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With India growing as an
economic superpower, the
health industry is also seeing
a spurt of growth. India’s
population is increasingly
becoming health conscious
and this opens many doors
for manufacturers and mar
keters alike. Healthcare also
happens to be a space where
the government and private
sector need to collaborate for
effective results. With the
demand for health foods and
products seeing an increase,
it is important to understand
the needs of this growing
consumer segment.

With discussions focusing
on the several aspects of
health marketing, the ET
Health Marketing Conclave
took a step further in
helping marketers
understand the nuances of
health marketing. The
Economic Times Health
marketing Conclave was
brought together in
association with
Brandscapes Worldwide on
6th, 7th October in mumbai
and 9th October in Delhi. It
was put together by Times
Grey Cell. The initiative was
supported by Evolve Med
Spa as Silver Sponsor,

Lipton Tea and Dabur as
associate sponsor and
Healthy Marketing Team as
knowledge partner, Quaker
Oats and Hamdard as
partners.

Dr. Bhaskar Das,
Executive President, The
Times of India Group
kicked off the conclave and
Ms Chandra Iyengar,
Additional Chief Secretary,
Home Department,
Government of
Maharashtra delivered the
keynote address. She
highlighted some of the
government’s initiatives in

the health care space
especially those for
pregnant women.
Interestingly, she said that
the government makes
healthcare statistics
available to the public to
view. After Pranesh Misra,
Chairman and Managing
Director, Brandscapes
Worldwide gave the vote of
thanks the floor was left
open for the sessions that
followed.

Session I:

CEO Spot Light on Health
Marketing Opportunities,

Issues and challenges in 
India

With Health marketing
still nascent in India, there
are many opportunities and
challenges as well. To
discuss these, Peter
Wennstrom, Founder and
President, Healthy
Marketing Team, moderated
a session that had Vinita
Bali, Managing Director,
Britannia Industries,
Saugata Gupta, Chief
executive officer, Consumer
products business, Marico
Industries, Vishal Bali,
Chief Executive Officer,
Wockhardt Hospitals and Dr
Ajay Thakker, Chairman
and Chief Executive Officer,
Jupiter Hospital.

Today, consumers have
more reasons to reject a
product than ever before.
Price, composition, ethical
and environmental
concerns are among the
many reasons that a
consumer may not want a
product. Marketing
professionals keep this in
mind while designing
campaigns. “McDonald’s is
changing its colours from
Red and Yellow, which are
considered artificial to the
more natural colours of
Green and Yellow. This is

because of the growing
health awareness. Of course
this McDonald’s change
hasn’t kicked-off in India
yet,” said Mr Wennstrom.
He explained, with the help
of Maslow's hierarchy of
needs, that India is on all
development levels at the
same time.

Ms. Bali explained that
in India we need to increase
the level of health
awareness before offering
solutions. “We need to make
the benefit of a product
relevant to a consumer. The
awareness level regarding
need for nutrition is low,”

Mr Bali said.
Meanwhile Mr. Gupta

said that marketers need to
concentrate on lifestyle
disease, bone health and
mass nutrition. In India
health foods haven’t
gathered momentum. Mr.
Gupta explained that in
order to succeed in that
space a niche and long-term
approach is required.

In the healthcare delivery
space, Mr Bali said that
India is the most
paradoxical market. About
5.7% of gross domestic
product(GDP) is spent on
healthcare, of which the
government spends only
1%. Private spending on
health care outstrips public
spending unlike other
countries. “Healthcare,
after the telecom industry, is
seeing big changes here.
Third party payment
mechanism which is crucial
in healthcare delivery is
still growing,” Mr Bali said.
Strategies for tier II and tier
III cities will have to be
different than those for
metros. Another challenge
that was highlighted was
that of balancing domestic
and global demand as
medical tourism picks up
more pace.

Mr Thakker added by
emphasising that the 1% of
GDP spent by the
government on healthcare
caters to 30-40% of the
population. “India is
fragmented market. But,
unlike the UK and the US,
we have figured out effective
cost structures,” he said.

