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Acronyms/Abbreviations 

 

GHC    -Good Health Care  

CBO    - Congressional Board Organization 

RCPA - Retail Chemist Prescription Audit 

CFA    -Clearing and forwarding agents  

VA      -Visual Aid 

LBL    -Leave behind literature 

MR      -Medical Representative 

PMT    -Product Management Team 
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Observational learnings 

 

Introduction 

 

 

 

 

GHC Drugs And Pharmaceuticals Private Limited is a Private company incorporated on 17 

July 2020. It is classified as Non-govt Company and is registered at Registrar of Companies, 

Mumbai. 

Mission:  

To Provide G3, 

Good Product, Good Science and Good Relationship through H3  

Purpose of Happiness, Culture of Helpfulness and Philosophy of Honouring Healthcare 

Heroes. 

With mission to serve community through Good Quality Medicines for all, GHC drugs and 

pharmaceuticals is joining hands with Healthcare Professionals through Honour Your 

Healthcare Heroes programme. 

GHC Flagship Program: 

A Landmark Initiative- HHH 

✓ Reinforce trust between Doctor’s Fraternity and society at large. 

✓ Highlight the selfless service of Drs under most tiring circumstances 

✓ Re-emphasize the contribution of Doctors towards building Society and nation. 

 

Products:  

GHC Drugs and Pharmaceuticals has its products in Ortho and Pedia range. 

o Pedia –  28 SKU’s 
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o Ortho – 12 SKU’s 

o 10 more SKU’s of pedia and ortho, 10 injectable in discussion 

o 14 Pedia and 7 Ortho products already launched 

 

Product status:  

SKU’s already received- 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Goal:  

o To be in top 10 ranking in IPM by 2030 

o With their Mission to serve community through Good Quality Medicines for all, they 

are joining hands with Healthcare Professional by Honouring them through GHC 

Flagship Program. 

 

  

Sr.No. Products 

1 GOODMINIC SYRUP 

2 GOODMINIC DROPS 

3 GOODMINIC DX SYRUP 

4 GOODMINIC LS SYRUP 

5 GOODMINIC LS  DROPS 

6 GOODMINIC LS+ SYRUP 

7 GOODMINIC P Susp. 

8 GOODMINIC  P250 Susp.. 

9 GOODCLAUSI 

10 GOODMOX CV 

11 GOOD D3 Drops 

12 AZIGOOD 100/200 Susp. 

13 AZIGOOD 200 Susp. 

14 GOODFLEX T Tab 

15 GOODFLEX SP Tab 

16 AZIGOOD Gel 

17 LIDOPENT Gel 

18 GOODNERV Tab 

19 GOODNERV PLUS Tab 

20 GHCAL K2 Tab 

21 GHCAL XT Tab 
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Mode of Data Collection  

1. CBO Mobile Reporting: 

CBO software lets pharmaceutical companies control important aspects 

of their business ranging from daily activities.  

It helps in keeping daily records and daily planning of visits to physicians. 

Time and date of visits are daily marked by MR. 

After visiting the physician MR needs to update in the app. 

Products selected by physicians are entered in the app by MR. 

Designation of the person who will go for visit are mentioned before going to visit like area 

manager, MR. 

Name of the doctors and their details are also mentioned in the app. 

Reminders are also set by the app for physician visits. 

Details and complete data regarding Dr sample, chemist, stockist, and mails are also 

included and used for the further process of company. 

 

2. For digital marketing and content creation of allotted brand: 

Industrial documents used to collect data 

-Visual aids 

-Visual aid detailing document 

-LBL  

-Covered Market excel sheet (AWACS data) 

Others 

            -Articles 

-Research Papers 

- Websites for specific diseases 
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-interaction with the medical rep and PMT members.  

General Findings on learning 

 

1. making available the manufactured product to the customer &consumer. And also 

detail about the actual filed work of detailing the products customer. 

We got to know the process of manufacturing of products of the company from 3rd party 

manufacturing and how it is made available to the consumers. 

Basically, it is divided in 3 parts as primary, secondary and tertiary part. 

✓ Primary –Supply of products from manufacturing company to the distributors 

✓ Secondary – Distribution of products from distributors to the chemist/ Retail 

pharmacy 

✓ Tertiary- products from chemists to the consumer 

 

While working in the field with our area manager, we got to know the process of salesforce 

and how is the structure of salesforce- 

✓ All manufactured products will be available to CFA (Clearing and Forwarding 

agents) who keeps all the record of available products and handles all the 

demand of the products from the distributors located in different areas.  

