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Galcare Pharmaceuticals, established in 2008, focuses on providing innovative : L R Lo
therapeutic solutions with a strong emhasis on skin and neuropsychiatric care. e T Year 1 - Initiate and Build Foundation + Unigue multi-active (THA + Price may excead
The company prides itself on quality, innovation, and maintaining the goodwill of i i + Launch MelaCURE-TX with high-impact tools: Visual Aids, LELs, samples, 10% + botanicals) preferred range (<2600}
the medical fraternity. Galcare also highlights its marketing expertise and MOA cards, digital PDFs, + High dermatologist = Low current brand
k commitment to excellence through people and innovation. + Target the top 20% dermatologist & gynecologist prescribers through a preference for TXA awareness
 LIFRGT ~ A oD S e Berire 25 120-rnembelr fiellcl force. + Nondrritant, patient- * Requirlea strong prescribar
Galcare strives to enhance peaple's health by (—rb) * Ensure retail availability in 80% of HQ chemists using a 10+2 trade scheme friendly formulation S w education
offering quality therapeutic solutions. They achieve * Build brand recall through Melasma Awareness Month, in-clinic activities, L
this through continuous innovation and excellence s Preadant) 20 and educational content. *  Growing demanc for 0O T -+ Stong competition from
in their products. Values Excellence - Pursue l i e | Year 2: Penetrate & Expand prescription face serums established brands
excellence through people and innovatian, Trust- Tarkeg AeTaunT | Sales | « Deepen coverage in Tier 2 and semi-urban clusters with dermatology * Seasonal & cosmetic-driven + Intense price-based
G uild and retain trust among the medical fraternity. J "J"Wfl‘-’mm Department Department e 0OPDs. demand sp!kas . competition
' Vision ' |- T | » Conduct region-wise CMEs, workshops, and influencer-led patient » Cross-specialty prescribing « Surgein prescription face
Our vision is to be celebrated as a premier ;i Manager l [ e I"Hmsr"| education to expand brand relevance. idsmatology: gyuaacology. Serums
and beloved leader in the dermatology sector | 10 = Introduce new engagemeant tools: pen stands Bl )
Li“ India . Bk I :z:lujtT:c l [sm Executs ue| Year 3 - Strengthen Presence and Accelerate Expansion
| » Strengthen Rx share leadership in top 5 zones with high melasma
os incidence. ( Practicalexposure vs Theoretical knowledge )
» Launch line extensions {face serum, cleanser) under the MelaCURE brand
= Combination ther. S e Family. A T Thagretical linderaia iy
MelaCURE-TX con;a.n:prj: anesamic Acid 10% Kofic o w::::::ﬁg:‘ :x‘;:“ll:j::;‘r’l-ce L e o + Run seasonal campaigns (March-August) with 10+3 schemes in peak Practical Exposure Theoretical Understandin
?;‘i‘;‘iﬁi;'a;‘::;':‘é:rﬁ:;:'"‘ 0.5%, Liquorice Extract, Ginseng Extract. melasima season. Involved in tasks such as RCPA, Learned fundamental marketing
% Me‘chn;hmafn.cﬂnnh " brand communications, and frameworks through mentarship and
Multi-targeted am_l'-’ﬂELaFOl,Ef’l!:'S!! pathway Brand W UATAOFEL @ MATARIEE W MATAID @ MATADC R B MAT AT \ campaign execution. stud)'. i
* Tranexamic Acidl (THA] - Inhibits plasminogen, it MelaCURE-TY Mgm Managed tasks like data collection, |Applied mnls. like SWOT, and 5TP
reduces melanocyte activation. itael _ at FY21 to FY25 LBL creation, and market analysis for strategic insights.

* Kojic Acid & Arbutin - Inhibit tyrosinase enzyma
o reduce malanin synthesis.

= Miacinamide, Licorice & Ginseng - Anti-
inflammatary, antioxidant, and barrier-
protecting,

+ Dosage & Usage Instructions

= Adults: Apply thin layer twice daily

= Pediatrics: Nol recommended under 12 years * "CURE" canveys affectiveness and confidence,

= Adverse Effects: Mild irritation, redness, dryness, aligning with the product’s promise of visible

rare - allergic reaction improvement in pigmentation.

