
526 

 

International Journal of Advance and Applied Research 
www.ijaar.co.in 

 

ISSN – 2347-7075 Impact Factor – 8.141 
Peer Reviewed Bi-Monthly   

 Vol. 6  No. 42 November  - December  - 2025  
 

Health Care Marketing in Atmanirbhar Bharat: It’s Role in Enhancing 

Public Health Awareness 
 

Mrs. Pawar Shridevi Ajit
1
 & Dr. Satish D. Jagtap

2
 

1
Modern College Of Arts, Science and Commerce (Autonomous), 

Shivajinagar Pune-5 
2
New Arts, Science and Commerce (Autonomous), Ahmednagar. 

Corresponding Author – Mrs. Pawar Shridevi Ajit 

DOI - 10.5281/zenodo.17921067
 

Abstract: 

The Atmanirbhar Bharat initiative has developed as a transformative national mission 

aimed at strengthening India’s self-reliance transversely acute sectors, including healthcare. In 

this developing landscape, health care marketing plays an essential role in connecting the gap 

between healthcare services and public awareness. This study observes how health care 

marketing strategies—including digital campaigns, government-led health promotions, social 

media outreach, and community-based communication—support the dissemination of health 

information and promote the use of indigenous healthcare solutions. The research highpoints 

how Atmanirbhar Bharat boosts the production and marketing of Indian-made pharmaceuticals, 

telemedicine platforms, AYUSH-based preventive products, medical devices, and public health 

schemes. 

By examining secondary data, government reports, and industry insights, the study 

discloses that effective healthcare marketing significantly increases awareness about preventive 

care, vaccination, hygiene practices, nutrition, lifestyle disorders, and affordable healthcare 

options such as generic medicines and Jan Aushadhi outlets. Additionally, the combination of 

digital health tools like the National Digital Health Mission (NDHM), eSanjeevani, and mobile 

health apps determines how marketing has faster digital adoption, especially in rural and 

underserved areas. The conclusions recommend that culturally sensitive, technology-driven, and 

localized marketing approaches aligned with Atmanirbhar Bharat principles contribute to 

greater health literacy, improved patient engagement, and higher acceptance of indigenous 

innovations.  

Keywords: Atmanirbhar Bharat, Health Care Marketing, Public Health Awareness, Digital 

Health Communication, National Digital Health Mission (NDHM), Government Health 

Schemes, Digital Healthcare Marketing. 

 

Introduction: 

Healthcare has become one of the 

most vital pillars of national development, 

especially in a country like India, where the 

population is diverse, geographically spread, 

and showing to various socio-economic and 

health challenges.  

The COVID-19 pandemic further 

highlighted the urgent need for strong 

healthcare systems, effective communication 

networks, and widespread public health 

awareness. In response to these challenges, 

the Government of India launched the 

Atmanirbhar Bharat Abhiyan, an idealistic 
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creativity aimed at strengthening India’s 

self-assurance diagonally critical sectors, 

including healthcare. The operation 

highlights indigenous production, digital 

innovation, capacity building, and accessible 

healthcare services for all. 

Health care marketing 

demonstrations a key role in this context. It 

refers to the strategic communication and 

promotion of health services, medical 

products, preventive programs, and public 

health information. In India, the scope of 

healthcare marketing has extended rapidly 

with the rise of digital platforms, 

telemedicine, social media campaigns, and 

government-led awareness programmes. 

Above the Atmanirbhar Bharat framework, 

health care marketing is not only about 

promoting healthcare brands but also about 

improving public health literacy, building 

trust in Indian innovations, and encouraging 

behavioural changes among the population. 

With the growing of native 

healthcare solutions—such as Indian-made 

vaccines, medical devices, AYUSH-based 

preventive medicines, generic drugs, and 

digital health platforms—effective 

marketing confirms that these revolutions 

reach the masses. Campaigns promoting the 

National Digital Health Mission (NDHM), 

e-Sanjeevani telemedicine services, 

Ayushman Bharat, and Jan Aushadhi 

schemes play an important role in educating 

citizens about accessible and affordable 

healthcare options. Moreover, the use of 

regional languages, community health 

workers, and culturally relevant content 

ensures that health messages are understood 

across rural and urban populations. 

Atmanirbhar Bharat therefore 

supports healthcare marketing by boosting 

domestic production, increasing digital 

adoption, and expanding the reach of 

government programs. At the same time, 

marketing initiatives increase awareness 

about preventive healthcare, nutrition, 

hygiene, lifestyle disorders, and 

vaccination—ultimately contributing to a 

healthier and more informed nation. This 

research paper discovers the interconnected 

role of Atmanirbhar Bharat and health care 

marketing in enhancing public health 

awareness and shaping a more self-assured 

healthcare system in India. 