✓ Area manager will have all the information about the availability of the 

products in distributer and he also knows that how much of the products will 

required in the next month 

✓ At the end of the month the area manager with his medical rep will went to 

stockist to know that how much of the business this month we made. He will 

get the information about the sale of all products in this month from stockist. 

✓ Stockist have the all data of sale products because he have to report this 

information to area manager and area manager will report to zonal manager, 

zonal will report to regional manager and then this information will get to VP 

od sells. 

✓ MR helps in taking tentative overview of the sale of products and plays a key 

role in increasing demand of the product by interacting with the doctors. 

✓ While detailing the products to doctor the medical rep first will give the 

information about the company, then he spend some time on the program 
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done by GHC which is honour our healthcare heroes. Then start detailing 

about the products one by one. 

✓ While detailing the products he give all the insights of the products like from 

where is the manufactured, its content, dose, MRP, range, Direction of use, 

activity, category of the products. Also ask to doctor that if he need any other 

information about product. 

✓ Make sure before visiting to doctor we must know that how and which 

products the chemist have available. So we can convince to doctors to 

prescribe the non-available products. If doctor says yes that he will prescribe 

your products then ask to chemist to make available those products. Also let 

him know the stockist name where our products are available. 

✓ For GHC the stockist name in Nashik region is Rudraksh Pharma 

✓ MR visits chemist and physicians and performs RCPA and details about the 

product to the physician. 

✓ Physicians may prescribe the product which ultimately leads to the demand of 

that product. At the end when you will leave the doctors cabin make sure you 

will give him LBL of your products.  

✓ Chemists contacts those distributors and orders specific amount of that 

product. 

✓ Distributors already has those stock quantity as requested and approved by 

area manager. 

Thus, overall supply and demand chain goes on and it includes approval from area 

manager and also other respective people. 

We can sum up this process as: 

 

 

 

  

 

 

 

 

 

 

Physician 

Chemists 
Distributors 

CFA Medical 

representative 

Manufacturing 

Unit 

Detailing of product  

RCPA 
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2. Learning from field work  

• RCPA- Retail Chemist Prescription Audit 

Feedback and tentative market analysis of the product before and after visiting the 

Doctor. 

• Detailing: 

- Brief intro about company 

- Detailing about the SKU’s by showing VA 

- Detailing about specific product by showing VA 

- Intro about special offerings, activities by the company. For GHC, it included 

detailing about the GHC flagship program that is HHH. 

- Gifting (in some cases) 

- Giving LBL to the physician 

 

3. Stockist details 

✓ In the start of the month, how much quantity of the product is required is noted and 

demand of that quantity is made by area manager to stockist. Area manager will try 

to convince to higher quantity of products for this month. And also assure him that we 

will make them sell.  

✓ Selling of that quantity is done during whole month and field work is done for 

increasing the sale of that quantity. 

✓ At the end of the month, stockist will inform about the total sale of the product to the 

area manager by sending them mail regarding sale. And this information is given to 

higher management.  

✓ Area manager analyses the total sale and hence place order according to previous sale 

✓ Mail mostly contain the opening stock, opening value, closing stock and closing value 

of products. 

✓ Following is the email received from stockist to our area manger during our field 

work: 
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 Critical Factors affecting the functioning of the department: 

• Miscommunication between distributors, chemists, CFA agents. 

• Improper detailing about product. 

• Change in visiting schedule (irregular visits) 

• Lack of competitors brand knowledge. It should be regularly updated during 

performing analysis of products while taking feedback from chemists. 

• Activities done by other competitors. 

• 10% change might occur due to seasons. 

 

Conclusive Learning: 

 

➢ By performing field work, we got to know about salesforce structure, detailing of 

the product, current market analysis by keeping our product in mind, competitors 

analysis and communication aspects while detailing, process of demand and supply 

of the product in detail. 

 

➢ By preparing brand plan, we got to know about how annual planning of a brand.  
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Its SWOT analysis, Product insights, preparation VA and LBL, marketing strategies, 

activities for the doctors, customer insights, competitors’ aspects, and the changes 

needed to be done for improved sale of the product. 

 

➢ By preparing digital marketing strategies, we learnt various key points of digital 

marketing. Content creation, social media handling, marketing using different social 

media like Facebook, email, LinkedIn, SMS etc. and strategies which should be 

implemented for successful digital marketing. 

 

Limitations: 

• Time required for detailing. 

