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Introduction Results
KOL ( Key Opinion Leaders)- Variable:2 ( Maximum Consultation Fees with KOLs Type)
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effective, efficient ways to manage collaboration with the physicians who influencer.
conduct research, write articles, or speak on their behalf, relationship Countof Experience -
management of the interaction with these elite physicians, or key 10
opinion leaders (KOLSs), has ultimately emerged as an individual § 35 34
business discipline. Similar to CRM ( Client Relationship 2 30
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O bJ ectives Maximum consultation fees with KOLs Type and Experience
« To analyze top doctors in ophthalmology. KOL TYPE =
* To identify ‘KOLs Type’ using qualitative indicators ( Academics,
Research, Experience and maximum consultation fees ) e i
» To find out the influencer score of selected doctors on the basis of Variable:3 ( Research with KOLs Type )
different variables. This bar graph depicts that local and regional KOLSs are high influencer in research variable.
Methodology 70
« Sample size and details: A sample of 140 KOLs were taken for this study. 60
« Data Collection: The data, which is collected for the purpose of study, is
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secondary data; has been collected from different websites and social sites. 0
« Data Analysis: The data is analyzed with the help of excel and spss ; 3 40
technique that we have used was bar graph to draw the information. % 32 .
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 Descriptive design was used for this study. > I
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Results
Variable:1 ( Academics with KOLS Type ) Conclusion and Recommendations
This graph depicts that among all KOLs only 9 are spotted in academics Influencers are viewed differently compared to their celebrity counterparts. Social
high influencer KOL. media influencers are able to create a conversation, making campaigns much
40 more engaging since these ‘real’ people are sharing thoughts and ideas about a
product.
Word of Mouth is incredibly important in terms of consumer decision making—
20 to 50 percent of all purchasing decisions are influenced by it.

These influencers are regarded as the authority in their area of expertise, and are
perceived to be trustworthy and approachable because they are known to their
audience.
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