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Science Backed Advocacy Case Studies



Science Backed Advocacy for Crocin 

Brand Challenge: Paracetamol based Crocin’s sales were declining because of 

rise in the marketing activities of NSAIDS. We were approached to create a 

marketing campaign for Crocin. 
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Objective

• The imminent objective was to present paracetamol in a positive light and 

further reinforce its position as a safer alternative as compared to other 

analgesic/antipyretics, especially NSAIDs

• Creating awareness around irrational prescription of anti-pyretic and anti-

analgesic drugs and highlighting safer and more effective alternative.



Project Details
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Strategy

Reinforce the side effects over NSAIDs and advantages of paracetamol through media outreach.

Approach & Activities
• In-depth research on the science of different anti-pyretics. Using credible national and international 

journals and studies to highlight safety concerns of nimesulide and better efficacy and safety of 
paracetamol.

• Creating a group of credible KOLs to become the voice of reason to promote the right science and the 
right salt.

• Build capacity of opinion makers i.e. health writers and using their influence to create a strong case 
study favouring paracetamol and showcasing negative side effects of nimesulide.

• Countering actions of competitors with strong science and an enlightened stakeholder ecosystem.
• Kicked off a drive against Nimuslide by highlighting the harmful side effects associated with it
• Created awareness around the fact that Nimuslide was banned in various other countries
• Reinforced safety and efficacy of paracetamol amongst the masses
• Several KOLs were sensitized from all over the country and were roped in to provide favorable quotes 
• 03 CDs in sequence on ‘Wrong Medication in Children’, a fact-file on 04 top anti-pyretics/ analgesics 

in India, appropriate dosing for children were developed and distributed on mass scale among 
identified target journalists

Outcome
• Within 1 year of Pro-Paracetamol Campaign, the equation was reversed. Paracetamol emerged as the 

largest gainer of the nimesulide fall-out.

Science backed 
content to create strong 
backing for advocacy

Engaging credible 
KOLs to use their voice 

as voice of reason

Building opinion of 
opinion makers i.e. 

health writers in favour
of paracetamol

Nudging prescriber and 
patient behaviour of 

opting for paracetamol 
instead of nimesulide



Coverage Snapshot
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Financials

Activity Category Price in INR Inclusion

Public Relations Fixed 5 Lac per month

Brand Strategy inputs, Looking out for media & 
event opportunities to participate, KOL 
coordination, Minimum 5 content pieces, 30 
media coverage total in any 5 cities

PR Survey Variable 10 Lac to 20 Lac

Survey Concept, Survey Design, Data Collection, 
Data Analysis, 3rd party and research 
organisation onboarding, Survey report, Media 
Report, Media Dissemination

Campaign Variable Can be provided in real time End to end Campaign designing, implementation, 
and media coverage.

Webinar Variable 1,Lac
End to end designing, technology, attendance, 
pre and post communication, Speaker 
Coordination 

Digital Campaign Variable 1 Lac to 10 Lac

End to end campaign designing and 
implementation including paid digital. Cost of 
campaign depends on type & number of content 
pieces and selection of digital channels  
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