• Visiting time and date given by physicians. 

• Chemists’ feedback. 

• Information given by MR during detailing. 

• Lack of knowledge of medical rep about the products.  

• Availability of products  

• Number of competitors  

 

Suggestions for improvement: 

• Stay updated by competitors brand in more effective way like focusing more on 

chemist feedback. 

• Keeping information about activities performed by competitors for physician. 

• The way competitor is presenting is brand to doctors 

• Need to focus on in-clinic effectiveness 
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Project Report 

 

Introduction  

In this pandemic all of the Pharma organization are moving towards the digital marketing. It is 

the most cost effective way to reach maximum audience. It helps in creating brand awareness 

effectively and thus results in engaging audience with our brand. Thus, for effective digital 

marketing, some strategies should be derived so that our product will reach to maximum 

targeted consumers. A brand plan should be made for the overall success of product. 

While working as marketing intern in GHC drugs and pharmaceuticals, we explored many 

more strategies and different ways to reach maximum audience digitally. 

We worked on deriving different digital marketing strategies, preparing content for the 

marketing of products assigned to us, and made complete brand plan for the respective 

products and its SKU’s as a part of our project. 

Apart from the project work we worked in the field with our area manager, medical 

representative, and marketing head of GHC. This helped us in improving our skills and 

knowledge about marketing and sales of the product. 

Rationale:  

As GHC has launched its ortho and pedia range products, we needed to make it successful 

by digitally marketing those products as a part of our project. 

Using social media platforms for creating brand awareness makes maximum reach to the 

targeted customers. It lets you directly communicate with your audience through posts, 

different audio/video content, messages, reviews, and website comments. 

It gets easy to earn trust of customers and let them know about what you care about so that 

they get engage with our brand. 

Therefore, we worked on making digital marketing strategies for different social media 

platforms like Facebook, Instagram, text messages, email, LinkedIn. 
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Research Question:  

What could be the effective brand plan and digital marketing strategies to reach maximum 

targeted audience for Azigood? 

Objectives: 

• To formulate brand plan for Azigood 

• To promote the Azigood through digital platform. 

Research methodology, sampling, and data collection:  

o Type of study: Descriptive study 

o Data Collection: Secondary data received from the GHC drugs and pharmaceuticals 

o Sample size: Total sample size taken was 77 physicians among which 7 consulting 

physician, 2 ENT, 14 general physician, 6 orthopaedic, 47 paediatrician, 1 TB and 

chest. (for SMS marketing) 

o Data analysis: The data analysis for the present study was done by using simple 

statistical tools such as those in MS Excel 

 

Brand Plan 

We made annual operating plan for Azigood and its one more SKU. 

In this, we worked on: 

• Market overview 

• Communication Strategy 

• Situation analysis: Customer Insights and SWOT 

• Key strategy incentives  

• 2021 Brand strategy 

• Response from medical rep and PMT  

• Customer insight 
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Target: 

Target Market Segment Anti-Biotics  

Target Patients  Patient suffering from Bacterial 

infection 

Target Customers with numbers General Physicians : 7506 

Paediatricians : 5138 

Consultant Physicians : 701 

ENT : 1080 

Others : 450 

Total : 14875 

Patient Profile Pediatric patient  

Product: 

 

 

 

 

 

 

 

 

SKU- Composition Year of launch 

Azigood  drop: 100MG & 200MG/ 5ML 

(Azithromycin) 

2021-22 

Azigood  Tablets 

(Azithromycin) 
2021-22 
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Patient journey:  

Patient Journey for Bacterial infection 

Product: AZIGOOD 100/200 SUSPENSION 

 

  

 

 

 

 

 

Condition not getting  

 Condition is not getting   

 Better then do COVID-19  

 If it is negative   

 

 

 

                                                     Stabilised non-stabilised 

 

 

 

 

 

 

 
 

 

 

 

 

Patient will get relief with the 

treatment 
Treatment will be continued with the 

same prescription or the dose will be 

increased but not much and additional 

antibiotics will also be prescribed 

X-ray and blood test will be 

recommended  

Symptoms: Fever, acute respiratory 

tract infections and lower respiratory 

tract infections (community acquired 

pneumonia) 

               Self-medication  

Paracetamol and cold and cough 
medicines, antibiotics most 
commonly used antibiotics 

Azithromycin – AZIGOOD  
100/200 SUSPENSION  

Patient search through online 
websites and apps 

 

 

 

 

 

Medical practitioner- TREATMENT 

Doctor will check the patient and with 

first check-up will prescribe cough syrup, 

antipyretics and antibiotics 

GOODMINIC SYRUP 

GOODMINIC DX SYRUP 

AZIGOOD 100/200 SUSPENSION 
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Strategy: 

• To make the Azigood most selling brand in India 

• Increase the market share up to 2% and make sales of two digit in crore  

• Try to tie-up with digital organization to use the digital thinks in more productive way 

• Make available our product on website and applications 

Market Research and Customer Insights: 

 

• Broad spectrum anti-biotics use in all the infection in pediatrics patients with tasty 

flavor for patient compliance  

• Prescribed by the all the know physicians which are in contact.  

