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With India’s consumer health
market shifting rapidly towards
e-comumerce, telemedicine, and
preventive care, Bayeris betting
ondigital-first strategies, local
manufacturing and science-
backed self-care toreach 100

‘We plan

leveraging these trends?
Industry estimates suggest
that the share of e-commerce
in consumer health is growing
by over 20% annually,while
telemedicine centresare
engaging millions of consum-

million households by erseach month.Thereisa
2030.Sandeep Verma, perceptible shiftin the
cluster head of South way people are acces-
Asia for Bayer’s singand engaging
consumer health \ with healthand
division, speaks with \ wellness solutions.
Geetika Srivastava about Weview digital transfor-

scaling digital platforms,
aligning with Malke in India,
and addressing everyday health
gaps. Excerpis:

The Indian consumer health
market is seeing a major shift
towards digital platforms,
telemedicine and e-com-
merce.Howis BayerIndia

mation as akey enabler to
making self-care more acces-
sible.We primarilyleverage
digitisation through two key
means: First,consumer
literacy.We have approached
this from two perspectives:
condition awareness—
providing consumers with
credible and reliable

to reach 100 million households by 2030’

information about common
ailmentsand simple tipsto
address them. For instance, our
initiative Saridon Aarampur,a
telehealth platform piloted in
Uttar Pradesh due to high pre-
valence of headachesin the
region uses voice-based Al to
provide consumers with
simple self-care tips.Second,
access. Since the pandemic,
purchase preferences have
shifted. Our surveys revealed
consumers prefer buying
multivitamins on e-
commerce platformslike
Amazon.In response,we
began launching select

productswith a digital-first _,JI

approach.This has enabled — l

ustoreach consumersin _—
various corners,advancing

ourvision of reaching 100 -
million households by 2030. P

-

Howareyou navigating the
regulatorylandscape and
supply chain challenges to
support‘Makein India’?

Our commitment to‘Makein
India’goes beyond manufact-
uring some of our most-loved
brandsin the country.Italso
extendstointroducing
solutions which are specifically
designed to address the

| specificIndian consumers

problems and preferences. For
example, our Supradyn pre-

WE VIEW DIGITAL
TRANSFORMATION
AS AKEY ENABLER

TO MAKING

| SELF-CARE MORE
ACCESSIBLE

natal range which has been
developed and made 100%in
India,addresses the specific
concerns of thewomen here.

What gapsin the Indian mar-
ketareyouaimingto fillwith
your product pipeline in
nutrition, pain management
and other categories?

Since ourlaunchin 2021,we
have aggressivelyintroduced
and relaunched productsto
meet the Indian consumer’s
evolving needs. Our global
portfolio spansover 150
trusted brands, with products
inanalgesics, nutrition, allergy,
and dermatology.In India,our
primaryfocus areas are nutri-
tion, pain management,allergy
and dermatology.

Addressing unmet needs
across demographics remains

our priority.Insights from
large-scale consumer surveys
playakeyrole in guiding our
product pipeline. This hasled
tousintroducingaline of
products to supportin
managing various everyday
health challenges.

How have your digital-first
and precision marketing
campaigns performedin
terms of their ROI?

Our digital-first strategy is
rooted in hyper-localisation
and precision marketing. We
are guided by our principle of
‘one size does not fitall’in
marketing as well. We tailor our
approach and messaging basis
tothecityand the state,using
topical touch-points toincrease
relevanceand engagement.
Partnerships with micro-

influencers have worked well in
building consumertrustand
connections.We also have an
agile response mechanism
whereinwe assess and
recalibrate efforts if something
isnot goingas planned.This has
enabled usto ensure that
spendsare optimised for
relevance,resonance and
measurable return.

The sectoris growing butalso
faces pressure fromrising
input costsand other
complexities. Howare you
balancing consumer needs
with market constraints?
We continue investing in
product innovations.Weare
also strengthening our
operational backbone with
local manufacturing and
research partners.



