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Some interesting takeaways

‘In the past decade, the healthcare industry has undergone a
colossal tech-fuelled transformation which necessitated new
communication skill sets to reach patients, providers,
regulators, investors, and policymakers. This diverse and
complex industry required a purpose and collaboration-driven
progressive communications approach to navigate its
constantly transforming ecosystem. Within Asia, SPAG pivoted
from being a mere message-bearer to a strategic partner for
patient empowerment and creating informative, powerful, and
persuasive health campaigns based on user experiences and
evidence-based ethical messaging and data’- Aman Gupta,
Managing Partner, Health Practice Asia Lead, SPAG- A FINN
Partners Company

“Working with SPAG, I've found like-minded partners in delivering
data driven, innovative campaigns those are big in delivering
impact. Most important of all for me has been to find partners
who share values: are we willing to refuse clients who have lots
of money but little interest in the welfare of society”

- Mark Chataway, Co-owner at Hyderus / Baird's Communi-
cation Management Consultans Ltd

“Jim Collins, who penned the leadership classic Good to Great,
suggested businesses adopt a BHAG, the acronym for “Big
Hairy Audacious Goal.” While Collins had extraordinary business
performance in mind when he thought of BHAGS, it's clear
today that employees, whether at corporations or
non-governmental organizations, want their leaders to be bold
and rally them toward apurpose that achieves a greater good.”
— Gil Bashe, Managing Partner, Chair Global Health and
Purpose — FINN Partners, Editor in Chief, Medika Life
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“Healthcare communication is an amalgamation of art and
science. One must marry the highly scientific and complex
aspects of science with an extremely emotional approach as it
iInvolves people —and in the process appeal to the hearts and
mind of the audience to create a positive impact. The chal-
lenge always is to strike the right balance between the two.”

— Rajan S., Chief communication, Corporate Affairs and CSR
Officer at Roche

‘From a complete traditional PR focussed approach, | saw
communication professionals thinking innovatively, whether it
was engaging stakeholders from policy, academia, science and
medical fraternity to drive compelling narratives or integrating
with social and digital media to bring a “belief shift” in the most
creative ways. With specialization at its core, | am glad to truly
live SPAG's vision and bring it alive in many ways.”

- Ritika Jauhari, President, SPAG- A FINN Partners Company

“It's an excellent opportunity for commmunication professionals,
as it highlights the key role that good communications plays in
delivering evidence-based public health messages or crafting
the right narrative that will bring about positive changes in the
media and communications landscape.”- Dorelle Kulkarni,
Senior Vice President at Publicis Health

“Pharma communications is a highly complex sector and
comes with numerous regulations and standards, but offers
incredible opportunities to make an impact on the lives of
patients and their families."- Kripa Williams, Head PR,
Government Affairs and CSR India, AbbVie
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‘One of the best things about healthcare is that evolution can
be mapped and visualized to achieve scale, and secondly
technology in healthcare has the potential to rebalance the
scales!”- Ritesh Shete, Communications Leader, HealthPlix
Technologies Private Limited

‘It was the ever-evolving nature of the sector that pushed me
to grow out of my comfort zones, or its dynamism that kept me
relevant and agile, or perhaps the fact that with every bit of work
that | did, | was creating a tangible difference.”- Geetika Bangia,
Head - PR & Corporate Communications, Stryker

‘In todays globalized and interconnected world, the need and
demand for health communications has become prominent.
Even more so post the pandemic where the communications
sectors played a vital role in working with organizations to
power through the adverse impacts created by the global
health crisis. "= Priyanka Bajpai, President, Southeast Asiaq,
SPAG- A FINN Partners Company

‘I love to learn about the different disease areas and
organizations in the space. It gives me inner peace when | can
help people - who don't have an idea about certain diseases —
understand where to go, what are the available therapies, their
costs etc,, | get to help them, and this is the part | love the most.”
— Ekta Gupta, Account Manager, SPAG- A FINN Partners
Company

‘Health communications gave me an opportunity to really
understand patient issues and leverage digital/ social media to
bring about a change in peoples’ lives.”

— Bharat Ramakrishnan, Health Comms Enthusiast
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‘From the outside, my understanding of healthcare PR was
that it's all about PR related to doctors and hospitals.

| soon realized it's much more - it's vast, engaging, and full of
opportunities."- Aradhya Dubey, Senior Account Manager,
SPAG- A FINN Partners Company

“What | cherish the most about this field is that there is no
creative boundaries and there is immense scope for trying and
experimenting new things. At times, measuring true results
can be difficult as evaluation metrics are still being debated,
globally."- Ojashwi Singh, Corporate Communications
Manager at Siemens Healthineers

“When | joined SPACG in September 2019, | was unfamiliar with
the health PR and communications sector and this made me a
bit nervous. Although initially, | struggled to stay afloat in the
sea of health terminologies, | soon learned about the healthcare
scenario in India and appreciated the different aspects of
health commmunications."- Jayshree Maji, Associate VP,

SPAG- A FINN Partners Company

“While | was working with SPAG, | got the opportunity to work
on this issue which was very close to my heart. Being at the
heart of the public health ecosystem helped me with an
uncanny understanding of the fragility of human life,

the empathy with human suffering and the achievements
(innovation) of humankind in medical sciences.”

— Pragati Khandpal, Corporate Affairs & Policy at Cipla

“The industry is changing rapidly, even more so post the
pandemic. As we transitioned from print to online, from
desired time to real time an ocean of opportunities and
mediums opened in the space.”- Harsh Sharma, Community
Awareness Program Manager at Merck Foundation
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Health communicators change
the paradigm of global ecosystem

By Shivani Gupta,
Managing Partner, Culture &
Brand Reputation Health Asia,
SPAG- A FINN Partners Company

The world of Public Relations (PR) and
health commmunications is renowned for
being fast paced, regulated, competitive,
and challenging. But on the flip side, it is

also exciting and rewarding.

Health communications cover diverse
sectors such as biotech, pharmaceuti-
cals, animal health, vaccines, medical
technology, and healthcare providers.
One of the key tasks in health communi-
cations is to make complex information
understandable and interesting for
everyone while maintaining authenticity.
Communication is the thread that con-
nects all the dots to make the healthcare

sector function efficiently.

It is a flourishing field growing vigorously,
with more people entering the sector.
Believe me, no two days are alike! It is an
amalgamation of diverse experiences
and learnings. One day you could be

involved in strategizing a value and mes

(01<]



sage-driven campaign that you believe
can change people’s lives for a healthier
tomorrow, while another day could bring
innovative medicine or health technolo-
gy that can make people live longer,
healthier, and improve the quality of life.
There will also be days when you would
be working with patient groups, health
economists, payors, or policy makers to
build an ecosystem that further supports
the cause of building equitable and

accessible healthcare systems.

It is vital for an individual to share a
desire and dedication to improving
patient care and the overall healthcare
system. You get to work on numerous
issues and create your own niche based
on what motivates you. Moreover, there
are countless opportunities for creative
thinking in this ever-changing realm.
With the growing need for patients and
their families to access accurate informa-
tion, health communication has become
a significant tool for guidance. The onus
ultimately lies on PR professionals to
think differently and come up with
pioneering ideas.
Networking and relationship build-
ingKare the core aspects of this profes-
sion, thus consistent engagement with
health experts, journalists, scientists,
policymakers, social media influencers,
etc., is indispensable. Health communi-
cations agencies have evolved from a

conventional cluster of PR experts to
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providing 360-degree strategic commu-
nication support to healthcare brands.
This has necessitated the incorporation
of resources from multiple avenues,
including experts from fields as diverse
as digital media to academia. The health
communicators’ profiles are not just
restricted to client servicing or develop-
ing campaigns but are also intricately
involved in data analytics, stakeholder
mapping and engagement, behaviour
change communications, policy shap-
ing, digital engagement, and overall nar-
rative shaping through creative content

and storytelling.