• Competitors information by interacting with Medical rep, PMT, chemist, distributers, 

and doctors  

• KOL Understanding : (from field work) 

• Patient will get relief by 3 to 5 days only 

 Patient opportunity for Patient Azigood Range 

Azithromycin 100mg Drop

Azithromycin 200mg Drop

Azithromycin 500mg Tab
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Consumer Insights:  

Doctor  Patients  

Key Customers: Paediatrician General 

Physician, Consultant Physician, ENT 

Type: Personal Clinic practice, Trade 

doctors, RMP’s, Nursing home, & Small 

hospitals 

Profile: Patient outflow of 15-30 in a day 

approximately ( season varies) 

Needs: To diagnose and find to main 

problem to treat the patient with better 

medications to stabilize the bacterial 

infection 

Eg. To stabilize the infection related to the 

eye, ear, nose, skin, throat, respiratory 

track.  

 

Profile: Most commonly for children's 

(Pediatric) 

1. Patient having the infection over the 

nose, skin, eye, ear 

2. Patient suffering from the continues 

cough and pain in throat due to 

bacterial infection 

3.  Due to continues cough the chest 

pain is also there due to bacterial 

infection 

Needs: To stabilize the bacterial infection 

with the 3 to 5 days. Reduce the number of 

dose per day so the resistance will not from 

faster.  Having a tasty flavor which is 

accepted by children's.  

       

                         

                                            

        

        

                                           

                                       

                     

                  

                                                                    



 
 

18 
 
 

Make sure bacteria will not affect again to 

the patient 

Medicine should easily available with low 

cost 

 

 

  

Communication Strategy: 

 

Specialties: Key Message (communicated through VAF) 

Paediatrician 

 

• Available with number of flavor 

• Required one dose per day and get relief within 3 to 5 

days only 

• Help to stabilize the bacterial infection of nose, eye, ear, 

skin and many more 

• Very less chance of getting infection again 

• Patient compliance 

• Low cost, Can be given with other Anti-biotics 

 

General 

physician 

ENT 

Consultant 

Physician 

 

 

Key challenges and critical success factors: 

 

KEY CHALLENGES CRITICAL SUCCESS FACTORS 
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Adopting this new normal Brand having good patient compliance 

Creating leads in this pandemic Digital Promotion take less investment 

Alembic and Cipla is strong competitor for 

azithromycin 
Base on Honour Your Healthcare 

Creating Potential costumers G3 and H3 

Brand objective:  

Qualitative 

(Vision Based ) 

2021 2022 

Sales (Rs Cr) More than 5cr More than 7cr 

Market share (%) 2% 2.7% 

Rank  Top 20 Top 10 

 

Brand SWOT Analysis: 

Strengths: 

1. Available in number of flavor which are accepted by children's 

2. less dose required (1 time a day) 

3. Bacterial infection will stabilize within 3 to 5 days 

 

Weakness: 

1. As we are startup so we are having less number of doctor 

2. Pandemic making our work challenging 

Opportunities: 

1. We can tie-up with digital organization to take help and develop our digital plan 

2. By digital we can connect direct to Doctor 

3. Competitors Syrups growth is decreasing  

Threats: 
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1. Competitors having strong place in market 

2. Dynamically changing market  

 

 

Marketing Strategies 

 

Azigood Range: Key Strategic initiatives  

Strategy: 1 

Key challenge: 

 Less physical interaction due to COVID-19. To make the Azigood most sealing 

brand in India and to become top 10 in all brand  

Strategy:  

Improve the Digital platform and try to interact with doctors 

Key tactics: 

• Radio Mirchi  

• Publish dr. paper in New paper  

• GHC App 

• Arrange the special webinar for paediatricians  

• Website for paediatrician 

• 1 to 1 emails  

• Blogs creation 

• Multi-channel marketing  

• Increase traffic on our website by SEO 

• Digital VA  

• Online promotions 
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Strategy: 2 

