INTERNSHIP REPORT

Topic: Value Co-Creation Through Healthcare Ecosystem Partnerships: A New
Framework for Pharmaceutical Brand Positioning

INTRODUCTION

In today’s evolving pharmaceutical landscape, companies are moving beyond traditional
marketing and brand-building approaches. The concept of value co-creation—where multiple
stakeholders such as patients, healthcare professionals, digital platforms, policy makers, and
pharma companies collaborate—has become central to shaping impactful healthcare brands.
This internship focused on understanding how ecosystem partnerships can influence
pharmaceutical brand positioning by enhancing patient value, building trust, and driving
innovation.

OBJECTIVES OF THE INTERNSHIPS

The primary objectives of this internship were:

e To explore the role of value co-creation in modern pharmaceutical brand strategies.

e To understand how healthcare ecosystem partnerships can enhance brand positioning.

e To apply academic knowledge to real-world branding and marketing practices.

e To gain hands-on experience in strategic brand planning, research, and
communication.

e To assist in projects that bridge marketing insights and stakeholder engagement.

3. ORGANIZATION PROFILE

B - Black Belt Brand Builders (formerly 'The Enablers')

B - Black Belt Brand Builders is a specialized brand consulting firm dedicated to empowering
pharmaceutical and healthcare companies with strategic brand-building capabilities. Formerly
known as The Enablers, the organization has a strong legacy of partnering with pharma clients
to craft impactful branding solutions. Their team blends strategic thinking with creative
execution to deliver measurable outcomes in brand growth and positioning.




With a deep understanding of the pharmaceutical industry, the firm emphasizes customer-
centric, insight-driven, and innovation-led branding solutions tailored to both urban and semi-
urban healthcare markets.

SERVICES PROVIDED BY THE ORGANIZATION

B - Black Belt Brand Builders offers a wide range of services including:

e Brand Strategy & Positioning

e Campaign Development (Print, Digital, On-ground)
¢ Brand Storytelling & Content Creation

e HCP & Patient Engagement Tools

e Salesforce Training & Communication Tools

e Market Research & Insight Mining

e Visual Identity & Packaging Consultation

e Digital Strategy & Platform Integration

Their service model combines strategic brand frameworks with practical marketing solutions
that are customized for different therapeutic categories.

KEY ACTIVITIES /PROJECTS UNDERTAKEN

During the internship, I actively contributed to the following projects and activities:

e Competitive Brand Analysis: Conducted a market mapping exercise for anti-diabetic
and dermatology brands to understand positioning patterns and white spaces.

e Visual Aid Audit: Reviewed and analyzed existing visual aids for multiple brands and
suggested improvements in storytelling, flow, and visual alignment with brand strategy.

e Campaign Ideation Support: Participated in brainstorming sessions for digital and print
campaigns. Contributed concepts for patient awareness and adherence campaigns.

e HCP Communication Strategy: Assisted in designing key message templates and
medical content outlines for doctor engagement tools across select brands.

Social Media Benchmarking: Conducted a review of social media strategies of top Indian and
global pharmaceutical companies to identify best practices for digital engagement.




KEY LEARNINGS FROM INTERNSHIPS

The internship provided multiple valuable insights:

e Real-world Application of Brand Strategy: Understood how theoretical concepts like
brand architecture, positioning, and value propositions are applied practically in pharma
marketing.

e Ecosystem Mindset: Learned the importance of seeing the brand not in isolation, but as
part of a broader ecosystem that includes patients, caregivers, digital tools, and
healthcare providers.

e Content-Driven Engagement: Gained exposure to how storytelling and content are
tailored differently for HCPs and patients to drive engagement and recall.

e Stakeholder Collaboration: Realized the importance of cross-functional alignment in
brand building—between marketing, medical, sales, digital, and external agencies.

e Strategic Thinking & Creativity: Developed a more structured yet creative approach to
solving branding challenges, especially in the context of regulated markets.




