in the number of patients, majority of the physicians 

said that the patient visits have decreased by 25-50%.  

When we dig to find the possible reasons of reduction by 25-50% in general physicians may be 

associated with the reduction in annual health check-ups and regular check-up visits among the 

people in the cities. As far the gynecologists are concerned, there might be a reduction in non-

pregnant patients visiting them as pregnant patients need to compulsorily visit their physicians for 

regular scan, check-ups and deliveries. As far as ophthalmology is considered, new patients would 

have restrained themselves from visiting the clinics. The fall in clinic visits seen amongst 

pediatricians is a possible fear of one’s child getting infected due to their physiologically reduced 

resistance to infections. The overall reduction in general physicians, orthopedics and pediatricians 

can also be attributed to the usage of home remedies to cure certain illness like cold, flu, pain in 

joints etc., These are the reasons expected by the team with the help of some facts and figures in 

the web. 
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6) Through which medium, are you consulting the outpatients during this pandemic? 

                                                          

  

 

                                                                                

                                                                     

                                                            Graph 4: Medium of consultation  

Majority of the physicians have opted for the option majority face to face and a little of digital. 

Digital consultation here refers to electronic communication and information technology used like 

phone calls, video calls, telemedicine platforms etc., basically mediums other than the traditional 

face to face consultation.  

When comparison was performed females, about 72.2% opted for face to face consultations purely 

or majority of face to face consultation when compared to 62.5% of males opting the same. This 

might be attributed to the higher technological interest seen in males.  
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Moving forward, 81.4% of physicians of age group 40-55 years opted either for face to face or 

majority of face to face consultations while compared to the 50% of physicians opting the same in 

the age group of 24-39 years. This figure might tell us that the younger generation which is more 

tech savvy has easily transformed their consultations into digital ones.  

When the comparison was made specialty wise, almost 50% of the psychiatrists and general 

physicians, 71.4% of orthopedics, 80% of gynecologists and 100% of ophthalmologists opted for 

either face to face or majority of face to face and a little of digital consultations. The main reason 

seen behind the absolute figure (100%) seen in the ophthalmologists is connected to the inability 

of the ophthalmologists to conduct examinations, which is the primary test when they consult 

digitally.  

7)  If digitally consulting, what is the medium you are using to stay connected to your 

patients? 

 

 

    Graph 5: Digital consulting medium 

29 of the physicians used phone calls to digitally consult with the patients followed by 10% of the 

physicians choosing video calls to do the same. The possible reasons of why physicians are not 

adapting to the telemedicine platforms might be acceptance of technology, technological barriers, 

rapid upgradation of technology, low internet connectivity, awareness, resistance to change by 
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both physicians and patients. Additionally, a vast majority of older people are more convenient in 

phone and video calls rather than operating the comparatively complex telemedicine platforms. 

Additionally, the level of education of patients does play an important role for the adaptation to 

these services by the physicians. 

8) Which medium is effective, as in meeting the objectives of treating patients? 

 

 

    Graph 6: Effective medium in treating patients 

Something that is effective works well and produces the results that were intended. In this case, 

the results are produced only when the way is convenient or is made simple. Phone calls are 

perceived to be simpler when compared to the telemedicine platforms as it needs no big 

technological intelligence, phone with special features and network connectivity both by 

physicians and patients. 
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9) According to you, are the challenges of digital consultations is? 

 

   Graph 7: Challenges of digital consultations 

About 21% of the respondents have chosen the inability to examine the patient as a main challenge 

of the digital consultation followed by 17% of them opting for the patient not able to comprehend 

the treatment plan option.  

When looked in detail, ophthalmologists require a series of testing that can be done only in clinical 

setting, when orthopedic is considered it consists a majority of pediatric and geriatric patients and 

when pediatric is concerned it consists of children. Pediatric and geriatric patients always require 

special attention, proper examination and counselling which may help them to comprehend the 

treatment plan properly. 

Further, an article says that the Indian doctors are not taught the means of telemedicine and it 

reports the limited capability of doctors to do telemedicine in the country. 
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10) According to you, what are the advantage of digital consultations is? 

 

    Graph 8: Advantages of Digital consultations  

This is a question where our respondents were allowed for choosing multiple options. Majority of 

them said that the major advantage of digital consultation is that it makes patients less prone to 

infections which is the major concern during this pandemic situation of COVID-19. It was 

followed by a large number of respondents saying that the waiting time is reduced further saving 

commuting and waiting time by the patients. The next place goes to remote accessibility where the 

physician is able to reach a patient in a village especially in times of reverse migration happening 

now. 
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11) Are patients happy with the digital consultations? 

 

    Graph 9: Patients happy with digital consultations 

About 24 patients have said that they are unaware whether their patients are happy with the digital 

consultations followed by 16 of them confirming that their patients are happy with their digital 

consultations. When corelated with specialties, majority of the pediatricians and orthopedics have 

said that they don’t know whether their patients are happy are not as it is concerned with children 

and old people who are tricky to handle and majority of psychologists have said that their patients 

are happy with digital consultations. 
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12) What do you think will be the preferred way of consultation, post covid?

