INTERNATIONAL JOURNAL OF PROGRESSIVE e-1SSN :
[TPREMS RESEARCH IN ENGINEERING MANAGEMENT 2583-1062
\I@

AND SCIENCE (IJPREMYS) Impact
WWW.ijprems.com (Int Peer Reviewed Journal) Factor :
editor@ijprems.com Vol. 05, Issue 11, November 2025, pp : 537-540 7.001

EMPOWERING WOMEN’S HEALTH: A DATA-DRIVEN DIGITAL
SUCCESS BY AN INDIAN BIOPHARMACEUTICAL COMPANY
Dr. Sonali Sopan Gholap®, Varun Gadia® Dr. Sucharita Charaya®
ISr. Content Writer, Medical Content, Infedis Infotech LLP, Pune, Maharashtra, India.
2Chief Operating Officer, Management, Infedis Infotech LLP, Pune, Maharashtra, India.
Content Writer, Medical Content, Infedis Infotech LLP, Pune, Maharashtra, India.

DOI: https://www.doi.org/10.58257/1IJPREMS44618

ABSTRACT

This article evaluates the performance and measurable outcomes of a leading Indian biopharmaceutical company’s
Women’s Anti-D Digital Marketing Campaign, executed in collaboration with Hidoc Dr., India’s leading medical
learning platform for doctors. The initiative was designed to enhance awareness and engagement for a
biopharmaceutical company’s innovative injectable therapy targeting allergic rhinitis and chronic urticaria.
Implemented between 20 August and 11 September 2025, the campaign reached 96,360 healthcare professionals
nationwide, generating 289,171 impressions and 14,366 clicks across multiple digital channels with an overall CTR of
5%. Leveraging omnichannel digital engagement including WhatsApp, Email, SMS, and the Hidoc Dr. platform - the
campaign successfully established brand recall and strengthened a leading Indian biopharmaceutical company’s
leadership in women'’s health therapeutics.
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1. INTRODUCTION

1.1 Background

A leading Indian biopharmaceutical company has long been recognized for pioneering innovations in women’s health
and immunotherapeutics. The Women’s Anti-D Digital Marketing Campaign was conceptualized to promote an
advanced injectable therapy for allergic rhinitis and chronic urticarial - conditions that often require precision
management and long-term care. The campaign sought to bridge clinical awareness gaps among General Physicians,
Consulting Physicians, and Obstetricians & Gynecologists (OBGYNSs) - key prescribers who manage allergic and
immunologic disorders affecting women. By integrating scientific education with brand communication, the campaign
aimed to inform, engage, and empower medical professionals to make evidence-based therapeutic choices.

1.2 Digital Marketing in Healthcare Education

In the evolving digital ecosystem, healthcare marketing has transitioned from traditional one-way promotions to
interactive, data-driven engagement. Platforms such as Hidoc Dr., which exclusively cater to verified medical
professionals, provide a compliant and efficient channel for delivering educational content, therapy updates, and brand
messages with precision targeting and real-time analytics. For Biopharmaceutical Company, leveraging Hidoc Dr.’s
omnichannel network enabled the creation of a measurable, compliant, and educationally valuable campaign aligned
with HCP (healthcare professional) expectations.

1.3 Campaign Objective

The core objectives of the Women’s Anti-D Digital Campaign were to:

o Increase awareness about injectable therapy for allergic rhinitis and chronic urticaria.
e Strengthen brand visibility and recall among key prescribers in women’s health.

o Drive engagement through multi-platform educational content.

e Ensure continuous and compliant communication across verified digital channels.

e Generate measurable performance data to guide future campaigns.

2. METHODOLOGY

2.1 Campaign Design and Duration

The campaign ran from 20 August to 11 September 2025, targeting healthcare professionals across India.
Biopharmaceutical Company adopted an omnichannel digital strategy executed via Hidoc Dr. App and Web platforms,
WhatsApp, Email, and SMS to ensure maximum reach, frequency, and recall.
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2.2 Content and Communication Strategy
Each creative asset was carefully designed to:
e Highlight therapeutic benefits, efficacy, and dosage convenience.
e Present clinical evidence in a concise, credible, and visually engaging format.
o Align with physicians’ educational interests, especially in allergy and women’s health management.
Weekly performance tracking allowed real-time optimization of creatives, ensuring sustained engagement.
2.2 Delivery Channels and Performance Overview
The multi-channel dissemination plan included:
Table 1: Delivery Channel Overview