Key challenge:  

 Digital adoption 

Strategy:  

Try to tie-up with digital organization to improve the promotion through digital 

platform 

Key tactics:  

o Make our employees familiar with digital platform. 

o Training for medical rep to how to interact with Dr. by this digital platform 

Strategy: 3 

Key challenge: 

 Honor our Healthcare heroes through by digital platform (Pediatricians) 

Strategy:  

To contact the all pediatricians for this program 

 

The Big Idea / The brand campaign (Proposed themes) 

 

o G3: Good product, Good science, Good relationship 

o H3: purpose of Happiness, culture of Helpfulness & philosophy of Honoring 

healthcare heroes 

o Tasty Flavor to all 

o Keep growing 

o Let’s fight with infection 

o When infection strikes  
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o Most preferred anti-biotic 

 

Visual Aid for communication 
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Content for posting on social media: 

 

 

 

 

 

 

 

  

 

 

 

       
                        

                      

           

                             

                                      

         

             
                   

                                     

                                                       

                                    

          
                              

                                

                               

                           

             

             

             



 
 

24 
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 Marketing Strategies 

1.Email Marketing Strategy:  We can mail to doctors 

 

 

 

 es ected sir,

   o e t is email  nds  ou in good  ealt 

 r.   am  udars an   atangare  roudl  re resent   C drugs and   armaceu cals ,   ere t e   C stand  or good  ealt  care  or all.

 ur mission is to  rovide t e good  ualit  o  medicine  or all .

 ere is t e solu on  or  acterial in ec on  or  ediatric  a ents     igood 100 200 s ru     ic  contain t e   it rom cin 100 and 

200mg. 

 n  acterial in ec on  o  e e, ear, nose, s in, t roat, lungs and     

  is s ru  is availa le in 2 to 3 t  e o   avor and re uired onl  one dose  er da   or 3 to 5 da s onl .     ou re uired more 

in orma on or  ant to clear an  dou t t en  eel  ree to ric  us on given contact

 ending  arm regards ,

 udars an   atangare

  C  rugs and   armaceu cals  vt.  td

                                                                                                              
                                                                                           

             

                                                                           

                                                                                                                            

                                                                                                                                   

                        

                                                                                                                            

                                                                                                                              

                                                                                  

                                                                                                                   

                        

                                                                              

 ending  arm regards,
 udars an   atangare
  C  rugs and   armaceu cals  vt.  td
 91 9156133953
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Articles for Mailing 

 

• https://www.alliedacademies.org/articles/misuse-of-antibiotic-a-systemic-review-of-

saudi-published-studies.html 

• https://academic.oup.com/cid/article-abstract/17/Supplement_2/S346/307283 

• https://www.tandfonline.com/doi/abs/10.3109/14767058.2012.714987 

• https://www.nejm.org/doi/full/10.1056/nejmoa1003833 

• https://www.sciencedirect.com/science/article/abs/pii/S0163725814000552 

• https://academic.oup.com/aje/article/190/4/491/5898696?login=true 

 

2. Radio Mirchi series: 

• Presently, radio broadcasting gets coverage in 24 languages and 146 dialects all 

across India. 111 million households own a radio set in the country. 

• Invite the KOL from different department to our program to discuss the latest trending 

topics on health 

• We will invite each KOL every month. And will do the adv. of that program on 

different social media so people get to know about the program 

• Through this program we will also detail about the Company for branding.  

 

3. Newspaper: 

• The Indian Readership Survey (IRS) data released for Q1 of 2019 reveals that the 

overall readership of newspapers has grown from 407 million readers in 2017 to 425 

million readers at the end of the first quarter of 2019  

• We will publish articles of doctors in daily newspaper, here we can do branding of 

Our company in news paper 

https://www.alliedacademies.org/articles/misuse-of-antibiotic-a-systemic-review-of-saudi-published-studies.html
https://www.alliedacademies.org/articles/misuse-of-antibiotic-a-systemic-review-of-saudi-published-studies.html
https://www.alliedacademies.org/articles/misuse-of-antibiotic-a-systemic-review-of-saudi-published-studies.html
https://academic.oup.com/cid/article-abstract/17/Supplement_2/S346/307283
https://academic.oup.com/cid/article-abstract/17/Supplement_2/S346/307283
https://www.tandfonline.com/doi/abs/10.3109/14767058.2012.714987
https://www.tandfonline.com/doi/abs/10.3109/14767058.2012.714987
https://www.nejm.org/doi/full/10.1056/nejmoa1003833
https://www.nejm.org/doi/full/10.1056/nejmoa1003833
https://www.sciencedirect.com/science/article/abs/pii/S0163725814000552
https://www.sciencedirect.com/science/article/abs/pii/S0163725814000552
https://academic.oup.com/aje/article/190/4/491/5898696?login=true
https://academic.oup.com/aje/article/190/4/491/5898696?login=true
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4. GHC Application 