 

    Graph 10: Preferred way of consulting, post covid  

33% of the physicians have chosen to go with face to face consultations followed by filtering 

through digital mediums for a face to face consultations and the next option most chosen is the 

preference to have majority of face to face and a little of digital consultations. 

The challenges faced by the organization to adapt to digital consultations include cost, 

reimbursement, legal liability, confidentiality, effectiveness, efficiency, organization size, 

teaching structure, having an expert panel at one place and resistance to change. 

Extremes of age, level of education, e Health/ computer literacy, bandwidth, unawareness, high 

expectations of users, apathy, socioeconomic status, gender and preference of personal meeting 

are the challenges faced by patients to adapt to digital consultations. 
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13) In digital consultations, the patients consult remotely with physicians and this can lead 

to information gap. How do you think that these gaps can be filled by pharmaceutical 

companies? 

 

     Graph 11: Gaps filled by pharma industry  

The second major challenge as mentioned by physicians in the study is the inability of patients to 

comprehend the treatment plan. Based on the above said reason, might be the doctors have chosen 

using social media for improved insights about patient awareness of disease and adherence to 

treatment regimen and creating apps for comprehensive understanding of a condition. This is one 

place where pharmaceutical professionals can build relationship with both their customers and 

consumers. 

 

 

 

 

13

4

9

2

8

13

0

2

4

6

8

10

12

14

Total

Creating apps for comprehensive
understanding of a condition

Creating awareness about digital
consultations

Easy online tool to counsel patient

Information about developments in
therapy

Providing patients with quality and
credible digital information

Using social media for improved
insights about patient awareness of
disease and adherence to
treatment regimen



19 
 

14) What do you think will go missing in online interactions when compared to offline 

interactions with medical representatives? 

 

   Graph 12: Trait or information that will be missing in online interactions  

 New product awareness and doctor – representative relationship is said to majorly missing in the 

online meetings as per physicians. New product awareness is a major concern for physicians of 

younger age i.e., 24- 39 years and doctor- representative relationship is a major concern for 

physicians of 40-55 years age group.  
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15)  How would you like the Pharmaceutical companies to support you with the digital 

transformation of consultations? 

 

   Graph 13: Pharma companies to support digital transformation 

Online platform management and webinars helping the physicians to use the digital platforms 

effectively and efficiently are voted as the need of the hour. 
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16) What kind of customer support would you like to prefer from pharmaceutical 

organizations? 

                                     

  

 

 

 

                                                                                

 

 

                    Graph 14: customer support from pharmaceutical organizations 

 

Physicians have recorded that they expect information about drug usage and drug awareness along 

with information about availability of drugs to be the customer support they would be expecting 

from the pharmaceutical companies. 
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17)Rank in order of preference, the medium of interaction, that you would like to connect 

with pharmaceutical professionals’ post COVID? 

 

  Graph 15:  connect with pharmaceutical professionals’ post COVID 

Most of the physicians opt to have a face to face interaction with the representatives rather than 

having digital meetings. 

18) How frequently would you like to see the pharmaceutical professionals? 

 

    Graph 16: Visit of pharma professionals 
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56% of the physicians would like to see representatives twice a month followed by 34% of them 

choosing to see only once a month. 

Majority of the older doctors have opted to meet the representatives once a month when compared 

to young physicians who have majorly opted to meet the representatives twice a month. Most of 

the women physicians have chosen twice a week when compared to their male counterparts. 

19) What traits do you value the most in medical representatives whom you wish to 

communicate with either digitally or via face to face interactions? 

 

   Graph 17: Traits in medical representatives 

The topmost qualities expected from a medical representative by a physician is to be good 

communicator and well trained to give a brief detailing with adequate product knowledge. From 

the study, it is seen that women respondents prefer to have a well-trained and good 

communicationally skilled representative whereas the male respondents don’t have absolute 

majority of any one trait and the responses fluctuates between the traits. Orthopedics prefer 

representatives who give brief detailing and has adequate product knowledge. Ophthalmologists 

and gynecologists prefer well trained representatives with good communication skills.  No 

correlation with age found. 
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20) Rank in order of preference, the best possible way in which you want the pharmaceutical 

companies to interact with you post COVID? 

 

   Graph 18: pharmaceutical companies to interact with you post COVID 

When we asked the physicians to rank the order of preference the best possible way that they want 

to interact with pharmaceutical professionals, digital interactions got the first rank followed by 

digital appointments preceding face to face consultation, face to face interaction and rest. This 

however seems to be contradicting the response we got in the previous questions where face to 

face consultations were majorly preferred.  
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ANALYSIS OF PHARMACEUTICAL PROFESSIONALS’ RESPONSES 

1. Gender- The male and female respondents were 32 and 18 respectively. 

 

 

   Graph 19: pharma professional gender 

 

2. Age (in completed years)  

Analysis state that report contain more response data from generation of Millennials 

generation Y, Gen next (153), Generation X (baby bust) (27), I Gen / Gen Z (14), Xennials 

(8), Baby boomer (1). 
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3. Designation 

 

 

    Graph 20: Designation  

Analysis states that, a greater number of responses are from pharmaceutical Marketing-

product / Marketing management/Market Research, than Sales customer facing / 

management roles and followed by Human resources and C-suits executive and supply 

chain management professionals. 
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4. Challenges faced by your organization to engage Health care professionals (HCPs) 

during a lockdown. 

