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Pre 
Diagnosis

Patient journey of vitamin D, Calcium deficiency and 
osteoporosis

Google 
Search

If serious 
then 

consult for 
General 

practitione
r

❖ Physical examination 
❖ Blood test 
❖ Bone mineral density test
❖ X-ray

Specialist referral 
Orthopedist for vitamin 

D and calcium 
deficiency and lower 

bone density

Patient 
experiencing 

joint and back 
pain, bone loss, 

fatigue, tiredness 
and inflammation

Self medication/ 
homemade 
remedies 

through online 
survey
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Diagnosed 
with 

osteoporosis

Initial 
treatment 
Treatment 
started with 
Vitamin D3 and 
calcium

Doctors 
prescribe

Goodvita D3

Patient search online, 
local pharmacy store 

and through family and 
friends 

Company websites, all 
healthcare websites 
show related articles 
about Goodvita D3

Follow up
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Follow up visit 
Periodic bone density, 
vitamin D and calcium 

testing, unchangeable risk 
test and hormonal level 

testing

Additional treatment
Switching to different pharmacological 
treatments:
❖ Doctors will provide oral 

Bisphosphonates.
❖ Raloxifine, a selective estrogen 

receptor modulator (in female) 
❖ Teriparatide, recombinant human 

parathyroid hormone. 
❖Hormonal therapy
❖ Combination therapy

Monitoring and Follow up

❖Once treatment is stabilized doctor will 
continue monitoring. 

❖ It is important to assess response to 
therapy at least once, after no less than 
24 months.

❖ More frequent testing.
❖ VitaminD3 & calcium will be continued. 

Osteoporosis 
active

Osteoporosis stabilized
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Name of Journal Year, Vol,Issue
No..

Research 
Objectives/Main 
question

Methodology 
used

Variables and 
MODEL used

Major findings/ 
Conclusion

Improving sustainability in 
healthcare with better space 
design quality

Jun-13 The importance of the
design and organization of 
space quality in the overall 
sustainability of a hospital 
building and how this aspect
is evaluated in BSA tools.

BREEEM healthcare, LEED for 
healthcare and greenstar
heathcare tools, BSA tools, 

Independent variable is 
space design quality, 
socioculture and functional 
quality, and environmental 
performance is used 
dependant variable hospital 
building and healthcare

The design and organization 
of space encompassing 
always a great social 
responsibility, this concern is 
transverse to the three pillars 
of sustainable development 
(economic, social and 
environmental), since it 
allows the resolution and fit 
of many solutions 
environmentally efficient and 
economically
viable.

The impact of innovation for 
biotech drugs:
an Italian analysis of products 
licensed in
Europe between 2004 and 
2011

May-13 To assess the level of 
therapeutic 
innovation of biotech drugs 
approved by the European
Medicines Agency between 
2004 and 2011, to make a
comparison with the trend of 
biotech drugs approved
between 1995–2003, as 
previously reported, and to
evaluate their economic 
impact on the Italian 
healthcare system

The data source used was 
the European
Public Assessment Report 
(EPAR) of human medicines
available on European 
Medicines Agency (EMA) 
website.
The scores for therapeutic 
innovation were assigned
according to the algorithm 
created by Motola et al. Drug
expenditure data was 
obtained from Information
Management System–Health 
Italy database. The list of
drugs under analysis was 
downloaded from European
Medicines Agency website 
and information on approved

An analysis of biotech drugs 
approved by the European 
Medicines Agency between 
2004–2011, distribution o 
drug expenditure was 
performed by using the 
algorithm proposed by 
Motola et al.

Our study revealed that 50% 
of biotech drugs approved 
between 2004–2011 
represented an important or 
moderate therapeutic 
innovation. The remaining 
biotech drugs did not add 
any extra value in
the decision-making process 
concerning the application of 
economic strategies in the 
healthcare field. These 
considerations suggest 
decision-makers should 
optimise application of 
health technology 
assessment strategies aimed 
at evaluating new 
technologies and sustainable 
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A success-story in cross-
border telemedicine
in Europe: The use of 
intra-operative
teleneuromonitoring 
during aorta surgery

Jan-13 To explore the 
factors, which have
supported the 
implementation of a 
cross-border 
teleneuromonitoring 
collaboration 
between hospitals
in the Netherlands, 
Germany and 
Switzerland.

Semi-structured 
interviews with key 
actors were recorded 
and fully transcribed, 
and were analyzed 
using framework 
analysis

Independent 
variables are 
Legal factors, 
Sustainability 
factors, Cultural 
and language 
factors, 
Contextual 
factors are used 
dependent 
variable  cross 
border 
telemedicine 
services.