Health communications is making a
difference by drawing attention to
unmet patient needs by compilation of
varied patient experiences, fostering
hope and togetherness even in bleak
circumstances. In fact, patients’ voices
are an integral part of the brand's voice.
The health communications experts
complement messaging with patients’
stories so that there is no room for spec-
ulation or assumptions. Ultimately, our
job is to highlight the health trends and
well-being of the public through relat-
able narratives that help bring new audi-
ences, teach us the values of empathy,
and bring human compassion to our

client’s brands.

The greatest thing about health commu-
nications is its vibrant community. Build-

ing a health communications agency of



the future begins with forming a community
comprising employees, brands, and the
target audience. In this new era, health
communicators are storytellers, innovators,
and strategists. The better we understand
the target audience, the clearer will be
their response to the communication,
facilitating more efficient health com-

munication campaigns in the future.

Along with well-rounded knowledge of
the health sector, professionals with
exceptional communication and writing
skills, research expertise, and an eye for
detail can grow by leaps and bounds in
this sector. If this sounds like you, then

this is the field where your future lies.
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Not just another job,
but a harbinger of a better world

By Aman Gupta,
Managing Partner, Health
Practice Asia Lead, SPAG-
A FINN Partners Company

Health communication involves the
innovative dissemination of information
to advance the overall well-being of
people. This unique niche in healthcare
allows professionals to use communica-
tion strategies to inform and influence
the decisions and actions of the public.
In the current digital age, where mes-
sages travel at a much faster pace than
ever, it is imperative to connect with the
right people, at the right moment, in the
right way. Using an integrated approach,
health communications can lead to

impactful omnichannel communication.

The tremendous impact of this sector is
reflected in global estimates which indi-
cate that the healthcare marketing and
communications market will grow at a
19.81% compound annual growth rate
(CAGR) from USD 2.88 Billion in 2020 to
USD 10.22 Billion in 2027

10.22
Billion

2.88
Billion

% 2020 2021 2022 2023 2024 2025 2026 2027

1. https://www.researchandmarkets.com/reports/4791740/healthcare-marketing-and-communications-market



A peek into the journey

| stepped into this industry two decades
back and got the opportunity to launch
India’s first healthcare specialist public
relations firm. | was supported in this
endeavour by some incredible individuals
who continue to contribute to this sector.
At that time, we did not even dream that
our contribution could play a major role

in the lives of millions of people.

Over the next 14 years, we got the oppor-
tunity to navigate some of the world’s
most intractable dilemmas such as its
fight against HIV/AIDS. We partnered
with Bill & Melinda Gates Foundation,
hosted the global summit for HIV/AIDS in
association with the International AIDS
Vaccine Initiative, and built anti-partisan
political commitment from ruling and

opposition leaders to support this fight.

The journey that started with two people
expanded to encompass 100 passionate
healthcare communicators by 2014. Our
client portfolio represented global and
local leaders across biopharma, medical
devices, public health, healthcare provid-

ers, and trade associations.

This encouraged us to pioneer the
formation of SPAG Asia as an integrated
marketing communications and advoca-
cy firm to support the global health eco-
system on its drive to change the health-

care continuum.

Within Asia, SPAG pivoted from being a
mere message-bearer to a strategic
partner for patient empowerment and
creating informative, powerful, and per-
suasive health campaigns based on user
experiences and evidence-based ethical
messaging and data. With our cumula-
tive experience, we took the next step of
not just playing our part in building the
narrative, but as thought leaders, shap-
ing the narrative through insightful

reports and studies.

This phase of the journey high-
lighted that health communica-
tions seek to:

- Increase the knowledge and awareness
of the target audience

- Influence the behaviour and
decision-making of individuals

- Inculcate healthy practices

- Establish the advantages of behavioural
changes to public health outcomes

- Advocate a position on a health issue
or policy

- Enhance demand and support for
health services

- Improve interaction between patient
and their healthcare provider

- Augment teamwork effectively

Steering social change through
health communication

As a sector, we strive for a healthier and
better world. People aim to optimize the

management of their health, however,
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with multifaceted information and com-
plex healthcare settings, the majority of
them require additional information and
support to meet their health needs. They
continue to look for messages that con-
nect with them. The ultimate purpose of
health communication is to empower
individuals to make informed decisions

for themselves and their families.

In the past decade, the healthcare indus-
try has undergone a colossal tech-fu-
elled transformation which necessitated
new communication skill sets to reach
patients, providers, regulators, investors,
and policymakers. This diverse and com-
plex industry required a purpose and
collaboration-driven progressive com-
munications approach to navigate its

constantly transforming ecosystem.

The Covid-19 pandemic further changed
the outlook of people towards the
healthcare sector. As the disease spread,
health communicators and experts pro-
vided regular and accurate information
to the public to combat misinformation
and rumours.

Health communications has now
evolved into a multi-tiered digital infra-
structure with people, processes, and
technologies to enable the rapid
creation of engaging environments.
Heuristics have become the building
blocks of campaigns and help in framing

choice architecture and nudges for sus

®

tainable behavioural change in the
target audience. Tactics like presenting
information that accentuates the posi-
tives, cuts through distractions and
complex information, and considers the

environmental impact are crucial.

Communicators help clients navigate
their digital journey and upscale busi-
nesses from the comfort of their homes
and offices to across the world. Firms
working in this industry must prioritize
this change and articulate a roadmap to
make the most of the rapid digital trans-
formation. This can be done by investing
in advanced communications strategies
that focus on a virtual network base to
control and sustain narratives, empower
employees with advanced technical
training, create digital assets and
explore opportunities beyond real-world

limitations.

Stepping into a brighter future
together

Health communications is a dynamic
field and is rapidly growing due to scien-
tific and medical advances, specific
needs across the global markets, and
changing demographics. To keep pace
with this everchanging scenario and to
provide comprehensive communica-
tions support, communicators are build-
ing their talent ranks with professionals
from varied disciplines with different

skills and abilities.



This industry constantly needs new and game-changing ideas from time to time.
brilliant ideas, and talented individuals And in return, it offers endless opportu-
that can inspire change. It demands nities for growth and a successful career.

time, energy, resilience, hard work, and

Public Afairs Professional ofthe Year
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The Mindset of

Purpose-Based Businesses

By Gil Bashe,

Managing Partner, Chair Global
Health and Purpose — FINN
Partners, Editor in Chief, Medika Life

Gil Bashe's unique career is
shaped by more than three
decades in healthcare policy,
pharma, life science, digital
health and venture capital, that
informed his determination to
‘give back. A champion for health
innovation, he is a board member
for several digital health compa-
nies and foundations.

In the shadow of the great resignation,
leaders are now waking up to the
long-standing reality that talented
people serve as “paid volunteers,” and
the paycheck alone doesn’t hold them to
the job as it did in previous generations.
Purpose and a sense of belonging, along
with a paycheck, motivate good people
to remain and sustain amazing commu-
nities. Jim Collins, who penned the lead-
ership classic Good to Great, suggested
businesses adopt a BHAG, the acronym
for “Big Hairy Audacious Goal.” While
Collins had extraordinary business per-
formance in mind when he thought of
BHAGsS, it's clear today that employees,

whether at corporations or non-govern



mental organizations, want their leaders
to be bold and rally them toward a pur-

pose that achieves a greater good.

Around the globe, we face pressing pop-
ulation health challenges. Non-commu-
nicable conditions like cancer, cardiovas-
cular disease, diabetes, and mental
health issues become more common
and continue their destructive trajecto-
ries. As a result, our medical system may
soon be overwhelmed by the public
health and access-to-care burdens soci-
ety will soon face. Providers, payers,
patients, and product health communi-
cations within the health ecosystem
must recognize that the collaborative
search for solutions is in everyone’s best
interests. Businesses can make a big
contribution here, effecting change and
providing the purpose that employees
increasingly seek. Leaders have the
opportunity to drive collective action
that engages their employees, rallying
them to work together toward some-
thing more meaningful than their daily

punch list alone.