Do adv. of this app on various platform 

Features on App: 

• Telemedicine 

• Mobile Applications 

• Referral and Consultation 

• Appointments and Schedules 

• Delivery of Health Care 

• Provide medicines from same app 

• Make available the Articles 

• Daily news related to health 

Registered all the doctors on app 
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5. Webinar: 

 

A webinar by paediatricians to parents and general physicians 
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6.Website of Company:  

• Detailing of company 

• Detailing about products 

• Number of articles 

• Weakness of Competitors 

• Chat bot 

• Make available all the information which doctors are required 

• Increase traffic on website by using SEO 

 

7.Multichannel Marketing 
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8.Pop-up Adv:  

 

 

Quotes about Anti-biotics 

• You have to teach early and often… because education has the half-life of a beta-

lactam 

• Azithromycin is like Robin, not Batman. Should not fight alone 

• When it comes to infectious diseases and antibiotics, there is only do or do not, there 

is no try 

• To learn how to use antibiotics, one must first learn how not to use antibiotics 

• Antibiotics kill bacteria, not your anxiety. Stop the ‘just-in-case’ indications 

• The most expensive antibiotic is the one that does not work 
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• Broad spectrum antibiotics are not a substitute for rational thought 

• Do not be the first to use an antibiotic, because you risk toxicity. Do not be the last to 

use an antibiotic, because you risk efficacy 

• Antibiotics available for people who do not know what they are doing should be those 

that can do the least harm 

 

9. Special Day Campaign 

Special days Month Objective Doctors profile 

World Health Day 7 Apr 
For the program of 

Honor our Healthcare 

Paediatrician 

General Physician, 

Consultant 

Physician, ENT 
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Data Analysis 

For analysing the data, we used “Covered Market Data” given by GHC. 

It included data of competitors brand as well as GHC brand. 

The analysis done during preparing brand plan for Azigood and its SKU is given below: 

AWACS analysis – market, brand, competition 

Competitors Data:  
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Responses of medial representative:  

 

Survey responses from Chemist:  
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Competition landscape:  
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Feedback of social media:   the response we get from those posting photos on social 

media like LinkedIn. From this we can correlate the reach we get in this month of May-2021. 

The data can give whole information about the posts. 
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Conclusion: 

• Azigood is getting accepted by physicians due to its differentiating properties. 

• Azigood has great opportunity to increase its sale by conducting campaigns and 

engaging stakeholders with the brand. 

• Due the different flavor and patient compliance it is mostly accepted.  

• Digital marketing for Azigood has its own benefit as it also comes under OTC 

product. Hence, digital marketing of this brand will have huge effect on its sale. 

• Azigood is one the best product of GHC and going boom in future due to its 

advantages. It will give the huge market to GHC and help to develop GHC in market.  

• GHC flagship program, “Honor your Healthcare Heroes” has its best impact for 

making a good relation with the healthcare heroes and it’s a great initiative taken by 

GHC for saluting our Healthcare Heroes. 

• The posting on social media help us to connect with more consumers and customer 

and also help us to get connect with all of the stakeholders. the reach in one month 

we get on social media was not enough. We need to work on this. The posting time 

and style should be improve and need to go in more detail about posting time, 

captions and hashtag we use. Also make sure that we tag the right person in the post 

to increase our reach. 
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Annexure:  

We visited physicians with our area manager, marketing head and medical representative.  

Details of the visit are given below: 

Sr. 

