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INTRODUCTION: The 135th episode of Master class Session titled -“Data-Driven Decision Making: The Secret 

Weapon of Successful Pharma Sales & Marketing” held on: 11th April, 2025 at IIHMR University. This session featured 

the guest speaker Ms. Viral Pandya Vaidya (General Manager Business Operations Group, Lupin Mumbai, India). The 

event was moderated by Dr. Sudhinder Singh Chowhan Associate Professor, School of Pharmaceutical Management, 

IIHMR University, Jaipur, Rajasthan, India and Student Co-ordinator Mr. Akshat Shrimal, Batch: MBAPM-16 and Ms. 

Juhi Jain, Batch: MBAPM-16  

OBJECTIVE: This session aims to introduce detailed overview of Market data analysis, Brand planning, 

Regulatory understanding, and Evolving trends within the Pharmaceutical Industry. By the end, attendees understood 

the role of Data driven decision making in enhancing Pharma sales and marketing. 

Salient Novel Points Covered:  

ROLE: Ms. Viral Pandya Vaidya provided an insightful overview of the digital healthcare industry's current landscape, 

emphasizing how data-driven decision making is revolutionizing pharma sales and marketing. She shed light on the 

regulatory framework and key industry terminologies that marketers must understand to make informed, compliant 

decisions. Highlighting the various roles and verticals within the sector, she explained how structured data can help 

identify high-potential markets, personalize engagement strategies, and optimize resource allocation. However, she also 

pointed out that one of the major hurdles in implementing data-driven approaches is the resistance to technological 

adaptation by key stakeholders, particularly doctors, which can slow down the effective execution of data-led strategies. 

KEY TAKEAWAY POINTS FROM THE SESSION: 

1. Data Analysis of Leading Pharmaceutical Corporations:The foundation of any strong strategy begins with 

accurate data analysis. Reports from reputed sources such as SMRC, Pharma rack, IQVIA, and RWE (Real World 

Evidence) data were thoroughly examined. These datasets provided critical insights into prescription patterns, market 

penetration, sales volume, and channel performance. Focus was also given to a top pharma company with 30 distinct 

divisions, supported by a field force of 200–300 Medical Representatives (MRs). By leveraging the company’s CRM 

(Customer Relationship Management) platform, patterns in doctor engagement, call averages, order frequency, and 

doctor segmentation were analyzed. Key takeaways included: 

• Division-wise performance mapping 

• MR activity consistency and effectiveness 

• Doctor and chemist feedback loops  

• CRM adoption rate and feedback quality 

 



2. Brand Plan Development:A structured brand plan is pivotal in building strong product positioning. The framework 

followed includes three strategic questions: 

• Where am I? (Current Market Position): Evaluation of brand health metrics such as market share, prescription 

audit data, awareness, and availability. 

• Where do I want to go? (Aspirational Goals): Targets for brand growth, prescription uplift, category 

leadership, or regional dominance. 

• How do I get there? (Strategic Path): Channel-wise marketing strategies, product differentiation, HCP 

(Healthcare Professional) education, and digital engagement plans. 

3. Regulatory Framework Understanding:In today’s compliance-driven environment, understanding and adhering 

to regulatory affairs is non-negotiable. The report studies key Indian pharmaceutical guidelines, including: 

• UCPMP (Uniform Code for Pharmaceutical Marketing Practices): A guideline for ethical marketing 

practices, limiting giveaways, and mandating transparency. 

• NLEM (National List of Essential Medicines): Understanding pricing constraints and policy impacts on 

listed drugs. 

• FDC (Fixed Dose Combination) Guidelines: Analyzing approvals, bans, and compliance for combination 

drugs. 

4. Market Trend Identification and Analysis:Staying ahead in the pharmaceutical market demands constant 

awareness of both prescription and consumer trends. Key trends observed include: 

• BGx (Branded Generics): Dominant in semi-urban and rural markets, offering margin flexibility. 

• TGx (Trade Generics): Retailer-driven models emphasizing discounts and shelf availability. 

• GGx (Generic Generics): Pure generics competing on price, mainly in government tenders or low-cost 

markets. 

Additionally, the role of consumer marketing in pharma is growing, especially in OTC and preventive care 

segments. Marketing strategies are now expanding through: 

• ATL (Above the Line) – TV, Print, and Radio for mass awareness 

• BTL (Below the Line) – Doctor CME programs, retail engagement, patient education materials 

• TTL (Through the Line) – Integrated campaigns combining both ATL and BTL elements using digital 

channels 

5. OTC, Diagnostics, and Patient-Centric Approaches:With patients becoming active participants in their 

healthcare journey, the rise of OTC (Over-the-Counter) products and diagnostic-driven treatments is noteworthy. 

Brand strategies are now shifting towards a patient-centric approach, which includes: 

• Symptom-based communication 

• In-clinic visual aids and QR code-based info guides 

• Diagnostic tie-ups for early detection and adherence 

• Empowering patients through self-care content and helpline support 

Q&A and Interactive Session : The session encouraged active participation from students, who not only clarified their 

conceptual doubts about the Pharma sector, but also asked relevant questions about how to co-relate their previous 

experiences in the Pharmaceutical Industry and progress further in their career integrating Data driven decision making.  

Future Scope: The future of data-driven decision making in pharma sales and marketing lies in hyper-personalized 

outreach, predictive analytics, and AI-powered strategies. Pharma companies will increasingly rely on real-time data to 

forecast demand, optimize multichannel engagement, and enhance customer targeting. Integration with real-world 

evidence and CRM systems will drive smarter, outcome-based marketing. As technology advances, data will become 

the central driver of strategic decisions, improving both efficiency and impact. 



 

 

 

 

 



 

 

 



 

 

 

 



 