Here are five important consid-
erations — mindsets - for creat-
ing communities of purpose
that can enable leaders to rally
their people to take on shared
societal challenges:

1. Cultivate Collaboration: Organizations
often set out to construct identities for

themselves, but it's not marketing that

makes a company significant, it's shared
values. The test of a culture is how will-
ing your people are to put everything
aside during adversity and ask, “How can
| help, and what do you need?” That
culture of collaboration creates the
mindset that together, everything is

possible.

2. Abolish CYA (Cover Your) ...Behavior:
Who among us hasn’t had an experi-
ence with a coach, manager, or leader
who used blame, shame, and threats to
motivate? It might work for a short time,
but it's abusive and wrong. The result is a
CYA culture in which no one takes risks,
and people become experts in not
having the finger pointed at them. No
one does outstanding work; even the
organization's stars don't stick around
long. Influential leaders don’t waste time
looking to blame. They seek to under-
stand, share learnings, demonstrate em-
pathy, and get people back on track.
While punitive leadership buries prog-
ress and purpose, an enduring commit-
ment to creating the best possible place
to work opens people to dreaming,

thinking, and working big.

3. Be a Learning Organization: So, you
made a mistake. Don't feel intimidated
or upset; share what you've learned. The
greatest thing we can do to foster
knowledge is to share information. We
are all each other'’s teachers, and in sharing

successes and failures equally, we make

®



a higher level of achievement possible. In

learning organizations, people feel
valued because their risks are rewarded,
supported

they're emotionally and

elevated professionally, resulting in

heightened performance levels.

4. Form a More Perfect Union through
Diversity: An engaged workforce is a key
business driver. Conversely, Gallup has
estimated that the cost of disengage-
ment—in the form of turnover, low pro-
ductivity, and low morale, can come at
the expense of 18% of salary. In a commu-
nity with a strong culture dedicated to a
shared vision, we must have many “on
the bus;” as Collins has suggested, we
want to make sure that everyone finds
the right seat, doing what they do better
than anyone else. To rise toward perfec-
tion, we want to attain and stay true to
the culture we seek to form. Diversity,
equity, and inclusion are requirements
for communities to thrive. Leaders must
tap varied life perspectives to enable

people to drive forward together.

5. Align Doing Well and Doing Good: It
is arduous to sustain a company if busi-
ness fundamentals aren't prioritized. But
if it's only about a business's perfor-
mance, for employees, work becomes
“time to make the donuts,” and after the
newness rubs off, it loses meaning. Pur-
pose does not require companies to
abandon business goals. It does not

mean that effective production or

®

service is secondary to “doing good.” If a
company has strong business funda-
mentals in place and aligns them with
goals for sustainability or social impact,

it is likely to perform consistently better.

Careers provide us with employment
and a secure paycheck, but is that
enough to sustain body, planet, and
soul? During his short yet powerful life,
philosopher and poet Kahlil Gibran
wrote: “To understand the heart and
mind, look not at what he has already
achieved, but what he aspires to.” Com-
munities united in purpose achieve
results; this is the next challenge for
business leaders. To create and foster
high-performing employee communities,
business leaders must align their people,

head and heart, with greater purpose.

That is a BHAG worthy of aspiring to.




Changing the world

through power of storytelling

By Mark Chataway,
Co-owner at Hyderus / Baird's
Communication Management
Consultans Ltd

My career in health and devel-
opment policy and communica-
tions happened by accident.

In early 1983, | was working as the pro-
ducer of a morning drivetime radio pro-
gramme in new york. It was the first
major scare of the aids epidemic and the
abc network had shown horrifying
pictures of men with advanced kaposi's
sarcoma. We were deluged with guests
who were homophobic, anti-immigrant
or just crazy, but it took me 10 days to get
anyone from the major aids organisation
in new york. When the ceo finally
appeared in the studio, | berated him for
his disorganised approach to media
requests. He called me the next week
and offered me a job as the group’s first
director of communications. | declined --
| was very happy doing talk radio. He
asked me how, then, i had dared criticise
him. | took the job.

That early experience taught me a valu-
able lesson. Even if you have the story

everyone wants, it's your competence
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and your ability to frame it which will
determine whether your version of it
wins out against the others. Compe-
tence involves both understanding the
needs of journalists and their editors and

being organised enough to meet them.

| never went back to journalism full-time.
In the 35 years since, | have worked in
two broad models of consultancy. The
massive publicly quoted groups really
struggle to maintain a focus on client
needs and on quality: one | worked at
thought that 40 percent client turnover
a year was just a fact of life that had to be
part of company planning. In all of them,
the offices worked far harder on compet-
ing with other offices or divisions than
with rival companies; another office
could just bill against your client, while
another company had to dislodge you

and won the business for themselves.

Boutique, highly focussed groups do a
much better job of understanding and
meeting client needs, but they struggle
to deliver the geographic reach and the
range of skills needed in today’s fast-mu-
tating media, social media and policy
formation environment. Working with
SPAG, I've found like-minded partners in
delivering data driven, innovative cam-
paigns those are big in delivering
impact. Most important of all for me has
been to find partners who share values:
are we willing to refuse clients who have
lots of money but little interest in the

welfare of society?

®

I've been lucky enough to work through
India’'s great modern transformation. |
can still remember my first landing at
IGIA in 1990. A few years later, | started
working with Government and the Inter-
national AIDS Vaccine Initiative on har-
nessing India's innovation and determi-
nation in the global search for an HIV

vaccine.

I think my most sobering professional
experience ever may have been taking
the CEO of IAVI on his second visit to
A.P.J Abdul
thought, rightly, that we had an ally for

President Kalam. We
AIDS vaccines at the very top: the Presi-
dent was, after all, a researcher and a
passionate believer in the transformative
power of innovation. We had seen him
nine months earlier and told him about
our ambitious plans for research and
trials in India. What we didn't realise was
that he had taken detailed notes and,
during that second visit, cross-examined
us on progress. We were, it turned out,

going much too slowly for his tastes.

We are in the middle of one of those
great revolutions in how people acquire
information. | think we, as a global soci-
ety, are handling it better than the
coming of mass circulation newspapers
to Europe in the late 1600s, but worse
than the advent of the broadcast era
early in the last century. It is the loss of
control by élites that terrifies both gov-
ernments and the classes from which

the élites are drawn. When | started



work as a journalist, there were unwrit-
ten rules about what we did and did not
cover and about who did and did not get
a platform. Old media are often still play-
ing by those rules, despite YouTube and
Facebook and Telegram. As much as
they and governments, and maybe
many of us, want to go back to having a

filter, it can't be done.

Our challenge, as communicators, now is

to make stories about health and devel

opment exciting enough to grab atten-
tion from Republic TV and the latest
YouTube or TikTok sensation. We have to
figure out how to tell the story of treat-
ment based on genotyping in 30 sec-
onds or less. We are, mostly, failing,
although the pandemic has changed
things. As the apocryphal Chinese curse

says, may you live in interesting times!
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My Love Affair with Healthcare

Likes/Interests: Gardening, Cooking, Reading, Travelling and most of all catching
up with my friends.

By Dorelle Kulkarni,
Senior Vice President
@ Publicis Health

“I truly believe that through
effective healthcare communi-
cations, we can make a difference
to the lives of people.”

-Dorelle Kulkarni

My heart beats for health

| have always been fascinated by the
human body. Not just its form and struc-
ture, but its internal working as well. In
fact, this love led to my first heart break
when | couldn't become a doctor. This
opened my heart to a world of possibilities
in the sector and nudged me towards my
second love: marketing of innovative
healthcare brands. Like at the beginning
of every new relationship, | was extremely
nervous as it was unlike anything | had
experienced before. But there was no
turning back. My relationship with health-
care communication has blossomed and

matured over the last two decades. But |

believe, there's lots more to be done.



