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Acronyms/Abbreviations 

 
CBO    -  Congressional Board Organization 
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CFA    -Clearing and forwarding agents  

VA      -Visual Aid 
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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 Honoring Healthcare 

Heroes. 

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

pharmaceuticals is joining hands with Healthcare Professionals through Honor Your 

Healthcare Heroes programme. 

GHC Flagship Program: 

A Landmark Initiative- HHH 

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

ü Highlight the selfless service of Drs under most tiring circumstances 

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

Products: GHC Drugs and Pharmaceuticals has its products in Ortho and Paedia range. 

o Pedia –  28 SKU’s 

o Ortho – 12 SKU’s 

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

o 14 Pedia and 7 Ortho products already launched 
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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 DICLOGOOD T 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 MobileReporting: 

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  

Others 

            -Articles 

-Newsletter 

-Research Papers 

- Websites for specific diseases 
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General Findings on learning 

 

1. Knowledge about manufacturing of products and its availability to the consumers. 
 

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. 

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

ü Secondary – Distribution of products from distributors to the chemist 

ü Tertiary- Selling of 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- 

ü After manufacturing of the products there is a CFA agent (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. 

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

role in increasing demand of the product. 

ü For this purpose, MR visits chemist and physicians and performs RCPA and 

details about the product to the physician. 

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

that product. 

ü Chemists contacts those distributors and orders specific amount of that 

product. 

ü 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. 
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We can sum up this process as: 
 

 

 

  

 

 

 

 

 

 

 

 

2. Learning from field work  

• RCPA- Retail Chemist Prescription Analysis  

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

chemist. 

• 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. 

Saling 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. 

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

Physician 

Chemists Distributors 

CFA Medical 
representative 

Increase in 
Sale 

Detailing of product  

RCPA 
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ü At the end of the month, this type of email is generated by stockist and sent to the area 

manager. 

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

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. 
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Conclusive Learning: 

 
Ø 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. 

 

Ø By preparing brand plan, we got to know about how annual planning of a brand is 

done. 

Its SWOT analysis, competitors aspects, and the changes needed to be done for 

improved sale of the product. 

 

Ø 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. 

 

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. 

• Need to focus on in-clinic effectiveness 
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Project Report 

 
Introduction  
Considering the current situation, digital marketing is the effective way for promoting the 

products. 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. 

 

 

 



12 
 

 

Research Question:  

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

targeted audience for GOODCOS 3? 

Objectives: 

• To formulate brand plan for GOODCOS 3 

• To Formulate digital marketing strategies for promotion of GOODCOS 3 

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

statistical tools such as those in MS Excel 
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Brand Plan 
We made annual operating plan for  GOODCOS 3 Drops & Syrups and it’s one more SKU. 

In this, we worked on: 

• Market overview 

• Communication Strategy 

• Situation analysis: Customer Insights and SWOT 

• 2021 Brand strategy 

 

Product: 

 

SKU- Composition Year of launch 

Goodcos -3 Syrup 

200 ML SYRUP 
 

2021-22 

Goodcos -3 Drops 

30 ML DROPS 
 

2021-22 

 

 

Insights and Market summary: 

 
• COMPOSITION –  

• Syrups  

Each 10 ml contains Omega 3 Fatty acids (EPA 376 MG + DHA 235 MG) + Vitamin D3 400 
IU 

• Drops 

Each ml contains Fish oil 500 mg (EPA 180 mg: DHA 120 mg FOS 100 mg) Vitamin E 5 mg 
Sugar free Drop 

 

• USE FOR –  

1. Nutritional supplement  

2. Brain development  



14 
 

3. Eye development  

4. Lipid regulating agent  

5. Adjuvant therapy  

 

• DOSAGE- As direct by physician  

 

 

Communication Strategy: 

Specialties: Key Message (communicated through VAF) 

Specialty 1: 

General 
physician 

1. Safe formulation  and help children to stay healthy with 
nutritional. It give relief from the nutrition deficiency. 

 

 

2. Safe formulation for the brain development  and 
nutritional point  view of paediatrics 

 

 
 

Specialty 2: 

Paediatrics 

 

Key challenges and critical success factors: 

KEY CHALLENGES CRITICAL SUCCESS FACTORS 

Making our brand position in the competitive 
market Knowledge of the medication for physician 

Changes and the trends in competitive market Physician’s prescribing behaviour 

Use of digital platforms for reaching maximum 
physicians 

Developing patient insights from emerging 
data sources and integrating it into 

marketing of brand 



15 
 

Brand 2021 objective: 
To make GOODCOS the most preferred nutrition supplement for pediatric in the Indian 

market in the treatment of brain development, vision development, improve immunity, for 

cognitive disability, for healthy nutrition. 

 

Brand SWOT Analysis: 

Strengths: 

1. Higher efficacy and effectivity of the formulation. 

2. Faster onset of action. 
3. Available in syrup as well as drops  
4. This Drug category shows great result from last few decades.  
5. Most trusted category of the drug. 

 

 
Weakness: 

1. Large number of the competition  

 

Opportunities: 

1. In covid-19 time this brand would become the best medication for pediatrics  

2. Pediatrics market  

 

Threats: 

1. Large number of the competition can become the threats for this brand. 

2. Price of the competitor product. 
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Digital Marketing Strategies 

Objective of digital marketing 

ü Brand Awareness 

ü Generate Lead 

ü Drive traffic to company website 

ü Increase reach of Honour your Heroes programme 

ü Educate community 

ü Build a trustworthy brand 

ü Relationship building with community 

Derived digital marketing strategies for following social media platforms: 

1. LinkedIn Marketing 

2. Email Marketing 

3. Facebook Marketing 

 

ü . Email Marketing Strategy: 
Target customer: pediatrics, General Physician 

• Collection of email details of target customer from the company. 

