










Leveraging D2C Platform for Increased Engagement and Reach:

Initial Scenario of Program Without 

Promotion Through D2C

Initially, efforts to promote the program among 

the target audience were primarily through 'word 

of mouth' and then Digital platforms like 

WhatsApp was being used for sharing the link of 

the episodes, which were not being effectively 

received by the audience but created a significant 

hype for the first couple of episodes. However, 

later with the gradual diminishing impact of the 

promotional efforts the overall viewership also 

witnessed a significant decline.

Why There Was the Need of D2C Platform?

To sustain a robust promotional activity plan and 

further improve reach and engagement, a D2C 

platform was adopted to bridge these gaps. The 

D2C platform automated the program promotion 

process, enabling targeted and personalized 

messaging to reach a large audience directly and 

simultaneously

Methodology - How It Was Planned and 

Executed

The core rationale was based on leveraging 

WhatsApp's widespread use and user-friendly 

interface to ensure maximum delivery and 

interaction rates. By embedding direct YouTube 

links within call to action messages, recipients 

could seamlessly transition from WhatsApp to 

the video platform, accessing each scheduled 

episode without interruption. This strategic use of 

WhatsApp's linking capabilities ensured that the 

audience was effortlessly redirected to the 

programs. In addition to this, Hindi language was 

opted as the preferred communication language 

for developing the message content as per the 

regional and geographic context. WhatsApp 

messages were carefully crafted with a focus on 

t a r g e t e d ,  c o n c i s e d  a n d  c u s t o m i z e d 

communicat ion  to  pr ior i t i ze  max imum 

penetration and engagement, ensuring that the 

intended impact was conveyed without 

overwhelming the recipients. This strategic 

approach facilitated seamless navigation and 

engagement, enabling users to effortlessly follow 

and interact with the podcast episodes.

(Figure 1 - Traffic Source)

Impact of D2C Digital Activity on Podcast Engagement 

Over 65,000 doctors have connected with the podcast, with significant improvements in viewership and 

engagement following the implementation of D2C digital activity. The D2C activity, conducted every 

Friday, was the primary driver of this increased engagement. It not only boosted viewership but also 

allowed listeners to request topics for future episodes through the D2C platform's feedback 

mechanism. Over 65,000 medical staff as well as other intended audiences benefitted in upskilling their 

knowledge and hands-on practice.
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Feedback
Utilizing Direct-to-Consumer (D2C) platforms went 

beyond mere episode distribution; it became instrumental 

in fostering dynamic interaction between the audience and 

hosts. Audience members were encouraged to share their 

thoughts, offering invaluable insights into episode content, 

quality, and areas for enhancement. The feedback from 

viewers helped in receiving their suggestions on which 

health-related topics future episodes should cover, and a 

collated list of such suggestions was submitted to the 

health department for their consideration. Furthermore, 

the D2C digital activity played a pivotal role as hubs for audience-driven content creation, with listeners 

actively shaping future episode topics. By prioritizing two-way communication through the D2C 

platform, the initiative not only amplified the podcast's appeal but also cultivated greater audience 

engagement, nurturing a collective sense of ownership and community involvement within the 

podcast's sphere.

A few notable feedback points were:

l Paramedic staff in the most remote 

and unreached areas found the 

podcast extremely helpful, as they 

could ask their queries in real time 

and receive immediate responses.

l Several topics were highly requested 

by audience members and were 

subsequently covered in podcasts, 

leading to increased satisfaction and 

engagement.

l Overall, the paramedic staff found the 

podcast to be a valuable resource, 

enhancing their knowledge and skills.

l Listeners appreciated the inclusion of expert interviews, which offered deep insights into 

complex health issues and practical solutions.

(Figure - 3) (Figure - 4)



Transition
Uttar Pradesh Technical Support Unit 

(UP-TSU) has been providing essential 

technical support to the State Institute of 

Health and Family Welfare (SIHFW) for the 

"Shukravar Ki Shaam, Doctors Ke Naam" 

podcast. Recognizing the podcast's success 

and the need for sustainable production, a 

budget for one year has been allocated for the 

creation of a permanent studio. This 

transition marks a significant step in 

enhancing the podcast's quality and reach. 

Following this, a thorough process will be 

undertaken to hire an agency, paving the way 

for the establishment of a dedicated studio.

Conclusion
The "Shukravar Ki Shaam Doctors Ke Naam" 

podcast has exemplified the transformative 

potential of digital health communication 

through the strategic utilization of YouTube 

and D2C platforms. By effectively harnessing 

the D2C platform, the D2C activity has 

significantly amplified the podcast's reach 

and engagement among health officials and 

the wider community. Establishing itself as 

both a feedback and engagement platform, 

D2C platform is not only contributing to the 

s u c c e s s  o f  t h e  p o d c a s t  b u t  a l s o 

demonstrating the potential for future 

initiatives across diverse health programs 

and themes for  communicat ion and 

information dissemination, emerging itself as 

a  modern  d ig i ta l  so lut ion  in  hea l th 

communication strategies.