 

 

Graph 21: Challenges to engage HCPs during lockdown 

57% of professionals said that they are facing to get appointments from HCPs, and 22% said that 

HCPs are not more interested to connect with companies.  

If we compare demographiclly people of age between 24-39 are facing more problems to connect 

with physicians when compared to the other age groups. 

The main four key reason why pharma organization struggle to engage with hcp online are 

1.Holding HCP attention-Doctors are continually spending time online to stay up to date. 

According to one research 63% of HCP in Europe spend more than six hours per week, so they 

allow less time or no time to pharma 
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2. Uninspired content-In the online physicians can stop engaging at any point if it is not meaningful 

or relevant to them. In other words, if pharma is not relevant to them in the first 10 seconds, all 

they need to do is close the tab/window. It takes one click. 

3. Inexperience-Lack of expertise in this area There is also a lack of digital leaders who both have 

skills and can lead the digital transformation. 

4. Outdated processes- On top of this, the top 20 countries in a big pharma organization may use 

five different CRM systems, so it is very difficult to harmonize and create a global, digital 

multichannel strategy 

 

 

Graph 22:  comparison of age with challenges  

 

 

 

 

 

 

 

0

10

20

30

40

50

60

70

Getting
appointments

with HCPs

HCPs are not
interested/ not

feeling any value
in connection at

this point

HCPs not handy
with digital
platforms

HCPs not
welcoming digital

interactions

HCPs using
COVID as an

excuse to not to
connect

24-39

40-55

56-75

Below 24 years



29 
 

 

 

5. What has been the priority of your organization during lockdown? 

 

   Graph 23: priority of organization during lockdown 

32% of professionals said that first and most important priorities of the organization is Enabling 

the digital transformation of sales and marketing second 20% customer engagement and third 18% 

building skillsets. 
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6. What do you think is the most important challenge of digital marketing? 

 

     Graph 24: Challenges of digital marketing 

In the terms of digital marketing 26% adaptability 22% accessibility in field and 14% mindset are 

the most important challenges. 

 

7. Do you think adapting to digital marketing will lead to optimization of field force? 

 

                   Graph 25: Adapting to digital marketing 

49

56

27

10

30

12 12

23

0

10

20

30

40

50

60
Acceptability in field

Adaptability

Difficulty in maintaining the
relationship with doctor
Meeting sales targets

mindset

Regular technical issues

Sustainability

Technical skills



31 
 

Analysis state that, vast majority of the respondents are expecting optimization in field force due 

to transformation to digital marketing.  

According to researchers at Global Data, virtual platforms will experience an extra boost after 

already having a transformational impact on the healthcare landscape, due to the impacts of the 

COVID-19 coronavirus 

Pharma sales to increasingly rely on virtual platforms due to COVID-19, says report 

With more patients to see every day and more administrative work to do, physicians just don’t 

have time for sales reps, 

 

 

8.Once the lockdown is lifted, how much percentage change in terms of allocation of 

investments in digitalization, will be seen in your organization’s sales and marketing 

activities? 

There are 38% of people who believe that once lockdown is lifted, 11-30% of companies will start 

investing on digitalization process, whereas 15% of people have a say that there will be 31-49 

percentage of investment change towards digitalization. 

 

   Graph 26: Percentage allocation of time and investment  
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9.To what extent, the face to face interactions will be replaced by digital interactions? 

(comparison with age) 

 

It is clear from the data that 41% of people from age 24-39 hold opinion that there will be 11-30% 

of alteration to digital interaction from traditional type of interaction. Whereas people of age 40-

55 believed that only 13% change will be available to see for the same.   

 

 

 

10.What percentage of customers will prefer digital interactions in comparison to face to face 

interactions? (comparison with age) 

 

   Graph 27: Percentage of digital interactions 

33% of people from age group 24-39 give their opinion there will be 11-30% of customer will 

prefer digital interaction whereas only 5% of people of age group 40-55 believe with the same. 
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 11.Rank in order of preference, the mediums that can be used for interactions with HCP’s 

post covid 

 

The professionals prefer to have a face to face interaction followed by the digital appointments 

which is also the second most preferred way of communication by the physicians in our survey. 

