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Understanding
The ROI Mindset In

Pharma Marketing



Understanding The ROI

““ Mindset In Pharma Marketing

As highlighted by Mr. Shriram Balasubramanian,
successful pharma marketing starts with a mindset shift.

Marketing professionals are not only brand managers; they are
also responsible for managing company investments.

Every campaign, every activity, and every resource must
connect creativity with measurable business outcomes.

As discussed during the webinar, ROl is not only about
calculating returns after execution. It begins from the planning
stage itself.

01 Marketing investments need ;
financial accountability

02 Every campaign should have
clear success metrics

()3 Creativity must connect with
commercial impact

O4ROI thinking improves decision //ui_ ‘ !

-making at every level

e - Power Tip: Treat every marketing rupee as an

y \\ investment, not an expense.
2 Are your campaigns designed for activity
completion or measurable business growth?
[
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= Segmentation: Investing
" Where Growth Exists

As emphasized by Mr. Shriram, effective segmentation is
the foundation of ROI-driven pharma marketing.

Brands must identify which doctors, regions, and customer
groups have the highest potential before investing resources.

A one-size-fits-all approach reduces campaign effectiveness.

True ROI comes from understanding where efforts can
create maximum impact.

- Identify high-potential doctor
segments
- Analyze regional strengths and

growth opportunities \F

- Prioritize  customers based on {
prescription potential

« Use data instead of assumptions |

- Align resources with business é ‘
opportunities //c w

— | Power Tip: Better segmentation creates better returns.

[2 Are you investing in the right audience
or simply reaching a larger audience?
[
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Campaign Planning &

B Execution Excellence

As explained during the discussion, campaign
success starts much before execution.

A campaign should not be treated as a one-time activity. It
requires preparation, execution, and follow-up.

The strongest campaigns are connected with brand strategy
and long-term objectives

® Monitor progress continuously

® Prepare teams before execution begins

® Build field team alignment and ownership

® Connect campaigns with brand lifecycle goals

® Convert campaign learning into future
improvements

S o - Power Tip: A successful campaign needs

# . preparation before promotion.
(? Is your campaign planned for
execution or designed for impact?
[
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Measuring Doctor
Engagement Impact

As discussed by our speaker, doctor engagement should move
beyond activity numbers.

The true question is not how many doctors were reached.

The real question is how many interactions influenced
prescription behaviour, loyalty, and growth.

- Measure quality of interactions

« Track prescription influence

- Evaluate customer behaviour change
« Monitor long-term engagement

- Focus on meaningful relationships

— Power Tip: Measure outcomes, not only activities.

? SEPNE
[ Are your doctor engagement initiatives
creating conversations or conversions?
[
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& Tracking ROI From POB
& Field Initiatives

As highlighted in the webinar, field execution

plays a critical role in converting strategy into
results

Data-driven tracking helps organizations understand what
is working and where improvement is needed.

Successful teams combine field intelligence with measurable
analytics.

® Monitor POB effectiveness
® Track conversion patterns
® Analyze territory-level performance
® Identify successful execution models

® Improve decisions using field data

Ny o Power Tip: The best ROl insights often come from

—

# . ground-level execution data.
(? Is your field data helping you make
smarter marketing decisions?
[
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& Chemist & Patient
~  Engagement Measurement

As highlighted during the webinar, pharma growth depends
on connecting the complete ecosystem.

Doctor, chemist, and patient initiatives should work together to
create measurable impact.

Integrated engagement creates stronger brand outcomes.

Track chemist loyalty initiatives

Measure engagement program effectiveness
Improve patient communication

Connect activities with business goals

Build long-term relationships

L .

€ -

Y

| Power Tip: Strong ROI comes from an aligned healthcare
ﬁ \\ ecosystem.

[2 Are your engagement strategies
y efale [
connected or working separately?
o
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ROI Strategies For New
" Product Launches

As discussed, new launches behave differently and need
specific measurement approaches.

Success depends on planning, targeting, adoption tracking, and
continuous optimization.

A launch should not only create awareness; it should create
measurable market movement.

- Define launch success metrics
early

- Track  awareness-to-adoption
journey

.
. |dentify early prescriber 3]
response > '
- Monitor market acceptance
- Optimize strategy based on L |
insights // é ~
- | 4

— | ‘ Power Tip: Better segmentation creates better returns.

[2 Are you investing in the right audience
or simply reaching a larger audience?
[
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Key Takeaways And
The Way Forward

Critical Takeaways

=3

Ol ROI begins before campaign execution

OZ Every marketing activity needs measurable goals
()3 Segmentation improves investment efficiency
04 Data-driven decisions improve pharma growth
05 Sustainable brands measure impact continuously

06 Campaign success requires preparation + execution
+ follow-up

\
S e - Power Tip: In pharma marketing, spending crea

—

# \\ tes activity — strategy creates ROI.

The future belongs to brands that don’t just reach customers, but
measure the impact they create
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