What | love about health

Just like a human being, health too has its
pros and cons, its idiosyncrasies, and
foibles. But you learn to love it, warts and
all. Some of the most exciting opportuni-
ties revolve around creating awareness
about diseases in a vast market like India. |
have worked on a variety of campaigns
aimed at educating the public ranging
from Alzheimer's to vaccination. | also
enjoy working on brand campaigns in the
highly regulated and challenging space of

healthcare and pharma advertising.

Every aspect of this industry is a great
learning experience, from making a pitch
after thorough research, brainstorming
and strategizing to winning an award for a
multi-agency pitch. Working in health
communications sensitizes you to all the
health issues and makes you realise how
blessed you are. | feel very fortunate to have
worked with excellent teams and leaders

who have always motivated and inspired me.

Pandemic and the role of
communication

The COVID-19 pandemic significantly
changed the role of healthcare communi-
cations. Information became the only
antidote as the virus brought the world to
a halt. Amidst the haze of WhatsApp-fuelled
information (and disinformation), real time
medical information, developments in the
pharma companies, and dissemination of
authentic data was the need of the hour.
This resulted in unprecedented levels of

coordination.

As we witnessed new operating models

adopted by the pharma companies and
fresh approaches to patient journeys, we
had to understand and adapt to modern
solutions that explored a holistic approach
to health. There are excellent opportuni-
ties for communication professionals to
deliver evidence-based public health
narratives and contribute positively to the
changing media and communications

landscape.

My prescription in life

The art of detachment: Detach yourself
from negative thoughts, toxic people and
more importantly emotions that drain
you. It will make you stronger and help

you stay focussed.

Choose your battles: Life throws us into
situations that act as triggers for us, to
fight back or prove a point, etc. Ask your-
self - is it worth it? Does it help you fulfil
your dreams? There's no shame in with-

drawing gracefully from such a situation.

As you sow, so shall you reap: This may
sound philosophical, but it's purely math-
ematical. The equation in life is simple,
input = output. Be it a client brief, a
presentation, a relationship, or time spent
with your kids, the outcomes are directly
proportional to the effort or time you
invest. This has helped me set my priori-

ties in life.



Straight from the heart

| have often been asked by colleagues and

friends - “How are you able to manage

both work and family?”

The answer is simple — | acceped that |
can't do everything alone, or get an A+ in
everthiyng | atempt to do. However, |
would give my hundred per cent, no
matter the circumstances. This made my
life easier and more meaningful. Of course,

none of this would have been possible

\)LCR

without the tremendous support from my

family, friends, and colleagues.

My advice to all who are entering this field
would be to be passionate, stay focussed
and believe in yourself because there's no
greater joy, than knowing that you have
truly contributed to the health of the

nation.

« #FulcrumAwards
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On life's journey, challenges are inevitable.
Real strength lies in stepping up in the
face of every challenge.

Likes/Interests: Reading short stories and binge watching comedy movies and
reading short stories with my son

By Geetika Bangia,
Head - PR & Corporate
Communications, Stryker

“l live my passion every day!”
How many people can honestly lay claim
this statement? Not many, | would say. |
consider myself fortunate to be living
this dream. Though | mention the word
‘fortunate’, my journey towards my pas-
sion has been one of sheer hard work
and honesty. A communications enthu-
siast from the beginning, | knew my
strength lay in the complex yet unabash-
edly human world of words, ideas, con-
versations, interpretations, and connec-
tions from the word go. Intentions mani-
fested and voila! Here | was, a PR and
communications professional.

In close to two-decade tryst with PR and
communications, | worked in various
industries, including consumer durables,
automotive and personal health prod-
ucts but none got me hooked as much
as healthcare. Maybe it was the
ever-evolving nature of the sector that
pushed me to grow out of my comfort
zones, or its dynamism that kept me
relevant and agile, or perhaps the fact

®



that with every bit of work that |
did, | was making a tangible difference.

It was not always sunshine and roses,
though. Climbing my way through han-
dling budget constraints, people’s lack of
understanding of the sector and an
inherent sceptic disposition around
communications, it has been a challeng-
ing journey yet full of learning. My
reward, is every bit of the professional |
have become - confident, a hyper-learn-
er, highly adaptive, solutions oriented
and prepared to tackle the most adverse
situations with the great powers of calm-
ness and clarity.

In all these years of engaging with,
observing, and living the healthcare
industry environment, there have been
many issues that have been resolved
with productive solutions, but some still
deserve mindful consideration. Effective-
ly managing one’'s mental and physical
health has been a brewing issue. Bring-
ing accessible healthcare to people
across the health continuum is another
area that needs more focus. It has been
my endeavour to do my bit - create
awareness amongst the audience
through different communication plat-
forms and campaigns on various health-
care aspects, products and solutions
available, and create a connect between

the KOLs, HCPs and consumers.

When you work in a domain that engag-
es with people so extensively, you cannot
help but form a family so grand and
A fast-paced environment
keeps me on my toes, a role that

®

beautiful.

demands multi-tasking and multi-plan

ning, pushes me to reinvent myself and
become better every day. As a profes-
sional, | know for sure that i am evolving
with every passing day (and | am loving it)!

| truly believe that “Fighters are
born to fight. They may rest a
while, but they never give up...”




Healthcare communications offers incredible opportunities to
work with teams towards solving some of the world’s serious
diseases and making a tangible impact on people's lives

Likes/Interests: Travelling, Swimming, Spending time with my kids, A pliates
girl at heart and lover of all things local

By Kripa Williams,
Head PR, Govt, Affairs & CSR
@ AbbVie

| landed in the PR and communications
sector by accident. As long as | can recall,
my first love has always been biological
sciences and | was advised by my par-
ents to pursue medicine after gradua-
tion. But | was reluctant to take that path
and ended up missing the medical
entrance exams. After spending three
years behind a microscope while pursu-
ing a Bachelor in Life Sciences & Bio-
chemistry, | stumbled upon the opportu-
nity to continue my post-graduation in
PR and communications.

The communication industry gave me
the chance to think ‘outside the box’ and
be my creative self, interacting with
different people and industries. Howev-
er, | always felt the urge to integrate my
scientific understanding and my skills in
PR and communications. | finally found
my way back to sciences when | joined
Allergan (now AbbVie) in 2018.

Working in the healthcare space has
expanded my scope to impact livesin a

®©



way that | could not as a doctor. Pharma
communications is a complex sector and
comes with numerous regulations and
standards, but offers incredible opportu-
nities to make an impact on the lives of
patients and their families. Through this,
they can learn to manage/understand
their diseases and live a better quality of
life, giving you immense satisfaction. It
also gives you a chance to work closely
with brilliant minds and leading health-
care professionals to understand the
epidemiology of diseases, which can
help with data-driven, patient-centric
solutions.

One must have an open mind and grab
every chance one gets to learn some-
thing new, even if one doesn't know
how! | remember pulling off an event
with a 48-hour notice for a product
launch. From handling media, publica-
tion, celebrity management, event man-

agement and stakeholder speeches,

along with a very able team, this event

was one of my biggest achievements
and the most trending one back then. |
am currently working on disease aware-
ness for ophthalmic and neurological
diseases, which can help change
millions of lives and leave a positive mark

in the world.

The role of PR is very often that of con-
necting the dots and our function is cen-
tral to driving strategies. Hence, my mes-
sage to anyone seeking a career in PR
and communications, is that our role can
help provide further perspective to com-
plex health issues and topics. It is very
important to understand the value of PR
and that it comes with a lot of hard work,
just like any other role. It is a great place
to be where you get to meet so many
creative and exciting people. It will
throw many challenges at you but wiill
also be a highly rewarding experience.




The path to innovation begins with
boundless curiosity and open minds!