Channel Messages/Deliveries Clicks CTR
WhatsApp 109,550 7,668 7%
Email 85,257 3,410 4%
SMS 92,792 3.218 3%
Table 2: Total Channel Overview
Total Reach 96,360 doctors
Total Impressions 289,171
Total Clicks 14,366
Overall CTR 5%

Channel-Wise Engagement Performance

Click-Through Rate (%)

WhatsApp Email SMS
Channel

Figure 1: Channel Wise Engagement Performance
3. MODELING AND ANALYSIS
The campaign demonstrated consistent engagement and recall across all three weeks of activity.

o WhatsApp emerged as the highest-performing channel with a 7% CTR, emphasizing the medium’s immediacy and
accessibility.

e Email campaigns maintained strong open and click rates among physicians seeking detailed therapy information.
e SMS outreach complemented broader awareness efforts by ensuring message repetition and short-form reminders.
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Figure 2: Weekly Campaign Engagement Trend

3.1 Specialty-Specific Response
Among all medical specialties, Gynecology and Obstetrics recorded the highest engagement rates, underscoring the
relevance and clinical value of campaign content in women’s health contexts.

Specialty-Wise Engagement Distribution
(Percent and Exact Clicks)

Consulting Physicians

Gynecology
45%
(6465 clicks)

3.2 Regional Penetration

20%
(2873 clicks)

General Physicians
35%
(5028 clicks)

Total Clicks: 14366

Figure 3: Specialty-Wise Engagement Distribution

The campaign effectively reached physicians across urban and semi-urban India, reflecting strong adoption of digital
learning and mobile-first communication habits among HCPs.
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4. RESULTS AND DISCUSSION

4.1 The Role of Omnichannel Communication in Medical Engagement

This campaign reaffirmed the importance of multi-touchpoint digital ecosystems for modern medical marketing. By
utilizing Hidoc Dr.’s integrated physician network, Biopharmaceutical Company was able to deliver coordinated
messaging that balanced educational depth with accessibility.

4.2 Clinical and Educational Relevance

Through evidence-based communication, the campaign offered clinical value beyond brand promotion, reinforcing a
leading Indian biopharmaceutical company’s reputation as a knowledge partner for physicians managing allergic and
immunologic conditions in women.

4.3 Data Privacy and Compliance

All campaign executions adhered strictly to data protection standards, ensuring that no personal information of
healthcare professionals was shared externally - a critical factor in sustaining trust in digital health communication.

4.4 Implications for Future Campaigns

The success of a leading Indian biopharmaceutical company’s Women’s Anti-D campaign highlights several best
practices for future healthcare digital initiatives:

e Enhanced Personalization: Use of Al-based audience segmentation to tailor medical content by specialty and
clinical interest.

o Interactive Learning Tools: Integration of polls, short videos, or case snippets to deepen engagement.

e Post-Campaign Education: Extending digital touchpoints with CME modules or patient management resources to
sustain interest beyond the campaign window.

5. CONCLUSION

The biopharmaceutical company Women’s Anti-D Digital Marketing Campaign exemplified a high-impact, data-
driven digital outreach model, delivering measurable awareness and engagement among nearly 100,000 healthcare
professionals. By combining scientific credibility, educational relevance, and digital innovation, biopharmaceutical
company reinforced its leadership in women’s health therapeutics.

The campaign’s collaboration with Hidoc Dr.- a trusted digital learning platform for doctors enabled precise targeting,
robust analytics, and effective communication flow, setting a new standard for healthcare digital marketing excellence
in India.

KEY HIGHLIGHTS

e Reached 96,360 verified doctors across India.

e Generated 289,171 impressions and 14,366 clicks with a 5% CTR.

o WhatsApp delivered the highest CTR (7%), proving its strength in driving quick interactions.

e Omnichannel strategy ensured consistent messaging across all platforms - App, Web, WhatsApp, Email, and SMS.
o Gynecology specialty recorded the highest engagement, confirming clinical resonance.

o Weekly optimization maintained steady engagement across all three campaign weeks.
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