Unique Selling Propositions.

= Dermatology Market Size : ¥16,397 Cr

Developed skills in data interpretation
and evidence-based decision-making.

( Rationsiatar Pronossd i ) Interpretedlmarke‘t data aqd
— created actionable strategies,

"Mela" directly reflects the core indication -

melasma and melanin-related pigmentation

issues.

- N - | 234,73 Cr

Market Campaign Strategy
(v )]

* Melasma Awareness Campaign (July)

* “Wishing you a meaningful Melasma Awareness Week" with pen stand distribution
+ LBLs + Posters + Patient Education Handouts

= Call to action: Reqguest for Rx after demanstration

= Participate in conferences and promational activities to connect directly with

« Derma Growth Rate : 13.9% CAGR o SO0 100000 1504100 200000 250000 e e e
« Vitamins/Nutrients : ¥20,742 Cr e - -
= Only brand with high TXA10% +5 ‘ ¥ d ) \
synergistic botanical actives, ‘ E EEQM :_H!E!E! '
. - \isibl% results after continuous usage. 2 = L MR
o MelaCURE-TX enters the rapidly growing + Hydroguinone-free, long-term safe use . Permrmmg‘HCPA in ﬁleld_ slettmgs and conducting in-depth market
dermatology segment, capitalizing on * Multi-pathway action for pigmentation and data analysis posed significant challenges.
the shift from hydroguinone to safer, inflammation * Faced difficulties while designing brand plans and executing
multi-active, TXA-based cosmeceuticals. Indications Pack Image analytical models such as SWOT.
. » The product addresses melasma and On-label: Off-label : i i i
hormenal pigmentaticn, allowing + Melasma (epidermal i Freckl;as
I prescriptions from dermatologists. & mixed) S iaawal ( Internship Benefits )
= |ts standout compasition (TKA 10% + 5 = Facial = = = 5 S
synergistic actives) offers a strong USP. Pl pigmentation = Gained hands-on exparience with pharmaceutical industry protocols and
L t4 yperpigmentatio preduct positioning.

* Metworked with industry professionals, enhancing my exposure and practical
knowledge.

» Strengthened my resume with meaningful project experience.

* Understood the practical nuances of fieldwork including RCPA execution and

product pitching.

i o ) ) [ Corossdusotiama )

Demographic: Women aged 20-45, most

affected by melasma and pigmentation.

* Geographic: Focus on Delhi, UP, Haryana, + Conduct market research,
Bihar, Jharkhand, and Odisha due to high Establish branding, Create
pigmentation incidence. marketing plan, Train sales
* Behavioral Segmentation: Professionals Pre-Launch| team, Set up distribution
seaking hydI'Dql:Ill? one-free, effective channels, Ensure Kojivic 59.20%| 42.20%
solutions with visible results regulatory compliance Ultra. - : adherence to organizational standards and protocols.
* Targeting ='Organia laiinchevarnt, et T t + Developed the ability to analyze RCPA data and gained insights into brand
* Primary Target: General Physicians, Laineh Optimize website for e- 2 Rich B Abbort [1L7  [S0.00%| 2180%  aog planning strategies for the assigned combination.
Dermatologists, Pharmacist commerce, Activate sales
= Secondary Target: Patients with chanrels, Set up customer 3[pemelan | Eris 175 80.20%| 3260%  |20g
Melasma support ‘Oaknet
*Complete, fast-acting, and safe pigmentation Bastlannch {KPls), Collect customer wash ) 7 - * Provide interns with opportunities to apply brand planning concepts in real-
solution powered by high-strength Tranexamic Acid feedback, Improve produc \ iz e world scenarios for deeper learning.
and botanicals - a comprehensive approach to skin and marketing strategies, * Promote continuous professional growth among interns by encouraging
health and eenfidence. » Follow up with customers networking, mentorship.
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