Likes/Interests: Fitness, Art, Blogging, Singing & Dancing and experimental
cooking

By Priyanka Bajpai,
President, Southeast Asia
@ SPAG/FINN

| started my career in the arena of
healthcare communications about 20
years ago. | was a research scientist in
the early days of my professional career.
However, the shift to healthcare commu-
nications and public relations felt natural
as | have always thrived on conversa-
tions. My experience in research
equipped me with relevant scientific
knowledge that made the transition to
healthcare communications effortless.
In today's globalized and interconnected
world, the need and demand for health-
care communications has become
prominent. Even more so post the pan-
demic, where the communications
sector has played a vital role in working
with organizations to power through
adverse impacts created by the global
health crisis. This shift in the entire orga-
nizational ecosystem and my current
role and functionality empowers me to
create a huge impact in the public
health space.
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My experiences in the industry have
greatly contributed to my personal
growth as well. | thoroughly enjoy net-
working and engaging in enriching con-
versations with different stakeholders
and study different markets/trends in
the APAC region. | thrive on challenges
as they nudge me to be a better version
of myself.

Almost two decades in the healthcare
comms industry has allowed me to con-
tribute to many meaningful projects.
However, one of the most memorable
campaigns | had been part of was the
Women's Contraception Day campaign
wherein we had the opportunity to em-
power women to take charge of their
lives, thus enabling them to take their
own decisions. It was one of the most
successful and rewarding campaigns for
me and got recognized with numerous
awards for the impact it created on soci-
ety. | am equally passionate about
mental health-related conversations as |

believe it is as important as our physical

well-being and more can be done to
bring this message across.

| also confidently sit as the Regional
Board Member at PRCA APAC where |
collaborate and get inspired by other
seasoned PR practitioners, while con-
tinuing to contribute towards shaping
best practices within the PR industry. |
feel | have also been able to inspire the
younger generation to believe in them-
selves and to keep contributing to the
society with their meaningful work.

My continuous advice to anyone seeking
a career in healthcare comms is to stay
inquisitive, as this attribute can take you
places. From a newbie to an experienced
professional, we all must be passionate
and zealous enough to earnestly love
what we do. That will continue to drive
our days and months at work. Of course,
the agility and adaptability that leads
through this curiosity is boundless too!




If | have to go back and choose
a different path — well, | really wouldn't...

Likes/Interests: Healthcare, Financial markets, Geography, Gaming,
Mad about sports!

By Rajan S,

Chief communication,
Corporate Affairs and
CSR Officer @ Roche

| started my career doing Marketing-
Communications in the engineering
sector and switched to the healthcare
about 15 years ago. | must thank my
manager and HR head at Dr. Reddy’s
who took a bet on someone who did not
know anything about the sector.

| was initiated into the healthcare sector
very early in my career and got to experi-
ence both the pharmaceutical and Med-
Tech side, across Indian and Multinational
companies, exposing me to diverse
national and global perspectives, making
it a highly satisfying journey thus far.

Healthcare communication is an amal-
gamation of art and science. One must
marry the highly scientific and complex
aspects of science with an extremely
emotional approach as it involves people
—and in the process appeal to hearts and
mind of the audience to create a positive
impact. The challenge always is to strike

the right balance between the two.
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The language of health is universal and
knowing that your work can immensely
influence people’s lives every single day
is a huge motivator. At the same time,
healthcare communication is highly reg-
ulated and places a lot of responsibility
on an individual. It is thus extremely
important to have a thorough understanding
of the business and the environmental
context to bring out your best in delivering
great outcomes for your organization.

| am passionate about building strong
healthcare brands and have been fortu-
nate to work with some of the biggest
names in this space - Dr. Reddy’s,
Abbott, GE Healthcare and now Roche.
While | have been fortunate to work on
many  impactful projects, ecosys-
tem-shaping projects that involve complex

communication challenges are dear to me.

| remember when | was involved with
designing a modern health and wellness
center network (Ayushman Bharat) in
Assam as part of a social impact initia-
tive. We collaborated with NITI Aayog
and the state administration to create a
model solution for delivering excellent
primary care that positively affects the
lives of lakhs of patients. It involved con-
vincing stakeholders from the highest
levels of bureaucracy, politicians, grass-
root healthcare workers, to people who
were the beneficiaries.

An interesting experience was to create a
learning program (named CAPSULE) for
the media to help them understand
nuances of this complex sector — drug
discovery, clinical trials, patent and litiga

®

tions, regulatory landscape and product
launches, company valuations etc. as the
Indian pharma sector was rapidly evolv-
ing in the late 2000s.

Another one was being part of the
founding team that launched Edison
Accelerator- the country’s first startup
collaboration program in MedTech. It
was a completely different communication
challenge, ideating and creating a pro-
gram from scratch and influencing 100's
of startups in the healthcare space to be
part of it. The program started with a bang
and is already into its fourth cohort.

At a personal level, ever since | started
working in this sector, my own under-
standing of health and its related chal-
lenges has improved dramatically. It has
helped be more aware of my own health,
stay fit and become a reference point for
friends and family on many topics. Out-
side work and family, sports is my
biggest passion. When | am playing (ten-
nis for the last few years), it is like medi-
tation to me. | am not thinking of any-
thing else.

These are interesting times for a health-
care communicator. Health is at the
center of political and public discourse
like never before. The pandemic has
accelerated people’'s appreciation and
importance of the subject and this shift
is here to stay. “With great power comes
great responsibility”, and so will be the
case for healthcare communications.
This will place an even greater demand
on us but also open up tons of opportu-
nities. In a world of rapidly changing



preferences, we will have the power to
shape impactful narratives for the soci-
ety. Taking bold, calculated bets will be
important.

To all the young people who are con-
templating entering this field, my two
cents based on what | personally follow
would be:

¢ Communications and external affairs is
an ocean. Do not restrict yourself to a
domain. Explore as many aspects of it
and challenge yourself. The rewards are
plenty.

¢ Understand behavioral shifts of stake-
holders and be ahead of the game. It can
make or break your work.

+ Shift from a DOER to a DRIVER. You can
do that only when you understand every
aspect of your business well. Only then
can you drive business impact through
your work.

¢ Think in an integrated manner; the
work you do is not in isolation, under
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stand how it impacts different part of
the organization and the society.

+ Ruthlessly simplify to ensure that the
lowest person in the chain understand
what you are trying to communicate

o Lastly, develop the ability to say No,
always ask the WHY, attention to detail is
critical, and impact is the only metric.

In the end, what | would like to say is, |
have loved my 15+ year journey in this
space thus far. It has played a vital role in
shaping my personal life. Every story,
every campaign, every interaction with
patients, doctors, media and other
stakeholders has helped me evolve into
a better, more empathetic person. If |
must go back and choose a different
path — well, | really wouldn’t - The experi-
ences and learning | have had, and the
impact it has made on me personally is
far more enriching than what | can

imagine in any other field.
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Shades of healthcare

Likes/Interests: Cricket, Photography, Travelling, Reading about Economics,
Organisational behaviour and autobiographies/ biographies of Sportsmen
and Philanthropist.

By Ritesh Shete,
Communications Leader

@ HealthPlix Technologies
Private Limited

My first brush with healthcare was more
than a decade ago when | was busy learn-
ing the nuances of managing PR for
clients. | got the opportunity to promote
stem cell therapy then, which was too
early for a developing economy like India
that was trying to recover from the after-
shocks of recession. A Bollywood actress
was embracing stem cell therapy for
herself and also advocating it. | was a
newbie to the PR industry and was busy
fixing interviews and facilitating articles to
promote this therapy. My second brush
with this sector came when our Prime
Minister launched the Make in India initia-
tive. Our client - a well-known Pune-based
healthcare concern - was establishing
itself as a leader in a category of medical
equipment. Given that the Make in India
was misunderstood by many, we
launched the Made in Pune campaign. It
echoed with local audiences and indirect-
ly supported the government's call for

'Vocal for Local.



When the pandemic hit the world, | got the
opportunity to work with HealthPlix. The
moment | met the founders and leader-
ship, | realized it was an inspiring story,
worth sharing. The doctors are at the
centre of the health ecosystem and
deserve to be empowered with digital
tools, a need that was understood by
HealthPlix. This start-up stood rock solid
behind the doctors of India and empow-
ered them with proprietary digital tools to

enhance health outcomes in Bharat!