• Use of Catchy subject lines. 

• Send short articles, videos, or flyers and LBL 5 times a week. 

• Include e-detailing of our product in mail. 

• E-detailing for GOODCOS 3 is given below. 
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Content of email: 

 

We can embed a poster giving brief about our brand, for example: 

 
 

 

 

 

GOODCOS- 3(Syrup) 

Nutritional Supplement 

 
 
GOODCOS-3 Syrup is good combination of 
Nutritional supplement, for Brain development, 
Lipid regulating agent and adjuvant therapy. 
Now days the cognitive ability of children play 
crucial role in their development and this 
ability help to evaluating, Analysing, 
Remembering, Making comparison and 
grasping Cause and effect, means overall brain 
development and health of children, so let’s 
take the GOODCOS-3 to Children to build their 
Cognitive ability. 

 
 
 
Composition  
Each 10 ml contains  
Omega 3 Fatty acids                            
EPA                                                            376 MG  
DHA                                                           235 MG  
Vitamin D3                                                400 IU 

 

• EICOSAPENTENOIC ACID: 
EPA  improves Attention  and Vigilance in children. 

 
• DECOSAHEXENOIC ACID: 

DHA is more important for proper cell membrane function 
and is vital to to development of the children brain and 
retina.  

 
• Use: 
• Brain development  
• Vision development 
• Improve immunity  
• For cognitive activity  
• For healthy Nutrition   

GOODCOS
-3 

Nutritional 
supplement  

 

 
SYRUP 

200ML 
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 3.LinkedIn Marketing Strategies: 
ü Making business page of the company. 

ü Making connections with target customers via different groups and some social 
awareness groups, healthcare related groups. 

ü Posting below mentioned things daily 

ü Arranging poll based on disease 

ü Using hashtags# to increase reach 

LinkedIn posts regarding  

ü Disease awareness 

ü News articles related to disease 

ü Awareness posters 

ü Special Days celebration poster 

ü Short video clips 

 

Content for LinkedIn post: 

 

 

SYMPTOMS
OF LOW

COGNITIVE
ABILITY OF
CHILDREN

Vision
problem

Slow
Brain

Developm
ent 

Frequently
seek

Nutrient
defecit

Unhealthy 

Slow Graspingp
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4. Facebook Marketing Strategies 

Area specific advertising : 

• Developed the Facebook page of GHC. 

• Upload some Information in post and video format about our disease. 

• Find out pediatrics groups and pediatrics, sent them invitations. 

• Also, if they run any campaign for children nutrition so, we will join them and send 
them information about our disease and product,  

Strategies: 

• Make a company page  

• Join health related pages/ groups, health awareness groups, target customer groups. 

• Focus on social issues in current days. 

• Keep your content ready for post 

• Posting images related to diseases 

• Disease awareness post, short videos 

• Add tags in posts 

• Keep updated with current health affairs 

• Days celebration posts, videos etc. 

Content for Facebook post: 
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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 GOODCOS 3 gel and its SKU that is 
GOODCOS 3 is given below: 

For Goodcos 3 Syrup : 

Parameter GOODCOS -3 SYRUP 
BRAINMAX 
255/180 MG 

SYRUP 
BRAINIEST SYRUP COGNI 3 SYRUP 

Positioning 

DIETARY/ Nutritional  
SUPPLEMENT 

LIPID-REGULATING AGENTS 

Nutritional 
supplement 

Nutritional 
Supplements & 
adjuvant therapy 

Nutritional 
Supplements & 
Adjuvant Therapy 

Daily cost of 
Therapy  1283/- 1160/- 1495/- 1195/- 

Key Specialty 

General 
Practitioners/Pediatricians
/ENT/Consultant 
Physicians 

General 
Practitioners/Pe
diatricians/ENT/

Consultant 
Physicians 

General 
Practitioners/Ped
iatricians/ENT/Co
nsultant 
Physicians 

General 
Practitioners/Ped
iatricians/ENT/Co
nsultant 
Physicians 

Packaging 200 ML Bottle  150 ML Bottle 150 ML Bottle  200 ML Bottle  

Strength Category of the drug with 
Great result  

Transparency 
(packaging) Good packaging Marketed well 

Weakness - 
It shows side 
effect like 
Stomach upset 

It shows side 
effect like 
Diarrhea 

It shows side 
effect like Nausea  
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Key 
Interpretations 
from Data 
analytics 

Expected to grow up to  
140.0 GR 131.6 GR -17.6  GR -97.1 GR 

 

For Goodcos 3 Drops : 

Parameter GOODCOS -3 DROPS COS 3 DROPS 

Positioning Nutritional supplement  

Improve Brain 
Function  

Nutritional 
supplement  

Daily cost of Therapy  345/- 351/- 

Key Specialty General Practitioners/Pediatricians/ENT/Consultant 
Physicians 

General 
Practitioners/Pediatri
cians/ENT/Consultant 
Physicians 

Packaging 30 ML 30 ML 

 

 

Conclusion: 

• Goodcos 3 Syrup & Drops  is getting accepted by physicians due to its differentiating 

properties. 

• Goodcos 3 has great opportunity to increase its sale by conducting campaigns and 

engaging stakeholders with the brand. 

• Digital marketing for Goodcos 3 has its own benefit as it also comes under good 

notional category Hence, digital marketing of this brand will have huge effect on its 

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

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

by GHC for saluting our Healthcare Heroes. 
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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 
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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 

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 

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 
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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 
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 
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