12. Rank in order of preference, starting from the service most appreciated by the customers 

 

Digital 
appointments 

followed by a face 
to face interaction

Partly online and 
partly offline

Face to face 
interaction

Pre-recorded 
detailing by the 

company

Digital interactions

Product availability
information Information about

clinical trials and
literatures

Updating the
awareness of drug CMEs

1

2

3

4
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The physicians want to know about the product availability followed by information about 

literatures and then new drug awareness and has given the last rank to CMEs amongst the four. 

13. Rank in order of preference, the best way to pitch your products other than having the 

face to face interactions with doctors, post covid 

 

When asked to professionals to rank the best ways to pitch their products other than having a face 

to face interaction – mails, webinars, online meetings, pre recorded videos and live chats were 

given top five priorities. 
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14.Rank in order of preference, the strategies alternate to face to face interactions, that can 

be followed by the organization to engage the customers 

 

The strategy currently used by the professionals in alternate to the face to face interactions is 

sending an email with information and prerecorded video links and the second rank is given to the 

skype or zoom calls and then next rank is bagged by the phone calls or WhatsApp messages. 

 

 

 

 

 

 

 

 

 

An email
with written
information

or video
links

Skype or
zoom calls

Phone calls 
or 

WhatsApp’s 
message

Constantly
updating

about COVID

Engaging
with
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help to cope
up with the

situation

Social media
interaction

through
Doctor

communities
etc

YouTube live
videos

2

3

4

5

6

7

1
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RECOMMENDATIONS 

•Study should be conducted with larger sample size to get more appropriate results. 

•The physician study has to be focused and in-depth analysis focussing the geographical location, 

age, gender and specialties might open up a new perspective to the study. 

•Addition of open-ended questions in the survey might give a new dimension to the study as the 

respondents are not forced to choose one from the given options. 

•Qualitative surveys like group discussions, personal interview etc., will include and answer a lot 

of puzzled and unanswered questions along with the reasons why the respondent chose the 

particular option in the survey. 

•Convincing physicians and pharmaceutical professionals for qualitative research became a 

herculin’s task as they were very much concerned about the confidentiality of the information they 

were to share and were not ready to disclose any information as they feared the breach of the 

information about what their company is doing now and in the future as a result of which we were 

unable to conduct qualitative research with the respondents, in spite of our repeated reassurance 

provided by our team. If the questions were more generic and if they were more adequately 

reassured, possibilities of respondents opening up for qualitative research are more.  
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CONCLUSION 

Corona Virus Disease (COVID-19) has caused 25-50% decrease in the hospital visits by the 

patients. This drop is seen as the result of fear of exposure to infection by the patient due to which 

majority of the doctors have started digitally consulting their patients. Phone and video calls are 

the medium currently followed and the most preferred medium of consulting patients in the future 

due to extremes of age, socioeconomic status, bandwidth issues, level of education and ease of 

usage when compared to the available telemedicine platforms. The important advantage of 

telemedicine is that the patients are less prone to infections and the major challenges are the 

inability to perform physical examinations and physicians not being specially taught to perform 

digital consultations effectively. Physicians expect the pharmaceutical companies to develop 

digital tools that best helps their patients to comprehend the treatment plan when consulted 

digitally but the most preferred medium of patient consultations as said by physicians is to have 

face to face consultation in the future. When spoken about the digital transformations of meetings 

of pharmaceutical professionals with physicians in order to pitch their products, this study reveals 

that physicians prefer to have digital interactions followed by face to face interactions. Further, the 

physicians want the professionals to help them with online platform management. Physicians 

prefer to have meeting with pharmaceutical professionals twice a month with well trained 

professionals with good communication skills who has adequate technical skills and who can 

briefly explain about the product. 

The pharmaceutical professionals survey reveals that the major challenge faced by the organization 

to engage physicians during the lockdown was getting appointments with physicians followed by 

physicians using Covid as an excuse to not to give appointments for meeting with professionals. 

The professionals have said that the priority of the organization is to enable digital transformation 

of sales and marketing activities. The most important challenge of digital marketing is the 

adaptability and acceptability in the field, according to the professionals and a vast majority of 

them are expecting the optimization of field force in the near future. When the preferred mode of 

meeting is to have face to face consultation, the professionals also expect that 11-30% of face to 

face interactions with physicians will be largely replaced by digital meetings.  
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APPENDIX 

QUESTIONNAIRE FOR PHARMACEUTICAL PROFESSIONALS 

1. Gender 

a. Male 

b. Female 

 

2. Age (in completed years) 

a. Below 24 years 

b. 24-39 

c. 40-55 

d. 56-75 

e. Above 75 years 

 

3. Designation 

a. C-suite executives/ Directors/VP 

b. Sales- customer facing/management roles 

c. Marketing- product / Marketing management/Market Research 

d. HR and training  

e. Supply chain management 

f. Production 

g. Others, please specify 

 

4. Challenges faced by your organization to engage HCPs during a lockdown. 

a. Getting appointments with HCPs 

b. HCPs using COVID as an excuse to not to connect 

c. HCPs not handy with digital platforms 

d. HCPs are not interested/ not feeling any value in connection at this point 

e. HCPs not welcoming digital interactions 
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5. Rank in order of preference, the strategies alternate to face to face interactions, that can be 

followed by the organization to engage the customers. 