Results indicated that an 
array of factors facilitated 
collaboration in tele 
monitoring and assured its 
success and sustainability: 
(1) a real need to initiate 
the collaboration, (2) real 
benefits for all the parties 
involved, (3) agreed 
protocols and procedures 
from the start to overcome 
differences in healthcare 
systems, (4) two driving 
forces to sustain the 
collaboration; a quest for 
improved quality of care 
and for innovation, and (5) 
recognition that this is a 
bottom–up collaboration 
initiated by health care 
professionals who trusted 
each other.
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Objectives

• To Create Brand Plan for the Product GoodVita D3.

• To create Digital Marketing strategies for GHC Drugs and Pharmaceuticals for GoodVita D3  and promote it digitally.

Methodology

Data collection methods: Secondary data from various sources provided by the company. Another important source was 

the internet. Company also provided with the literatures to review about the molecule and new trends in market and also 

the visual aids detailing was also given to us.

Now, this project was distributed in 4 parts:

• Patient Journey

• Brand Plan

• Digital Strategies and Content Creation

• Field Work



Annual Operating Plan – Brand Name

Brand name :

Brand launch date: April 2021

Generic name :
Cholecalciferol (Vitamin 
D3)

Formulation:
800 IU/15ml drops
60,000 IU/5ml syrup
60000 IU/ 8’s capsule

Packs:
15ml oral drops
5 ml syrup
8’s capsule

Key Indication(s): 
Vitamin D deficiency, 
calcium deficiency,  
rickets 

Target Market 
Segment (s):

Pediatric and 
Orthopedic doctors

BRAND – Good Descriptor/Payoff line 

SKU-
Composition

2020 Sales
(in Cr)

% Cont
Brand

Year of 
launch

Goodvita D3 
Drops

Apri 2021

Goodvita D3 Syp April 2021

Goodvita D3 
Capsules

April 2021

* Use this table if the brand has multiple SKUs 
and you wish to highlight differing 
contribution 
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Competition landscape

September 15, 2021 9

Parameter GHC Brand
Arachitol nano 60000 IU 

syrup 5 ml
COE D3 60000 IU 

SYRUP 5 ML
UPRISE D3 60000 

IU SYRUP 5 ML

D-SHINE SHOT 
60000 IU SYRUP 

5 ML

Positioning

Provide effective management in 
treating the symptoms and effects 
of MALNUTRITION AND OTHER 
VITAMIN D DEFICIENCIES by 
regulating CALCIUM levels as well 
as the adrenaline , noradrenaline , 
and dopamine production in the 
brain helps to maintain the 
serotonin level which directly 
helps the babies to remain and 
grow healthier. 

Provide effective management 
in treating Osteoporosis, 
Osteomalacia, and Rickets
Helps to treat calcium 
deficiency
Helps to toughen the bones
Helps to enhance calcium and 
phosphorous absorption in the 
body
Facilitates growth and 
development of the body

Works by increasing the 
intestinal absorption of 
calcium and phosphorus 
and helps in maintaining 
calcium and phosphorus 
levels
- Used to treat or prevent 
bone loss (osteoporosis)
- Keep calcium levels normal 
and allow normal bone 
growth

Building and keeping 
the bones & teeth 
strong
Reducing 
Fatigue/stress and 
muscular pains
Boosting immunity 
and increasing 
resistance against 
infection
Supplement for 
patients with diabetic 
complications and 
Cardio Vascular 
Diseases as well.

Maintain levels of the 
vitamin D3 in your 
body
Maintain healthy 
bones and teeth
Enhance the 
absorption of Calcium 
and Phosphorous

Key Specialty

General 
Practitioners/Pediatricians/ 
Orthopaedist/Consultant 
Physicians

General 
Practitioners/Pediatricians/ 
Orthopaedist/Consultant 
Physicians

General Practitioners/ 
Pediatricians/ 
Orthopaedist/Consultant 
Physicians

General 
Practitioners/ 
Pediatricians/ 
Orthopaedist/ 
Consultant 
Physicians

General 
Practitioners/ 
Pediatricians/ 
Orthopaedist/

Consultant 
Physicians

Packaging 5ml bottle 5ml bottle 5ml bottle 5ml bottle 5ml bottle

Sales force size - - - - -

Strength

• Higher efficacy 
• Low cost higher quantity
• Good taste

The most trusted brand 
amongst physicians 

Marketed well The most trusted 
brand

Good packaging



Targeting

10

.

Target customer Target Patients

1. Physicians.
2. Consultant

practitioner
3. Pediatricians
4. Orthopedic

1. Age - Children with age 
3 to 14 yrs. 
2. Demographic – Urban 
and Rural.
3. Affordability – Middle 
income.
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Communication strategy 2020
Specialties: Key Message (communicated

through VAF)
What’s Working

Specialty 1:
General Physician

1) Safe formulation and 
helping people to 
strengthen bone 
integrity

2)   Helps in multiplying 
calcium

Pictorial representation                      
is easy to explain.