 

Objectives: 

1. To explore how health care marketing 

contributes to public health awareness 

under the Atmanirbhar Bharat 

initiative. 

2. To examine the effect of Atmanirbhar 

Bharat on healthcare communication 

strategies, including promotion of 

indigenous products. 

3. To measure the effectiveness of digital 

health platforms, telemedicine, and 

social media in disseminating health 

information. 

4. To analyze the awareness and 

behaviour change among the public in 

response to health marketing 

campaigns. 

 

Research Methodology: 

 Government reports, health surveys 

(NFHS), WHO data, and published 

research articles are used as secondary 

data.  

 Descriptive and analytical study to 

examine government healthcare 

schemes, their impact, and challenges. 
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 Government publications (NDHM 

reports), Campaign reports, annual 

reports from health startups. 

 

Scope and Limitations: 

 Scope: Focus on health marketing in 

India under Atmanirbhar Bharat, 

particularly digital campaigns, 

indigenous products, and public health 

schemes. 

 Limitations: limited coverage of 

remote areas, and self-reported data 

that may contain response bias. 

 

Challenges: 

1. Limited Digital Literacy: A large 

portion of India’s population—especially in 

rural regions—has limited digital skills, 

which reduces the reach of online healthcare 

marketing campaigns and digital health 

services. 

2. Inadequate Access to Technology: 

Regardless of the growth of Digital India, 

many areas still face poor internet 

connectivity, low smartphone penetration, 

and unreliable digital infrastructure, creating 

a gap in attentiveness and service delivery. 

3. Misinformation and Low Trust: 

Unverified health information spreads 

rapidly on social media. This 

misrepresentation undermines genuine 

government campaigns and reduces public 

trust in health marketing messages. 

4. Lack of Trained Healthcare Marketing 

Professionals: India still has a lack of 

skilled professionals specializing in health 

communication, behavior change 

communication, and digital health marketing 

strategies. 

5. Slow Adoption of Indigenous Products: 

Although Atmanirbhar Bharat helps 

domestic manufacturing, public acceptance 

of indigenous medical devices, AYUSH 

products, and digital apps is sometimes slow 

due to a preference for imported alternatives. 

6. Regulatory and Administrative 

Barriers: Complex rules, slow approval 

processes, and frequent policy changes 

hinder innovation, product launch, and 

marketing efforts in the healthcare sector. 

7. Low Health Literacy: A important 

portion of the population has limited 

understanding of medical terms, preventive 

care, and digital health tools—making 

awareness campaigns less effective. 

8. Financial Constraints: Many healthcare 

startups, MSMEs, and hospitals face limited 

funding for large-scale marketing 

campaigns, affecting their ability to contend 

with higher brands. 

9. Challenges in Behavior Change: Even 

when awareness increases, changing health 

behavior—such as vaccination acceptance, 

hygiene practices, or chronic-disease 

management—remains difficult due to 

cultural and social influences. 

10. Data Privacy Concerns: People remain 

careful about sharing personal health 

information on digital platforms, affecting 

the adoption of apps like ABDM-linked 

health IDs. 

11. Limited Integration between AYUSH 

and Modern Healthcare: While 

Atmanirbhar Bharat helps AYUSH, there is 

limited standardized marketing 

communication that integrates both systems 

in a scientifically consistent manner. 

 

Conclusion:  

The study highlights that health 

care marketing plays a vital role in 

improving public health awareness, 
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especially in the context of the 

Atmanirbhar Bharat initiative, which 

focuses on strengthening India's self-reliance 

in healthcare. Through improved digital 

infrastructure, indigenous manufacturing, 

AYUSH promotion, and large-scale 

government health programs such as NDHM 

and Ayushman Bharat Digital Mission, the 

country has finished substantial progress in 

increasing access to reliable health 

information. 

Digital health marketing—through 

social media campaigns, telemedicine 

platforms, health apps, and awareness 

drives—has contributed to better health 

literacy and engagement. However, 

challenges such as digital inequality, 

misinformation, low health literacy, 

regulatory barriers, and limited professional 

expertise still hinder the full potential of 

health communication in India. 

Overall, Atmanirbhar Bharat has 

created a strong foundation for affordable, 

accessible, and technology-driven 

healthcare marketing, but continued 

innovation, regulation, and public 

engagement are essential to maximize its 

impact. 
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