a. An email with written information or video links 

b. Skype or zoom calls 

c. YouTube live videos 

d. Phone calls or WhatsApp’s message 

e. Constantly updating about COVID  

f. Engaging with hospitals to help to cope up with the situation 

g. Social media interaction through Doctor communities etc 

6. What has been the priority of your organization during lockdown? 

a. Training the employee 

b. Building and developing skillsets 

c. Customer engagement 

d. Enabling the digital transformation of sales and marketing 

e. Planning way ahead  

f. Collaborating with government and hospitals to fight against COVID 

 

7. Rank in order of preference, the best way to pitch your products other than having the face 

to face interactions with doctors, post covid? 

a. Mails 

b. Webinars 

c.  Online Meetings 

d. Pre-recorded videos 

e. Live chats 

f. Video clips and info about literature 

g. Phone calls 

h. Apps 

i. Video calls 

 

8. Rank in order of preference, starting from the service most appreciated by the customers? 

a. Information about clinical trials and literatures 
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b. Updating the awareness of drug 

c. Product availability information 

d. CMEs 

9. What do you think is the most important challenge of digital marketing? 

a. Acceptability in field 

b. Technical skills 

c. mindset 

d. Sustainability 

e. Adaptability 

f. Regular technical issues 

g. Difficulty in maintaining the relationship with doctor 

h. Meeting sales targets 

 

10. Do you think adapting to digital marketing will lead to optimization of field force? 

a. Yes 

b. No 

11. Once the lockdown is lifted, how much percentage change in terms of allocation of 

investments in digitalisation, will be seen in your organization’s sales and marketing 

activities? 

a. Below 10 

b. 11-30 

c. 31-49 

d. 50 

e. 51-70 

f. Above 70 

11.i.     Once the lockdown is lifted, how much percentage change in terms of allocation of time in 

digitalization, will be seen in your organization’s sales and marketing activities? 

g. Below 10 

h. 11-30 

i. 31-49 
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j. 50 

k. 51-70 

l. Above 70 

 

12. To what extent, the face to face interactions will be replaced by digital interactions? 

a. Below 10 

b. 11-30 

c. 31-49 

d. 50 

e. 51-70 

f. Above 70 

 

13. What percentage of customers will prefer digital interactions in comparison to face to face 

interactions? 

a. Below 10 

b. 11-30 

c. 31-49 

d. 50 

e. 51-70 

f. Above 70 

 

14. Rank in order of preference, the mediums that can be used for interactions with HCP’s post 

covid. 

a. Face to face interaction 

b. Digital interactions 

c. Digital appointments followed by a face to face interaction 

d. Pre-recorded detailing by the company 

e. Partly online and partly offline 
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QUESTIONNAIRE FOR PHYSICIANS: 

 

1. Gender 

a.  Male 

b. Female 

 

2. Age (in years) 

a. 24-39  

b. 40-55 

c. 56-75 

d. Above 75 

 

3. Speciality  

a. Paediatrician 

b. Ophthalmologist 

c. Gynaecologist 

d. cardiologist 

e. orthopaedic  

f. psychiatrist 

g. General physician 

 

4. COVID has …………… the number of outpatients I see in a day. 

a. Increased 

b. Decreased 

c. Remains the same 

4.i. If decreased, pls quantify 

                       a. Less than 25% 

                       b. 25 – 50% 

                       c. 51 – 75% 

                       d. More than 75% 
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5. Through which medium, are you consulting the outpatients during this pandemic? 

a. Face to face consultation 

b. Digital consultations 

c. Majority face to face and a little of digital 

d. Majority digital and a little of face to face 

 

6. If digitally consulting, what is the medium you are using to stay connected to your patients? 

a. Phone calls 

b. SMS 

c. video calling 

d. email 

e. WhatsApp 

f. Digital Live 

g. Social Media (FB, Instagram etc) 

h. Pre-recorded videos 

i. Available telemedicine platforms (Practo,1 mg etc) 

j. Webinars 

 

7. Which media is effective, as in, meeting the objectives of treating patients? 

a. Phone calls 

b. SMS 

c. video calling 

d. email 

e. WhatsApp 

f. Digital Live 

g. Social Media (FB, Instagram etc) 

h. Pre-recorded videos 

i. Available telemedicine platforms (Practo,1 mg etc) 

j. Webinars 

 

8. According to you, are the challenges of digital consultations is 

a. Inability to examine the patient 

b. Patients not able to explain themselves especially in case of pedo patients 

c. Lack of patient- doctor relationship 
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d.  Patient’s affordability to smartphone 

e. Privacy and trust issues 

f. Patient not able to comprehend the treatment plan 

g. Time scheduling and communication lapse 

h. Collection and maintenance of patient records 

i. Expectation of patient to be always available on call / Multiple call consultations 

 