One of the best things about healthcare is
that evolution can be mapped and visual-
ized to achieve scale, and technology in
healthcare has the potential to provide

equitable access to healthcare.

The definition of scale has changed for
healthcare in the past 3 years; and my 3
brushes (or 3 shades) with healthcare have
taught me to do PR in the simplest way
possible, and present success stories that

have left an impact on the society!

Healthcare PR has grown to
become a “bigger” ocean and
my advice to other newcomers
is two-fold:

¢ Learn the “fundamental concepts” that
exist in the healthcare industry so well that

you're able to relate and connect the dots

¢ Prepare yourself to do a better job at

“situational PR” - healthcare will

throw many situations at you and expect

you to manage them well for your clients

The best time to be in healthcare PR was

yesterday, and the second-best time is

TODAY!

Finally, | would like to say @ big thank
YOu to all the awesome bosses (mentors),
leaders and clients | have had the opportunity
to work with for a period of over 12 years.
These collaborations helped me nurture

my passion for reputation management.




Healthcare Communications is truly about
making a difference in the lives of people.

Likes/Interests: Cooking, Dancing, Zumba, listening to music, spending quality
time and spending time with my 12 year old

By Ritika Jauhari,
President Strategy and
New Business at SPAG/FINN

As someone who was pursuing chartered
accountancy after following footsteps of
all toppers in the family; leaving it mid-way
to make a career in media and communi-
cations was not an easy decision. While
cramming accounts and law, | soon real-
ised that | love words more than numbers.
Although, PR was a conscious decision,
health commms wasn't — | got pulled in
much later. | started working in the tech,
cosmetics, food, and fashion spaces. |
remember getting specially designed
handbags and shoes from a client as a
token of appreciation but that is a story for
another day. | met Aman and Shivani
Gupta in 2011 and that was the start of a
new chapter in my life.

Healthcare communications is
like a good thriller with strong
emotions, intense drama, and
crisis and then, hope and happi-
ness. This sector is all about
making the world a better
place. It's about life and lives.
The energy never drops. There is

never a dull moment.




Purpose lies at the heart of every cam-
paign. And when the purpose is to make
the world a better place to live, it's beauti-
ful, isn't it? | truly cherish the fact that | am
building awareness about crucial issues of
today and creating a community of more
informed patients and care givers — who
know about health innovations, have
access to information and solutions. | am
grateful that together, we can help people
lead healthier and more productive lives.
The harsh realities of failing health
systems always worry me, but that | can
help improve or draw attention to an issue,
inspires me to keep moving forward. A
case in point is an advocacy campaign
that focussed on the urgent need to
address the growing burden of NCDs in
the country and India’s National Health
Policy, at a time when maternal and child
health issues gained maximum attention.
We built a road map called Disha Swastha
Bharat Ki and created a consortium of 100
influencers to advocate for this issue.
Another recent example was covidl9 of
course. Just when the world was grap-
pling with fear, | was having conversations
with people about vaccine access and
creating awareness about covid
behaviours. This added so much purpose
to my reason of being.

Another aspect to healthcare comms is
that how effortlessly, it makes one more
empathetic. This has been true for me. It
has helped me discover the human side of
comms. “Every Life is Precious”, a cam-

paign that we did for rare diseases is truly

dear to me for this reason.

| have been very fortunate to be part of the
healthcare comms evolution. More so,
because as part of SPAG, a specialist
agency focused on life sciences and public
health, for most part of my career, |
witnessed many firsts. One of these being,
the ‘“Influencer driven engagement
approach” which as a proprietary tool con

ceptualised and leveraged by SPAG in
many award-winning healthcare cam-
paigns. From a complete traditional PR
focussed approach, | saw communication
professionals thinking innovatively,
whether it was engaging stakeholders
from policy, academia, science and medi-
cal fraternity to drive compelling narra-
tives or integrating with social and digital
media to bring a “belief shift” in the most
creative ways. With specialization at its
core, | am glad to truly live SPAG's vision
and bring it alive in many ways.

The pandemic brought unforeseen chal-
lenges and opened doors to new opportu-
nities. We all know how much of a priority
health is today. Healthcare comms is con-
stantly adapting with communicators
innovating and creating brilliant cam-
paigns and implementing big ideas to
make an impact.

To all the young ones contemplating to
enter this field, | would say don’'t wait! The
opportunities for storytelling are plenty.
This space is a playground for all. As long
as you are passionate and willing to keep
learning about the ecosystem, you're in,
you can play to win and simultaneously,
make a difference where it matters the most.
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Healthcare communications got me

hooked from the start

Likes/Interests: Travelling, Chocolate making, Learning new skKills,
Reading books

By Aradhya Dubey
Senior Account Manager
@ SPAG/FINN

| have always been curious about the
Public Relations industry. | used to
wonder how these professionals used to
come up with brilliant ideas and strate-
gies for a particular campaign so as to
create maximum impact. My curiosity
led me to build a career in this industry
and it has been a decade since then. It
has been an exciting ride as every day is
a new day with its own opportunities
and challenges.

After exploring communications in vari-
ous sectors like education, real estate,
technology and even government
affairs, | moved to healthcare PR in 2018.
The sector got me hooked and was a
turning point in both my personal and
professional life. | always imagined it to
be limited to PR for doctors and hospi-
tals, but soon | was introduced to an
enormous number of opportunities.
Healthcare PR is one of the few sectors
where one can directly impact both
clients and consumers (i.e. patients and
caregivers). Every aspect of the work | do
such as building campaigns, awareness



exercises, etc. leaves me with a sense of
contentment.

This work has helped me understand the
challenges and the potential of the
healthcare system. There is a huge lag in
information communication causing
awareness gaps and underutilisation of
resources. The healthcare commms industry
is sometimes jargon-heavy with complex
medical terms and procedures that are
hard to interpret for an average person,
leading to confusion and misinformation.
Therefore, it is important for a communi-
cator to understand the audience and
break down complex terms/information
accordingly and be mindful of the medium
of communication and the platforms
used to maintain accuracy and legitimacy
in the field. | feel that the commmunication
professionals in PR, and the pharma
stakeholders should work hand-in-hand

to ensure last-mile awareness.

In the last few years, there have been
positive changes in the sector with
patient- centric models and strategical-
ly-focused outreach
bridge the information gaps. Companies
want to build a sustainable relationship

with their consumers and understand

campaigns to

their needs better. The unanimous goal
remains helping people to lead a better
and healthy life.

For anyone wanting to join this
industry, | would say find what
you love and become the best
at it.

Be it media relations, content develop-
ment, campaigns, public policy, or social
media - find what interests you the most
and work towards becoming the best at
it. Invest time in constantly upgrading
your skills and knowledge and always
aim to be the go-to person in your com-
pany in whatever you choose.




Build a team which supports and

nurtures you!

Likes/Interests: Watching & playing football, travelling and reading

good fiction

By Bharat Ramakrishhnan,
Healthcare Comms Enthusiast

While PR and communications have been
a sort of ‘career by default’ for me, | have
been into digital and social media market-
ing for a long time. When | started off my
career more than a decade back, | wanted
to desperately be involved in Indian sports
and was ready to do anything which
would get me a foot in the door there.
While | could not quite make that work, |
started working at a sports marketing
firm and from there progressed into the
digital marketing space. In the early 2010s,
the field was so dynamic and fast-moving
that | was hooked on to it and have been
there since. After about 8 years of this,
health communications happened to me
and | got the old familiar rush once again.
Being at the intersection of digital market-
ing & health communications gave me a
unique insight into managing a regulated
industry through a dynamic new-age
medium, driving awareness within the
guidelines, building engagement without

misleading, and leveraging communica



tions in a sensitive and factually correct
manner. Health communications gave me
an opportunity to really understand patient
issues and leverage digital/ social media to

bring about a change in peoples' lives.

| have now been working in the health-
care communications space for over 4
years and some of the issues that drive
me are:

- Building commmunication that promotes
accurate information and clears miscon-
ceptions

- Building communication that drives
hope among patients, caregivers and
people, and that solutions, drugs and ther-
apies to help them live and manage their
life better, are available
- Utilising new age media to reach audi-
ences in a better and targeted manner

based on their requirements and interests

While the above aspects push me to do a
better job each day, | also see the cam-
paigns from other industries and marvel
at how easily they leverage emotions,
pop-culture references, moment market-
ing and whacky ideas to reach people,
build aspiration and trigger reactions/
engagements. The healthcare space in
India, due to its regulations and tight-
ly-controlled protocols, is unable to do this
and thereby unable to create a similar
impact through its campaigns. However,
planning and strategy teams in the indus-
try use their guile and understanding to

build campaigns around these rules and

still deliver quality campaigns which drive

recall, action and win industry awards!