No. 
Area Manager STATE Doctor Name Speciality Area 

1 Rahul Patil MAHARASHTRA AARTI SURANA IDS 
GENERAL 

PHYSICIAN 
NASHIK 

2 Rahul Patil MAHARASHTRA ABHIJEET M CHAUDHARI PEDIATRICIAN 
NASIK 

ROAD 

3 Rahul Patil MAHARASHTRA TUSHAR P BHOGE 
GENERAL 

PHYSICIAN 

NASIK 

ROAD 

4 Rahul Patil MAHARASHTRA BHUSHAN SALUNKE PEDIATRICIAN SINNAR 

5 Rahul Patil MAHARASHTRA JITEN KSHATRIYA PEDIATRICIAN SINNAR 

6 Rahul Patil MAHARASHTRA SANJAY S NATHE 
GENERAL 

PHYSICIAN 

NASIK 

ROAD 

7 Rahul Patil MAHARASHTRA PRAMOD PATIL 
GENERAL 

PHYSICIAN 

NASIK 

ROAD 

8 Rahul Patil MAHARASHTRA DEEPAK AVHAD PEDIATRICIAN SINNAR 

9 Rahul Patil MAHARASHTRA MILLIND GANGURDE PEDIATRICIAN NASHIK 

10 Rahul Patil MAHARASHTRA SUJIT GANGADHAR PHADKE PEDIATRICIAN NASHIK 

11 Rahul Patil MAHARASHTRA YOGESH ARUN PATIL PEDIATRICIAN NASHIK 

12 Rahul Patil MAHARASHTRA RAVINDRA SONAWANE PEDIATRICIAN NASHIK 

13 Rahul Patil MAHARASHTRA SAGAR V SONAWANE PEDIATRICIAN NASHIK 

14 Rahul Patil MAHARASHTRA 
MILIND BADRINARYAN 

BHARADIA 
PEDIATRICIAN NASHIK 

15 Rahul Patil MAHARASHTRA JAYANT RANDHIVE PEDIATRICIAN NASHIK 

16 Rahul Patil MAHARASHTRA SANGITA LODHA PEDIATRICIAN NASHIK 

17 Rahul Patil MAHARASHTRA SURESH AHER 
GENERAL 

PHYSICIAN 

NASIK 

ROAD 

18 Rahul Patil MAHARASHTRA SANJAY S MHASKE 
GENERAL 

PHYSICIAN 

NASIK 

ROAD 
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19 Rahul Patil MAHARASHTRA ASHOK NIRGUDE 
GENERAL 

PHYSICIAN 

NASIK 

ROAD 

20 Rahul Patil MAHARASHTRA YOGESH SONI PEDIATRICIAN BHAGUR 

21 Rahul Patil MAHARASHTRA HARSHAD ADHAV IDS ORTHOPAEDIC NASHIK 

22 Rahul Patil MAHARASHTRA VIJAY KAKATKAR IST ORTHOPAEDIC NASHIK 

23 Rahul Patil MAHARASHTRA 
RAVINDRANATH GAIKWAD 

IDS 
ORTHOPAEDIC 

NASIK 

ROAD 

24 Rahul Patil MAHARASHTRA VIJAY NEMADE IDS ORTHOPAEDIC NASHIK 

25 Rahul Patil MAHARASHTRA KEDAR MALWATKAR PEDIATRICIAN NASHIK 

26 Rahul Patil MAHARASHTRA ROHAN SHAH PEDIATRICIAN NASHIK 

27 Rahul Patil MAHARASHTRA KRUSHNA GORE PEDIATRICIAN NASHIK 

28 Rahul Patil MAHARASHTRA YOGESH V HANODE PEDIATRICIAN SINNAR 

29 Rahul Patil MAHARASHTRA ARTI V SURANA 
GENERAL 

PHYSICIAN 

NASIK 

ROAD 

30 Rahul Patil MAHARASHTRA MANJU K GUPTA PEDIATRICIAN 
NASIK 

ROAD 

31 Rahul Patil MAHARASHTRA NITIN S MEHKARKAR PEDIATRICIAN NASHIK 

32 Rahul Patil MAHARASHTRA MANISH DEORE PEDIATRICIAN NASHIK 

33 Rahul Patil MAHARASHTRA RAHUL PATIL PEDIATRICIAN NASHIK 

34 Rahul Patil MAHARASHTRA C G LAKARIYA 
GENERAL 

PHYSICIAN 
BHAGUR 

35 Rahul Patil MAHARASHTRA SANJAY WADEKAR 
GENERAL 

PHYSICIAN 
NASHIK 

36 Rahul Patil MAHARASHTRA VISHNU . DHADHWAD PEDIATRICIAN SINNAR 

37 Rahul Patil MAHARASHTRA NITIN BIRLA PEDIATRICIAN NASHIK 

38 Rahul Patil MAHARASHTRA ANUPAMA ATUL DAHALE PEDIATRICIAN NASHIK 

39 Rahul Patil MAHARASHTRA ANIKET K GANGURDE 
CONSULTING 

PHYSICIAN 
NASHIK 

40 Rahul Patil MAHARASHTRA RAKESH PATIL IDS 
CONSULTING 

PHYSICIAN 

NASIK 

ROAD 

41 Rahul Patil MAHARASHTRA ABHIJIT SADGIR IDS 
CONSULTING 

PHYSICIAN 
SINNAR 
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42 Rahul Patil MAHARASHTRA KUNAL NIKAM IDS 
CONSULTING 