8. According to you, what are the advantage of digital consultations is 

a. Reduced overhead expenses 

b. Supplemental/additional revenue 

c. Less exposure to illness/infection 

d. Lesser travelling and waiting time by patients 

e. Remote accessibility 

f. Reduction of white coat syndrome 

 

9. Are patients happy with the digital consultations? 

a. Don’t know 

b. Yes 

c. No                   If No, please specify 

 

10. What do you think will be the preferred way of consultation, post covid? 

a. Digital 

b. Face to face 

c. Filtering through digital and calling to office only the patient’s you need to physically 

examine or take special care of 

d. Majority digital and little face to face 

e. Majority face to face and little digital 

 

11. In digital consultations, the patients consult remotely with physicians and this can lead to information 

gap. How do you think that these gaps can be filled by pharmaceutical companies?  

a. Providing patients with quality and credible digital information 

b. Easy online tool to counsel patient 

c. Creating apps for comprehensive understanding of a condition 
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d. Using social media for improved insights about patient awareness of disease and adherence 

to treatment regimen 

e. Information about developments in therapy 

f. Creating awareness about digital consultations 

 

12.  Digitally, how frequently would you like to see the pharmaceutical professionals? 

a. Once a month 

b. Twice a month 

c. Thrice a month 

d. Four times a month 

 

13. What do you think will go missing in online interactions when compared to offline interactions with 

medical representatives? 

a. Doctor – Representative relationship 

b. New product awareness 

c. Drug awareness 

d. CME’s  

e. Clinical trial information and literature 

 

14. How would you like the Pharmaceutical companies to support you with the digital  transformation of 

consultations? 

a. Webinars 

b. Personal demos 

c. online platform management 

d. online marketing 

e. Technological advices 

f. Educating patients about digital consultations 

 

15. What kind of customer support would you like to prefer from pharmaceutical organizations? 

a. Information about availability of drugs 

b. Information about drug usage and drug awareness 

c. CMEs 

d. Webinars 

e. Short and informative information about literatures 
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f. Clinical trial information 

16. What traits do you value the most in medical representatives whom you wish to communicate with 

either digitally or via face to face interactions? 

a. Balance in claims 

b. Brief detailing along with product knowledge 

c. Personality 

d. Well trained and good communication skills 

e. Responsiveness 

f. Empathetic 

g. High standards of ethical values 

17. Rank in order of preference, the medium of interaction, that you would like to connect with 

pharmaceutical professionals’ post Covid? 

a. Face to face interaction 

b. Telephonic communication 

c. Video calls 

d. Live (Instagram Live, Facebook Live etc) 

e. Webinar 

f. Social media platforms 

g. Emails 

h. SMS 

i. Flyers 

j. Apps 

 

18.  Rank in order of preference, the best possible way in which you want the pharmaceutical companies 

to interact with you post covid? 

a. Face to face interaction 

b. Digital interactions 

c. Digital appointments followed by face to face interaction 

d. Pre-recorded detailing by the company 

e. Partly online and partly offline 
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         THE COMPLETE DIGITAL MARKETING COURSE 

 

 Course Instructors - Rob Percival, Daragh Walsh 

 

Course Description 

Digital Marketing is a platform to achieve your business objectives and goals by digitally that 

include SEO, social media platforms, content creation & advertising in order to educate, engage 

& market your product or service to potential buyers 

This is the complete digital marketing course which includes all the major content of digital 

marketing tools to its process from basic to advance 

The course is hugely interactive with projects, checklists & actionable lectures built into every 

section. 

Learn step by step how to market a business online from scratch across all the major marketing 

channels. Follow the steps to get results at work, for own business or for your digital marketing 

clients. 

 

Objectives of the Course  

• To Learn about importance of focusing on Digital marketing in this digital world 

• To Grow a Business Online from Scratch 

• Make Money as an Affiliate Marketer 

• Land a High-Paying Job in Digital Marketing 

• Work from Home as a Freelance Marketer 

• Tools and contextual knowledge for quality improvement. 

• Gain knowledge about the digital services  
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Course Content 

1. Market Research. 

 

2. WordPress.  

 

3. Email Marketing.  

 

4. Copywriting.  

 

 

5. SEO (Search Engine Optimization).  

 

6. YouTube Marketing.  

 

7. Social Media Marketing  

 

8. LinkedIn Marketing.  

 

9. Google AdWords.  

 

10. Google Analytics.  
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Learning Methodology 

This course offers great deal of learning in the area of digital marketing through a well-designed 

and planned course structure. To maximize the learning this course provides knowledge and 

interaction with the course instructor. 

Main source of learning are pre-recorded videos on various topics related to digital marketing 

Apart from these videos we have MCQs at the end of each video related to the content in that 

video.  

Assignments – There were assignments to perform on each topic, which help us to understand the 

practical concept of digital marketing 

Discussion questions – one of the most attractive part of this course where in we not only get to 

share our viewpoints related to a particular topic rather, we get to gain some extra knowledge 

through the views and ideas shared by other students. 

