
Product Launch Success Story 

- Photo Shoot (products & endorsers)           - Key Messaging            - Campaign Strategy, Planning & management               - Collateral Creation 



Background 

• Glenmark Pharmaceuticals entered the high-end cosmeceutical segment in 
India with the launch of Canadian company Immanence - IDC's scientific & 
sophisticated anti-ageing product line. 
 

• In Nov 2011, Glenmark announced the partnership & signed a ten-year 
agreement with Immanence IDC to distribute the products in 8 countries – 
India, Brazil, Mexico, South Africa, Egypt, Vietnam, Malaysia and Thailand. 
 

• Although Glenmark had acquired COSMETIC license, they decided to follow 
the ‘ethical’ (Doctor Prescribed) way of selling & marketing. 
 

• IntelliAssist was appointed as the official marketing communication agency 
to manage pre-launch, launch & post launch communication campaigns.  



IDC: Range of Anti-Aging Skin Care Products 

• Brief Received: 
– Tagline: The Newest Generation of Anti-Aging Skin Care  

– USP: REGEN 16, a break-through technology  that balances 16 mechanisms of skin aging 

– Awards: Winner of two beauty awards in France – De La Victoire Beaute 
 

 

 

 

 

 

 

• India Strategy: 
– Slogan / Opening Line: Life is Beautiful; Celebrate Every Moment Gracefully 

– Tagline / Closing Line: The Newest Generation of Anti-Aging Skin Care 

– Key Message: Balance 16 known mechanisms of skin aging 

– Product Endorser: non-celebrity; a person with whom one can relate with 

– Channel selection: Print media and Direct Marketing 
 

 

Communication Strategy & Key Messaging  



New Product Announcement 



A Series of Pre-Launch Teasers for Doctors  

Introducing Shortly 
 

From the house of Glenmark 

The Newest Generation of  Anti-Aging Skin Care 



A Series of Pre-Launch Teasers for Doctors  

Introducing Shortly 
 

From the house of Glenmark 

The Newest Generation of  Anti-Aging Skin Care 



Selection of Slogan 



Slogan Selection - Consumers & Doctors Inputs 

Doctor Survey Key Inputs 
 

Doctor 1:  Patients don’t prefer hearing 
the word - ‘AGING’ 

 
Doctor 2: Aging is associated with many 

lifetime events & perhaps celebration too 
 

Doctor 3: Patients needs change with 
changing decades – their needs in 20s are 
different from those in 30s or those in 40s  

 
Doctor 4: Aging is not just the physical 
appearance, it also affects the mental 

wellbeing of my patients. It’s no longer a 
desire; it’s basic need & right of everyone 

 
Doctor 5: Patients prefer more honest 
communication – they will not trust 

Sweet 16 & other unrealistic promises 



Slogan Finalized (After Tweaking) 
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Design of Collaterals 



Collaterals Designed 

• Sales Collaterals 
– Brochure 
– Visual Aid 
– Flash Card 
– Chemist & Call-Me-In Cards 
– Detailers & Sales Folder 

 

• Marketing, Branding & Campaign Collaterals 
– Advertisements 
– Product Gift Packs  
– Coffee Table Book 
– Leave Behind Literatures 
– Greeting Cards for Special Occasions (Women’s Day, Mother’s Day, Father’s Day & Doctor’s 

Day)  
 

• In-clinic Branding 
– Posters & Lama 
– Stand-alone Banners & Branding Panels 
– Patient Education Leaflets & Holder 

 

 



A Quick Glimpse on Collateral Designs 



A Few More Collaterals 



Launch Campaign 



Launch Campaign Objective 

• Primary Audience – Doctors; Secondary Audience – Consumers/ Patients.  
 

• Promote REGEN 16, the break-through technology that balances 16 
mechanisms of skin aging.  
 

• Introduce the range of IDC products (highlight ingredients & their benefits) 



Execution: Balancing Theme 

• Phase 1: 3 Rounds of Teasers to Create a Buzz 
– A teaser card was sent to doctors with the question – “Is Balancing an Art or a Science?” 
– Second teaser followed next day; it read “Most people think Balancing is An Art! Do you Agree?” 
– Third teaser followed; it read, “What if we Tell You that Balancing is an Absolute Science?” 

 
• Phase 2: Field representatives visited doctors and made use of a Visual Aid to present 

REGEN 16, the technology behind IDC product range. BALANCING was the highlight – 
REGEN 16 balances sixteen known mechanisms responsible for skin aging. They left 
back a collateral pack – brochure, detailer & leave behind literature (LBL). A few more 
reminder cards  & LBLs that reinforced BALANCING were sent to doctors over a 
quarter. 
 

• Phase 3: Patient/ Consumer workshops were conducted. It started with a fun activity 
where Women were asked to name 16 activities they balance in their daily lives. They 
were then asked how many balanced 16 mechanisms responsible for premature 
aging of their skin. The workshop then took a serious education tone and ended with 
product trials. 
 

• Phase 4: Reminder cards and special occasion cards (Women’s Day, Mother’s Day etc) 
were created to reinforce the message. 



Campaign Collaterals: Balancing Theme 



Can We Assist You? 

www.intelliassist.in Facebook.com/IntelliAssist Twitter.com/IntelliAssist 