Session II:

Global Best Practices on
Health Marketing

Health Marketing in India
is new, however it is far
more evolved in the west.
Today as we live in the

borderless world, successful
business practices from
other parts of the globe
serve as the best case study.

One of the sessions of the
ET Health Marketing
Conclave attempted to
highlight the best practices
in health marketing from
global companies. Mr.
Muralidharan Nair, Partner
-Health Sciences Advisory
Practice, Ernst & Young
moderated it. He pointed out
that India has the largest
disease burden in the world
with 16% of the world’s
population having 20% of
the diseases. The disease
burden is now shifting from

acute to chronic diseases.
The healthcare expenditure
currently stands at 5% of
the country’s GDP.

Mr. Nair estimated it to
gradually increase to 13% of
the GDP.

Mr. Mikko Laavainen,
commercial director,
Ingredients division of
Raisio group made a
presentation on how,
through the regulatory
support, a functional food
can be made available to a
large population to control
the incidence of disease. He
cited the case of Finland
where the government

supported the use of
Benecol, a cholesterol
lowering functional food in
the general population,
which led to distinct
reduction in the heart
diseases in Finland.

During the session, Mr.
Shrijeet Mishra, Executive
Director, Foods, Hindustan
Unilever (HUL), presented
examples of some of the
best practices followed by
HUL. According to Mr.
Mishra, his organization
aims to earn the love and
respect of its customers and
works on the basic principle
of doing well and doing
good. He elucidated the
cases of HUL’s Lifebuoy –
the toilet soap, Pureit – the
water purifier and the
concept of ‘Healthy Choices’
– pertaining to foods. For
marketers, Mr. Mishra has
three advises. One: right at
the outset a marketer must
be aware of what is the
larger purpose of its brand.
Two: Ensuring that while
you are doing well, you must
be doing well by doing good
and instilling the support of
the people who are at the
grass root level. And lastly,
to self-regulate whether its
on advertising, packaging
etc. to help consumers make
healthier choices.

Only 35% of India’s
population gets the
opportunity to avail
healthcare benefits. This
fact was highlighted by Mr.
Sudarshan Jain, Director,
Healthcare Business,
Nicholas Piramal. Mr Jain
stressed on the role of the
healthcare marketers to
educate the consumer and
to take healthcare to the
masses.

Mr A. Vaidheesh,
Managing Director, Johnson
and Johnson Medical India
advocated the concept of
four As of healthcare –
awareness, adoption, access
and affordability. One factor
alone doesn’t make a huge
difference, but it is the
interplay of the factors that
creates a significant impact.
Most of the times,
individuals are not aware of
the gravity of their health
issues, there is no proper
kind of adoption by the
healthcare marketers, the
patients do not get access to

the right kind of
information and treatment
and many can’t afford the
healthcare available to
them. The healthcare
marketers need to ensure
that they concentrate on all
these factors while doing
their business.

Session III:

Understanding and seg-
menting the health seekers 

Healthcare needs differ
from person to person so
subsequently the marketing
of health-related products
needs to be personalized too.
It is important to segment
the consumers effectively in
order to plan a strategy to
cater to them.

The third session at the
ET Health Marketing
Conclave focused on the
effective ways to segment
the consumers so that
marketers can target brands
to the right group. Pranesh
Misra, Chairman and
Managing Director,
Brandscapes Worldwide
who moderated the session,
kick-started it by putting a
question to the panelists -
what global practices can we
learn from?

Sam Waterfall, senior
brand strategist, health
focus international had an

answer to Mr. Misra’s
question as he revealed the
results of a survey of
primary grocery shoppers
in India. Interestingly, 89%
of shoppers are shopping
for healthy foods in India
but only 35% are happy with
their eating habits.
Analysing the primary
reasons for healthy eating,
Mr. Waterfall said, “Most
consumers just want to get
through the day and worry
about tomorrow later.”

According to his findings,
people can be divided into
six segments based on how
health involved they are.
“Starting from the most
health involved people,
these segments are --
healers, disciples, investors,
managers, strugglers and
unmotivated who are the
least motivated by health,”
said Mr Waterfall. In India,
19% are healers, 25%
disciples, 6% investors
while the majority, 45% are
in the category called
managers. Managers are
people who will not
compromise on taste or
convenience for health. 4%

fall in the category of
strugglers and only 1% fall
in the unmotivated category.
Based on these segments
marketers can decide which
segment their product
caters to and accordingly
design a communication
plan.