Summary – we get summary at the end of each chapter which helps us recapitulate the important 

points discussed during that session. 

Readings – At the end of each chapter reading sources have been shared to enhance our learning 

experience.  
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Key Learnings from the Course  

 

 

 

Before starting the digital marketing, find your niche, it’s the basic and most important part of 

marketing, to do that first create a buyer persona & identify your unique selling proposition 

Ask these questions to yourself  

1. Who exactly are your customers and what problem are you solving for them? 

2. How will your product or service succeed in the marketplace where others may have failed? 

CONTENT – Content acts as the base of the digital marketing and also in any other field, in digital 

marketing with proper content you can attract the leads, and you can have your community  
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ATTENTION – Attention is the path towards your content, by this you can target your audience, 

attract them and build a strong community. It done by various platforms by SEO and by any other 

data traffics or ads 

TRUST – Trust is the strong holding of any foundation, to build the trust you should connect with 

the people and their problems and needs, finding their solution.  

TRANSACTION – Once your trust is built and people’s needs are solved, they will spend or 

transact in you. 

Unique selling proposition- A unique selling proposition defines your position in the marketplace 

and lets you stand apart from competitors. 

Few digital marketing tools  

• Similar web 

• Google trends 

• Canva 

• Vidlq vision 

• Keyword everywhere 

 

MARKET RESEARCH 

Market research is an important step to validate the assumptions you’ve made about your buyer 

persona, their needs and how you can add value to the marketplace 

• Recognize the pain points 

• Identify problems and needs 

• Understand the demands 

Tools for market research – To make the market research we have to make particular survey with 

various questionnaires and the answers will be analyzed. Few survey tools include Google forms, 

Microsoft forms, Survey monkey etc.… 
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SET UP A WEBSITE  

Your website is your hub. It’s at the centre of your marketing. It allows you to publish content, 

collect emails and become independent from platforms like Facebook  

Benefits  

Website represents your business or your organization 

A website gives the opportunity to tell customers about your business and services 

A website is worth more than physical store/showroom, it will be available to customers 24/7 

Website not only advertises your product or gives information about your business but also helps 

in sale and profit of the business 

Steps to Create A Website  

1. Select a domain name 

2. Complete your Domain registration & hosting account 

3. Install WordPress 

4. Insert pages / posts and start creating blog, websites 

5. Install google analytics for WordPress to analyze your website. 

EMAIL MARKETING  

 “Out of all of the channels I tested as a marketer, email continually outperforms most of them” – 

Neil Patel. 

“Appsumo is a 7-figure business and 90%+ of our revenue comes from emails” – Noah Kagan. 

Email marketing has been around forever, and for good reason. It’s the most direct and effective 

way of connecting with your leads, nurturing them, and turning them into customers, consistently 

winning out over all other marketing channels. 

As well as effectively driving traffic & sales, an email list protects your business. You’ll still be 

able to promote your business even if your search rankings or social media reach diminish due to 

an algorithm change. 
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Even if you aren’t selling any products, you should still collect emails so you can drive people 

back to your site every time you make a blog post. 

Tools for email marketing – Mailchimp, snovio 

4 Strategies to Grow Your Email List Faster 

• Insert a Lead Magnet to Your Sign-Up Form 

• Turn Your Homepage into a Sign-Up Form 

• Add Pop Ups & opt In Forms  

• Use Lead Pages to Grow Your Email List Faster 

 

COPYWRITING – SALES LANDING PAGES 

Copywriting is a process of writing words to persuade people to take the action you want them to 

(e.g. make a purchase, submit an email, request a demo). 

It is the process to convince visitors that what you’re going to provide them with (e.g. a product, 

an email newsletter, a free subcription) is worth more than what they’re giving you (e.g. Rs100, 

an email, a phone number) 

• Market Research- Explain the people with a benefit for completing your survey. 

• Email Marketing- Make attractive subject lines 

• Search Engine Optimization 

• YouTube- Preparing video headlines and scripts with proper words 

• Facebook & Twitter. Creating post people will engage with it. 

• Google AdWords: Writing effective ads to improve your business 

A.I.D.A 

The Most Powerful Way to Structure Your Sales Copy. 

• Attention- Get the reader’s attention with a magnetic headline. 

• Interest- Connect with their problem. 

• Desire- Make them “feel” the transformation. 

• Action- Lead the reader to action. 
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SEARCH ENGINE OPTIMIZATION 

It is the process of getting traffic from the free, organic, editorial, or natural search results on the 

search engines. Simply put, it's the name given to the activity that attempts to improve search 

engine rankings. 

Overview of SEO Process and its Tools  

Install Google Analytics -Essential to measure key SEO metrics like website traffic, conversions 

and revenue. Use Ahrefs to measure keyword ranking and link building. Some others are 

OpensiteExplorer, MajesticSEO, Semrush 

Use WordPress – to create website  

Google Search Console - This free tool allows you to check how the search engines view your 

site with reports about indexing status, search queries, crawl errors and penalties.  