The one campaign which | am proud to
have worked on and consider a key
achievement is the Novartis ‘Unhide Psori-
asis’ campaign for India. Through this inte-
grated campaign spanning digital, social
and PR channels, we drove communica-
tion around a little-known but serious con-
dition called psoriasis. Apart from the
physical impact of the condition, psoriasis
has serious stigma associated with it and
health

Unhide Psoriasis, we ensured that knowl-

mental implications. Through
edge about the disease, treatment, man-
agement, stigma and quality of life was
promoted across audiences. Through a
campaign video and website, we lever-
aged the power of digital to reach the
right people and drive hope that a better
life was possible and ‘clear skin’ was possi-

ble for patients.

Over the last few years, the one significant
change is that the industry has woken up
to the opportunity of digital and social
media. While traditional PR used to be the
mainstay of healthcare & pharma, digital
as a medium was considered as risky and
trivial. However, with audiences predomi-
nantly being present on social channels,
brands have now opened up to the idea
and acknowledge that direct impact is
most through these channels. Channels
like Instagram, YouTube and Twitter

occupy a huge share of consumer mind

®



space, and offer content formats &
engagement far better than other medi-
ums. It is critical to drive comms in an inte-
grated manner to ensure that messaging

and information reaches the audience.

For people stepping into the industry, my
one piece of advice is that ‘It's a team
game!’ Your talent, skills and perseverance
will take you only halfway. Build around
yourself a team which supports you, nur-
tures you and drives you to become better

each day. The perspective required to

build a great campaign, understand client

needs and deliver work on time, will
always call for the help of your team. From
content to channel strategy, planning to
creatives, technology to media planning -
you will work with your own army which
needs to firmly and unequivocally have
your back during executions. Only then
can you do a great job of representing

yourself, your agency and the client!




The path to innovation begins with
boundless curiosity and open minds!

Likes/Interests: Travelling, music, spending time with family and friends
and cooking.

By Ekta Gupta,
Account Manager,
@ SPAG/FINN

| believe what you run from, runs after
you. | used to run away from hospitals
and the healthcare fraternity, but little
did | know, | would soon work in this
space. | started my career in PR, learning
about real estate and handling media
relations for a few hospitals. It has been a
seven year journey and today | can't
think beyond healthcare PR.

I remember when we were in the middle
of one of the COVID waves, everyone was
panic stricken to access the right infor-
mation and services. As at that time |
was working on COVID-19 communica-
tions, | was updated with critical infor-
mation about the virus as well as where
services were available and this makes
me proud. It not only helped me under-
stand the vaccination drive in India but
also, | was able to educate people around
me on why getting vaccinated is so
important. | felt blessed to be part of this
campaign. This also pushed me to sup-
port people in general during COVID.
From doctor consultations to arranging
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bed and oxygen cylinders, and medi-
cines for people in an emergency, | did all
that | could.

What | love most about my job is that it
brings out my core qualities.

As someone with a positive outlook , |
don't run away from difficulties. | like to
find solutions and deal with them. | love
to guide people in my team and | don't

mind learning from my juniors every day.

The health PR space has acquired the
centre stage since the pandemic. In the
last 3 years, the preference has also shift-
ed towards short-form, digital content.
At work, we had to go through a lot of
research and learning to adapt to this
trend and we started understanding
social media in a meaningful way.
Opportunities are huge in this sector in
terms of career growth, employment,
and upskilling.
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Working here leads to a sense of satis-
faction as we can see how we are con-
tributing towards raising awareness
around certain diseases, medications, or
therapy areas, and we are working
towards making this world a better place

to live.

This realization has positively contribut-
ed to my personal growth as well. | love
to learn about the different disease
areas and organizations in the space. It
gives me inner peace when | can help
people - who don't have an idea about
certain diseases — understand where to
go, what are the available therapies,
their costs etc., | get to help them, and

this is the part | love the most.




Saying what isn't said

Likes/Interests : Raising my green babies(Gardening)

By Harsh Sharma
Community Awareness
Program Manager

@ Merck Foundation

| Started my career in the healthcare
comms sector in 2013 for a very personal
reason. After losing my father to a severe
disease, | decided to work towards
spreading awareness about disease,
healthcare infrastructure, technologies
and policies which can be beneficial for all.

| love every aspect of my job, from con-
tent writing and media relations to
stakeholder management and events.
Telling our clients’ stories and sensitizing
media about the developments in the
healthcare sector through purpose-led
narratives drives me. One of my most
memorable campaigns was for Nestle
called ‘First 1000 days of an infant’ where
| was introduced to healthcare advocacy
which is quite different from traditional
PR. It gave me the opportunity to work
with prominent healthcare experts and
run a narrative across numerous formats
like articles, media quotes, TV interviews,
social media posts and press releases.
The campaign had massive outreach
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with credible voices in the center.



The industry is changing rapidly, even
more so post the pandemic. As we tran-
sitioned from print to online, from
desired time to real time, an ocean of
opportunities and mediums opened in
the space. One must constantly adopt
new skills and explore new mediums to
create maximum outreach beyond geo-
graphical and linguistic barriers.

This sector has greatly contributed to my
personal growth in many aspects. It has

made me more sensitive and compas-
sionate as a person. | have also grown
more responsible towards the health of
everyone around me. It is more than just
a job and the only way to do impactful
work is to love what you do.




It is not just a job anymore,
it has much more meaning in my life.

Likes/Interests : Cooking, travelling, watching suspense and thrillers and yoga.

By Jayashree Maji,
Associate VP
@ SPAG/FINN

When | joined SPAG in September 2019, |
was unfamiliar with the health PR and
communications sector and this made
me a bit nervous. However, | had eight
years of experience in journalism and
corporate communications and PR, and
this unchartered territory seemed
appealing. So, with great excitement to
learn and do something new, | jumped
at this opportunity.

Although initially, | struggled to stay
afloat in the sea of medical terminolo-
gies, | soon learned about the healthcare
scenario in India and appreciated the
different aspects of health communica-
tions. For example, it was fascinating to
know how influencer-led activities
significantly contributed towards creat-
ing awareness about an issue or a new
health technology or therapy. | must add
here that | owe a lot to my first reporting
job with Pitch magazine, where | cov-
ered marketing and branding-related

stories for various B2B and B2C goods
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and services.



| wouldn't call what | do now just a job

anymore. It has much more meaning in
my life. When | started, | couldn’t have
imagined how much we, as communica-
tions professionals, contribute to
strengthening healthcare services in
India. So much has changed in this space
during the pandemic. And with chang-
ing traditional and digital media land-
scape, there are now endless opportuni-
ties and platforms for advocacy, PR and
communications professionals to build
compelling campaigns on critical health

issues and create value and impact.

Since | started here, I've been
lucky to work on several issues
close to my heart.

One example is thalassemia, an inherited
blood disorder, that causes the body to
make less hemoglobin than normal.
Patients with thalassemia major need
regular blood transfusions. In December
2020, when the government was identi-
fying high-risk populations for COVID-19
vaccination. We highlighted the urgency
to include thalassemic patients (who
could expose themselves to COVID-19
during transfusion sessions) through a
story in the Times of India by an
esteemed journalist. Shortly after this,
thalassemia patients were prioritized for
the vaccination drives. | believe that the
media story reached the right stakehold-
ers and helped the cause.

