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4vita| skills for Pharma
Brand Managers

DRVIKRAMA MUNSHI

India possesses an esteemed »

position in the global phar-
‘maceuticals sector. The coun-

try’s pharmaceutical indus- b
tryis expected to expand ata »
CAGR of 224 per cent over

201520 to reach $65 billion.

The country also has a large N n
pool of scientists and engi-

neers with the potential to ‘

direct the industry ahead to W

an even higher level. No { A

doubt, the industry has been i Y

a magnet for attracting }

youngtalent. , )
Those aspiring to be phar-

‘ma marketing professionals

the four key right-brained -

skills that can transform a v

good marketing professional

toan excellent one are: it

Putting oneself in the con- that what is the story your

sumer's shoes: The operative  LISTENING TO YOUR brand has to tell? What story

word here is consumer,  INTUITION do you have to tell?

which means the patient.  While dataand analyses The Ability to use analogies:

Unfortunately, because ofthe  are notwrongas theyarea  What are analogies? Simply

pharmaceutical industry’s  ital part ofthe brand put, analogies are parallel

excessive focus on health ~ Managers' joband help comparisons of two different

iti crystaliise pain points and it 4
care practitioners (HCRY,  COStee it poitos situations or things. The

phama brand managers  QpROTUIeS ltitno prince and demon story isan
sometimes miss out on  pmurintosome oot example of an analogy. So
empathising with the con-  comes from your how does using analogies

sumerwhocan givepowerful  subconscious obsenvations  help? They help in making a
insightsonhowthepatientis  and experiencesthatmay  complex thing relatively sim-

‘managing hisher liness, For _ tellyou something more i Bl
exammple, a brand ms:ager than data. Don'tignore it g‘e Sl e
marketing a brand for osteo- 471500 Ao e should remember that the
porosis shouldvisualisewhat anaiyical mind quoted first target for their commu-

Lvizii “The ntuitive mind rst target for th
an osteoporosis patient g€ sereq gt andthe rational _ Mication s the internal cus-

through Thiscan bedoneby  mind Isafaithful sorvant,  tomer or the field force that
meeting these patients at  Wehavecreated asociety  will takeittothe external cus-

their homesand seethechal-  that honors the senant tomer or the doctor. Hence
lenges faced by them and ~ and hasforgottenthegift”  there is nothing better than
their caregivers. Suddenly using  analogies to drive

thebrand’sability “toreduce  workshops,a tendencyofthe home a point. And as all of
fractures by 22 per cent” Brand Managerstomakethe you know,simplicity works.
acquires a new meaning for Brand as the hero is  Like any skill, the four
the Brand Manager. observed. It is opined that  skills need time and effort.
The ability to communicate a  great stories come when the  They are dlosely linked. But
story: We all love stories and  consumer s the hero and the  the good news is that once
have grown up hearing or  brand is the ‘magic’ wand  you start building them you
reading them. We all have  that helps him o slay the  will see the benefits coming,
heard variations of the story  demon. Just because science  which is not reflected in
of the demon being killed by is being sold to a scientific  those two tersely mentioned
the prince with his magic customer(the doctor), itdoes generic skills in the JD of
sword. The hero of the story  notmean that science cannot ~ Pharma Brand managers.

is the Prince. Yet having be made interesting. There- ‘Start Now. All the Best!
interacted with many brand  fore, when preparing the  ~Thewer Funder WhteSpace Con
‘managers during marketing  communication, ask yourself suting&Capabity Buidng
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