Take the Google Mobile-Friendly Test. Your site should deliver a great user experience across 

all devices. Extra important now that Google’s algorithm favors mobile friendly sites. 

Develop a Buyer Persona: Getting into your customers shoes is the first step to keyword research. 

Remember, customers are not searching for your site. They are searching for valuable information 

to solve their problems. Having a buyer persona is a crucial first step to to figuring out what your 

best customers are typing into Google. 

Keyword Strategy. Aim to target less competitive “body and long tail keywords” that competitors 

have overlooked. Create content around a portfolio of keywords rather than one single term. 

Narrow Down Your Keyword List: Use search volume data from Keyword Everywhere 

Extension or Google Keyword Planner to cut down the list. Be sure to consider commercial intent 

using Cost-per-click (CPC) figures as a guide. 

Choose Target Keywords 

ON-PAGE SEO CHECKLIST 

• Pick One Keyword Per Page.  

• Write Title Tags Search Engines Love.  
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• Follow Best Practices for URL’s.  

• Skyrocket Clickthrough Rate with Meta Descriptions.  

• Optimize for the Google Image Search Results.  

• Reduce Bounce Rates.  

• Give Your SEO a Boost with Heading Tags:  

• Include Outbound Links. 

• Publish Longer Content.  

• Use Prominent Social Sharing Buttons.  

YOUTUBE MARKETING 

YouTube has huge traffic and viewers, with over 1,455,000,000 people using YouTube. There are 

currently 400 hours of video uploaded to YouTube every minute of every day 6 hours of video 

content every second. Video marketing is the biggest trend nowadays. 

YouTube Marketing Strategy 

• Create a simple video on your niche and engage your community  

• Focus on keyword research and SEO optimization. 

• Develop your audience on the platform and funnel back to website with leads & offers. 

“WATCH TIME” IS GOLDEN - It is the most important metric on YouTube 

FACEBOOK MARKETING 

Facebook marketing is a platform that offers a variety of highly targeted paid advertisements and 

organic posts, allowing brands to put their products and services in front of the massive audience. 

Over the last decade, Facebook has shifted from the most prominent social medium on the internet 

into one of the biggest marketplaces. 

3 reasons why Facebook is important for your business: 

1. Over 1.7 billion people spend time in Facebook and this is where businesses can engage 

them in conversation. 

2. Average Facebook user has 500 Friends. This social network enables a viral marketing 

effect that can grow your customer base much faster than traditional marketing. 
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3. Gather valuable marketing information. Use Facebook Insights to dig deeper into your 

customer base and create a detailed buyer persona 

 

Twitter Marketing 

Twitter followers are the platforms equivalent of Facebook Fans and YouTube Subscribers. 

Gaining real and genuine Twitter followers enables you to become an influencer in your niche, 

build relationships and drive website traffic and sales on demand 

• Get more retweets 

• Optimize your profile 

• Promote your twitter 

• Use hashtags for discoverability 

• Follow top twitter users 

• Join a trending conversation 

• Ask questions 

Google AdWords: Create Your First Profitable Campaign Today 

Google is advertising company. Their #1 goal is to get you to spend money. All the default ad 

campaign settings are not optimal – so never take Google’s advice! 

Here are three key benefits of online advertising and Google AdWords: 

• Instant Results. Drive Targeted Round-The-Clock Traffic to Your Website in Minutes. 

• Highly Targeted. Target by keywords, location, language, time of day & more! 

• Cost Effective. You’ll only pay when someone clicks your ad. Pay per Click (PPC) 

HOW GOOGLE ADWORDS WORKS 

Ads on Google and it’s display network are sold by auction. 

Advertisers bid on keywords in order to serve an ad which, when clicked upon, leads the searcher 

to a website landing page. However, unlike traditional auctions, the highest bidder does not always 

win. 
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Google takes 2 factors into consideration: 

• Quality Score (expected clickthrough rate, ad relevance, and landing page experience). 

• Bid (e.g. $1) 

Google multiple these two factors together to create a new measure: Ad Rank. 

Ad Rank = Quality Score * Bid 

The bidder with the highest Ad Rank gets the top spot and so on down to either the last ad 

qualifying. 

For example, your goals may be to increase Brand Awareness, Online Sales, Phone Calls, App 

Downloads, New Leads 

Set up Goals in Google Analytics. AdWords may show a Keyword has a great click through rate 

(CTR) but when you look deeper in Google Analytics, you may see that term doesn’t convert well 

or has a high Bounce Rate. That kind of information can really help you effectively optimize your 

account. 

Link your AdWords Accounts to Google Analytics and Search Console.  

Link Google Analytics to AdWords.  

 

GOOGLE ANALYTICS 

What gets measured gets improved, understanding how to do analytics well a top priority for any 

marketer. 

Because in order to create an effective marketing strategy you need to determine which channels 

work, and which don’t, as quickly as possible something you do by culling insights from key 

metrics 
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