Dr J S Pai, Executive
Director, protein foods and
nutrition development
association of India took the
discussion forward by
explaining that consumers
need to be careful of the
health foods they are
consuming - even approved
things like whey protein
need to be consumed
carefully. With information
available in many places,
the authenticity is a worry.
"Many people are seeking
out information on health
and all the information that
is available needs to be
reliable,” he said.

Going back to analyzing
the consumer, Rinita Singh,
Managing director,
Quantum Group gave an
insight into what should be
kept in mind while
marketing a health product
or food to the consumer.
“Consumers today, won’t
give up any aspect of their
life to be healthy. They want
health now and they want to
remain active all the time,”

she said.
Marketers need to keep in

mind that a consumer wants
to feel good after using a
product so the means is as
important as the end.
Experience has become the
seventh sense. Even with
critical products,
consumers are open to
experimentation and this is
true in case of rural areas
and small towns too. So, a
marketer can’t expect
lifetime loyalty from
consumers for a heath
brand.

Ms. Singh also observed
that claims on product
labels should have less
jargon and explain the
benefits instead to appeal to
a potential buyer. Also,

communication tone needs
to differ according to the
nature of product. “One
can’t have the same tone for
curative, preventive and
vitality products,” she said.

Session IV :

Differentiating the 4 Ps of
Health Marketing

The traditional 4 Ps of
marketing cannot
completely address the
needs of health marketing.
There are ways to sharpen
the marketing mix for
health related brands. The
last session of the ET
Health Marketing Conclave
concentrated on the various
strategies employed to
differentiate health brands
from brands of other
consumer goods and
services through case study
examples.

Ms. Sukanya Kripalu, a
strategic marketing
consultant, moderated the
session which had Mr. Neal
Cavalier Smith, Managing
Director, Healthy Marketing
Team, Mr. Tapan Ray,
Director General,
Organisation of
Pharmaceuticals Producers
of India (OPPI), Mr Kinjal
Medh, Chief Operating
Officer, Cogito Consulting
and Dr Abhijit Desai,
Cosmetic Dermatologist
and Managing Director of
Evolve Med Spa as
panelists.

Mr. Smith presented the
Wennstrom’s Four Factor
Model. According to this
model, a marketer of a
product needs to seek
answers to four pertinent
questions: who needs the
product? Does the consumer
understand the benefit of
the product? Does she
accept the ingredients of
the product? And lastly but
importantly, does she trust
the product?

Mr. Ray put forth a
classification of various
health foods and pointed
out the key growth drivers
and challenges in health
food market. He classified
health foods into functional
foods, dietary supplements,
medicinal foods,
n u t r a c e u t i c a l s ,
phytochemicals, organic
foods and sports nutrition.
He noted that consumer
awareness, surge in
lifestyle-oriented diseases
and ageing population were
the key drivers for growth
in the health foods market.
Against this, lack of
standardization in case of
plant-based products is a
major challenge for the
industry.

The discussion during
the session also highlighted
the challenges and
opportunities faced while
distributing health related
products and services,
innovation in delivery
mechanism to exploit the
changing attitudes and
motivations of consumers
towards health and
wellness.

In his discussion, Mr.
Medh spoke of being a
witness to a gradual change
in the health market
landscape. From calcium
tables to beauty products to
wellness systems now, the
change has been more and
more inclusive. According
to him, while the
fundamentals of the four Ps
won’t change in case of
health marketing, the way
they are put into practice
will and has undergone
change.

“As a service provider, we
are in the process of
learning the 4 Ps”, said Dr
Abhijit Desai from Evolve
Med Spa. According to him,
service providers need to
explain the feature of the
product to the consumer.

Opportunities and challenges
in the health marketing space 
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W E HAVE OUR FINGERS ON THE PULSE OF THE NATION.

After all, we have been reading it for the last hundred years. Celebrating 100 years of s
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