PHYSICIAN 
NASHIK 

43 Rahul Patil MAHARASHTRA JITENDRA VISHNU KODILKAR 
CONSULTING 

PHYSICIAN 
NASHIK 

44 Rahul Patil MAHARASHTRA 
JITENDRA VISHNU KODILKAR 

IDS 

CONSULTING 

PHYSICIAN 
NASHIK 

45 Rahul Patil MAHARASHTRA VIJAY SURANA IST 
CONSULTING 

PHYSICIAN 

NASIK 

ROAD 

46 Rahul Patil MAHARASHTRA RAVINDRA CHAVAN IDS ORTHOPAEDIC NASHIK 

47 Rahul Patil MAHARASHTRA JAYESH DHAKE IDS ORTHOPAEDIC NASHIK 

48 Rahul Patil MAHARASHTRA SHRIKANT BHADANGE PEDIATRICIAN SINNAR 

49 Rahul Patil MAHARASHTRA ANAND D NAGARE PEDIATRICIAN SINNAR 

50 Rahul Patil MAHARASHTRA 
 KUNAL NIKAM IDS  CONSULTING 

PHYSICIAN 

NASHIK 

51 Rahul Patil MAHARASHTRA 
 JITENDRA VISHNU KODILKAR  CONSULTING 

PHYSICIAN 

NASHIK 

52 Rahul Patil MAHARASHTRA 
 JITENDRA VISHNU KODILKAR 

IDS  

CONSULTING 

PHYSICIAN 

NASHIK 

53 Rahul Patil MAHARASHTRA 
 VIJAY SURANA IST  CONSULTING 

PHYSICIAN 

NASIK 

ROAD 

54 Rahul Patil MAHARASHTRA  RAVINDRA CHAVAN IDS  ORTHOPAEDIC NASHIK 

55 Rahul Patil MAHARASHTRA  JAYESH DHAKE IDS  ORTHOPAEDIC NASHIK 

56 Rahul Patil MAHARASHTRA  SHRIKANT BHADANGE  PEDIATRICIAN SINNAR 

57 Rahul Patil MAHARASHTRA  ANAND D NAGARE  PEDIATRICIAN SINNAR 

58 Rahul Patil MAHARASHTRA 
 AMIT VIJAY DESHMUKH  PEDIATRICIAN NASIK 

ROAD 

59 Rahul Patil MAHARASHTRA  HANUMANT SHRIRANG GIRI  E.N.T. SINNAR 

60 Rahul Patil MAHARASHTRA  NARENDRA BAGUL  PEDIATRICIAN NASHIK 

61 Rahul Patil MAHARASHTRA  ABHIJEET NAIK  PEDIATRICIAN NASHIK 

62 Rahul Patil MAHARASHTRA  ABHIJIT   NAIK  PEDIATRICIAN NASHIK 

63 Rahul Patil MAHARASHTRA 
 KUNAL NIKAM IDS  CONSULTING 

PHYSICIAN 

NASHIK 

64 Rahul Patil MAHARASHTRA ROHAN SHAH PEDIATRICIAN NASHIK 
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65 Rahul Patil MAHARASHTRA  KRUSHNA GORE  PEDIATRICIAN NASHIK 

66 Rahul Patil MAHARASHTRA  YOGESH V HANODE  PEDIATRICIAN SINNAR 

67 Rahul Patil MAHARASHTRA 
 ARTI V SURANA  GENERAL 

PHYSICIAN 

NASIK 

ROAD 

68 Rahul Patil MAHARASHTRA 
 MANJU K GUPTA  PEDIATRICIAN NASIK 

ROAD 

69 Rahul Patil MAHARASHTRA  NITIN S MEHKARKAR  PEDIATRICIAN NASHIK 

70 Rahul Patil MAHARASHTRA  MANISH DEORE  PEDIATRICIAN NASHIK 

71 Rahul Patil MAHARASHTRA  RAHUL PATIL  PEDIATRICIAN NASHIK 

 

 

 

Thank You! 