For those who want to enter the
health communications sector,
I would say that now is the
time..
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To make a successful career in this field,
one must invest time and energy to gain
a deep understanding of the health and
policy landscape in
becoming familiar with key gaps in the

India, including

ecosystem. | am glad | jumped into this

space.




Communications has been about
purpose and impacting lives positively

Likes/Interests: Reading /watching content, Art, Science, Poetry, Cooking,
Music and sometimes dancing to Madhuri Dixit songs.

Ojashwi Singh,

Corporate Communications
Manager @ Siemens
Healthineers

My relationship with healthcare commu-
nications started in 2014. | have been
part of a few large health campaigns
which involved public relations, public
affairs, content marketing, and digital
media. What struck a chord with me
most was the evolution of medical tech-
nologies that helps people suffering
from chronic ailments (like cancer, heart
disease, diabetes, etc.) manage their
condition better and live a quality life. |
have had close encounters with such
patients, including a few in my family,
and it gives me immense pleasure to see
them living a normal life today. Such
examples are a testimony to the power
of healthcare and motivation to all
healthcare communicators. Two cam-
paigns that | am proud of include one
with PFCD around inclusion of non-com-
municable diseases in the draft health
policy and another campaign with Fortis
Hospital, Bangalore, called'Share the
power, Charge your Heart’
around World Heart Day.

My idea of communications has funda
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mentally been about purpose and
impacting lives positively. Ethics stands
primary for me. Each word | use and
every statement | make must add value
to someone, somewhere. Healthcare PR
has helped me be mindful of what and
how we communicate and take respon-
sibility of millions of lives who are directly

or indirectly impacted by our work.

While healthcare PR has been my inter-
est and speciality too, | have also had the
privilege to explore other genres like
retail, aviation and real estate. It helped
me take a diverse creative approach to
information and curate connecting
stories. But, even if | get another chance
to reboot myself, | would prefer health-
care and incorporate all my learnings to

emerge as a better version of myself.

What | cherish the most about this field
is that there are no creative boundaries
and there is immense scope for experi-
mentation. At times, measuring true
results can be difficult as evaluation
metrics are still being debated globally.
So much has changed in the last three
years and in a good way. PR professionals
are now expected to think beyond
column centimetres and have a larger
role in growing a business. While previ-
ously it was more about getting develop-
ments published in category A media,
today it is about leaving that positive
impact on the target audience via the
right platforms.

To stay abreast of this, | went back to
learning (at IIM Lucknow) to understand
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how integrated marketing works. That,
coupled with my PR knowledge, helped
me understand audience demography
for brands and market it in the best way
possible, both on digital and physical
mediumes.

Today, there is a huge opportunity for
trying out new ideas, new content styles,
strengthening relationships with stake-
holders, being advisors to brands, and
most importantly, being SOS for the
brands. We must know how to manage a
crisis within the shortest possible time.
The PR space has also become more
cooperative and collaborative. It's a chance
for PR professionals to be a part of such a
diverse network and make the best use
of these for more impactful stories.

For anyone new entering this field, |
would say never stop reading on the
latest developments in the sector.
Healthcare journalists usually have more
than a decade of experience, are well
read and passionate about this beat. To
have a meaningful conversation with
them, PR professionals too must invest
time in empowering themselves with

the right knowledge.




Communications a key for

effective change

Likes/Interests: Hikes, Treks with my dog, Poetry, Nature

By Pragati Kandpal,
Corporate Affairs & Policy, Cipla

I"

Most of us have been raised with the “idea
expectations/milestones of what our lives
should look like by the age of twenty, twen-
ty-five and thirty. It is in this chaos that we
forget that it is alright to tread on a different
path, slow down and live a little, while taking
in all that life has to offer. It is in this journey
that many of us need to understand that
there is no destination to reach, no bus to
catch and no deadline to meet! There's so
much more in this journey that meets the
eye or helps us look within and reflect on
our lives, a journey that helps connect with
our soul.

Whenever | would go back for the alumni
events at school, all my teachers would ask:
“Why would a kid like you not pursue engi-
neering or medical sciences?” The romance
of literature was always a mystical beast to

the corridors of the convent. They forgot
that it was the convent that had made
literature a common individual's tool. So, |
had a more interesting answer. | would
always reply, “Humans as a race could only

survive epochs because of the ability to
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communicate. This communication was
beyond what species could genetically
communicate to their successors. This
communication was more essential to
the human capability of survival.”

Of course, Macbeth'’s soliloquy where he
calls for all of Neptune's water to wash
away the blood from his hands was not
going to help me make a career in com-
munications. But it was the understand-
ing of people and human character that
helped me understand the nuances of
semantics and semiotics. | was also lucky
to have a close tribe of people | lovingly
call family who stood by me as | tried to
dive deep into the unknown, always
ready to help me find my way back
whenever | was lost.

I have always wondered why despite
communications being perceived as a
woman dominated industry, very few
women are truly empowered to lead
from the front. While most people often
see or are “conditioned” to see empathy
as a weakness, | believe that empathy
crafting
campaigns but
becomes the most important leadership

not only results in

ground-breaking

tool to empower women at workplace. It

becomes particularly important to

understand that our generation of
women is not in this industry for survival
but purpose, and empathy lies at the
core of this purpose driven approach -
empathy is that one thing which can
change the dynamics for women in the

industry.
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To all the people who aspire to work in
public advocacy and communications, |
believe what we achieved with our cam-
paign calling for government attention
for the treatment of rare diseases was a
shining example of how effective com-
munications could change the narrative
and eventually translate into a change in
policy. While | was working with SPAG, a
communications consultancy, | got the
opportunity to work on this issue which
was very close to my heart. | was firm in
my belief that treatment of rare diseases
should completely be in the domain of
public funding and the government
ought to regulate and fund the treat-
ment of rare diseases while formulating
a policy. From our research and case
studies, it was evident that the
socio-economic landscape in India did
not allow private or even insured individ-
uals from undertaking the expense of
such treatments which were not only
expensive but, in most cases, required
government intervention outside the
regulated regime.

We engaged with a diverse set of stake-
holders, public health officials, domain
experts, government institutions, social
jurists, etc., and participated in a judicia-
ry driven solution that resulted in the
government legislative, National Policy
for Rare Diseases 2021. From amplifying
the voice of a very neglected sect to
resulting in the promulgation of an
effective policy was a journey that
reposed my faith in our profession and
reinvigorated my belief that communi-
cation remains a key for
change in a democratic Repubilic.

effective
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Being at the heart of the public
health ecosystem helped me
with an uncanny understand-
ing of the fragility of human life,
the empathy with human suf-
fering and the achievements
(innovation) of humankind in
medical sciences. This insight pro-
vides you with a whole new perspective
that cannot come when you are stand-
ing at the circumference. However, it is
also important to unwind and switch off
from the outside world to stay true to
oneself and regularly undertake a con-
templated journey into the self to recog-
nise prejudices and to keep yourself sane
in a maddening world. | like to travel,
listen to stories, engage with new
cultures, meet diverse sets of people,
and use my love of literature to make
sense of my small world.

We are standing at the cusp of a revolu-
tion that has been induced by the recur

ring pandemic that has taken human-
kind by surprise. This has resulted in the
healthcare sector being completely
revamped, creation of unprecedented
supply chains, a changed outlook to
research and development, improved
affordability and accessibility to lifesav-
ing medicines, localisation of primary
and secondary healthcare
indigenous manufacturing capabilities,

API production and more emphasis on a

centres,

patient-centric approach. This has also
resulted in a huge chasm between
policy makers and stakeholders that is
being addressed through public-private
collaborations. This provides a huge
opportunity to seasoned individuals as
well as newcomers in the healthcare
communications field to shape the land-
scape and a make a difference in the

health sector.
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