Simple and easy language in 
VA

Specialty 2:
Paediatrician

3)  Helps in growth and 
deletes risk of fracture.

Key message sharing 
according to the specialist

Specialty 3:
Consultant 
Physician

4) Combats pain and 
inflammation

Online and Offline 
Campaigns aligned to the VA 
theme.

Specialty 4:
Orthopeditics

5) Resistant Rickets
6) Adjuvant for 
osteoporosis, 
osteomalacia. 
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Brand SWOT

September 15, 2021
12

Strengths
Where are we strong relative to our competitors?

Weaknesses
Where are we weak relative to our competitors?

Opportunities
What changes/emerging trends can we exploit?

Threats
What changes/emerging trends could threaten  us?

• Lack of brand Awareness 

• No added minerals

• Already existing competition

• New customers

• Increased no. of patients

• Higher efficacy 

• Low cost higher quantity and Good   
taste.
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Brand X : Key Strategic initiatives 

Key Challenge: Negligible 
share from competitor 

prescribers
Strategy: Expand prescriber 
base apart from the existing 

prescribers

Core Brand Strategy: This should be derived based on Annexure slide which helps develop core brand strategy 

Brand 2021 Objective

Key tactics:
1.Special day celebrations- will 
enhance brand visibility & brand 
recall in the mind of the 
customers 
2.Samplings- will help to 
contemplate patient’s compliance

State  Supporting Brand Strategy 1 State Supporting Brand Strategy 3State Supporting Brand Strategy 2

Key challenge – During Covid 
situation and lockdown crowd 

managment will be a great 
challenge.

Key Tactics
Organise camps for awreness -
Free diagnostic tests like 25-
hydroxy vitamin D blood test etc

Key Tactics
1] To organize symposium for the 
doctors with the key opinion 
leader to promote the product    
2] To create awareness about the 
product through advertising 
3] Promoting the product by 
arranging group seminars for the 
target audience

Key challenge- Due to lockdown 
and covid situation, offline 

symposium and group seminars 
are difficult to organise. 
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Doctors Brand Name mostly 
prescribed 

Company name

Dr. S.C Jha, Sitamarhi, 
Bihar

Mashyne 60k  capsule
Visun D3 oral solution

USV

Dr. C. B Prasad, 
Sitamarhi, bihar

Uprise D3
Gen D3

Alkem
Macleod

Dr. C. K. N, Hazipur
bihar

Uprise D3 Alkem

Dr. S.K Prasad, 
Dharbhanga, bihar

D Rise 
VitanovaD3

USV
Zuventus

Dr. Shailendra Kumar, 
muzaffarpur, bihar

Uprise D3
DV 60K
D3 Must 60K
Sunbless 60K

Alkem
Indechemic
Mankind
Cadila healthcare

Contacted 5 doctors of my contact in my field 
work



Role 
of 
Social 
Media

Awareness of disease 
through social media 

campaigns and using a 
unique hashtag.

Selecting a KOL like famous 
Padiatrician and 

orthopaedic drs. for disease 
awareness and promotion 

of app.

Involving them in videos, 
advertisements and also,

for social media campaign.

Asking them to share posts 
regarding disease on their 
social media handle like 

Instagram, Twitter, LinkedIn 
etc

Asking them to promote 
app and market the 

product in their WhatsApp 
Facebook or Linkedln etc

doctors group.

Including children between 
3 to 14 yrs for strengthen 
bone and helps in growth

Showing interaction based 
advertisements between 
doctors and influencers.

Adding blogs about the 
medication, and condition 

on company website.

Social media marketing for 
doctors is also valuable for 
sharing advice with more 
than one patient at a time.
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#Vitamin D awareness  #Vitamin D_Immunity_COVID19  #Honoring Healthcare Heroes

YOUTUBE/ FACEBOOK/ Twitter 
MARKETING VIDEOS
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Short sample video for advertisement 



E-mail 
market
ing

Content marketing through emails to 
doctors. Content of emails can be-

Information 
about brand 
and product.

Information 
about 

indications 
and symptoms.

Information 
about dosage 

and price.

Links of blogs 
or articles 

related 
to product.

Feedback of 
doctors 

and patients

Details about 
the 

webinars that 
will be 

conducted.



Conducting webinars
Product/Drug

DoctorsPatients

To raise awareness

To educate

Webinar information will be shared 
through e-mail and mobile application.

Live streaming of webinars on social 
media sites.
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SAMPLE OF EMAIL FOR INVITING IN WEBNIAR
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SAMPLE OF TEMPLATE FOR INVITING IN WEBNIAR
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`

SAMPLE CAMPAIGNS
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Videos on occasion of mother’s day 



Website Development

Product 
information.

Indication 
and 
symptoms.

Information 
about 
product 
segments.

Dosage.
Safety 
information.

Chat box.
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Thank You.

Be So Good They Can’t Ignore You.
- Steve Martin


