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THE NEXT SHARE SHIFT 
IN KETOCONAZOLE SHAMPOOS WILL BE WON AFTER THE FLAKES DISAPPEAR

SHARED WITH THE LEADERSHIP TEAMS OF MAJOR COMPETING KETOCONAZOLE-BASED ANTI-DANDRUFF BRANDS IN INDIA

Active-control, correct-use,
maintenance, repurchase,
and recurrence playbook for
market leaders, challengers,
and selective share-gain
brands 

A DERMATOLOGIST-LED 

Shampoos and topical scalp formulations in which
ketoconazole is the central active, including ketoconazole-
only and ketoconazole-led combinations. Exact indications,
concentration, frequency, contact time, maintenance use,
and Rx / OTC status vary by product and must follow the
current Indian approved label. 

SCOPE 

K E T O C O N A Z O L E



Ketoconazole brands can win the
dermatologist’s recommendation and still
lose the patient journey. The user may
apply the shampoo to hair rather than
scalp, rinse too quickly, stop once visible
flakes improve, switch to a cosmetic
product, or repeatedly self-treat a scalp
condition that needs reassessment.

That creates a larger competitive
opportunity than another antifungal claim.
The brand that owns correct application,
active-control completion, maintenance
transition, same-brand repurchase, and
responsible dermatologist re-entry can
become the clinic’s scalp-control system.

This document combines the shared
ketoconazole clinical and channel engine
with three market postures: defend
leadership, challenge the default, or
capture a focused share wedge.

Every recipient should recognise its
position immediately: defend the default,
displace the default, or own a selective
high-value wedge.

T H R E E  B R A N D  P O S I T I O N S .
O N E  M O L E C U L E - W I D E
O P P O R T U N I T Y .
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Brand position What this playbook is designed to do

Market leader
Convert dermatologist recommendation and consumer availability into complete

active-to-maintenance ownership.

Challenger
Attack the leader at correct use, hair / scalp experience, maintenance, or

dermatologist re-entry—not with another generic dandruff claim.

Other / selective-share
brand

Own one clinic segment, channel, recurrence pattern, or regional pathway where
execution leakage is high.
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MOLECULE CONTROL NOTE  KETOCONAZOLE SCALP FORMULATIONS

THE F IRST PACK WINS AN EPISODE.  
THE CONTROLLED SECOND PACK CAN WIN THE CATEGORY REL ATIONSHIP.



Product arena Shared engine Product-specific layer

Ketoconazole-only medicated
shampoo

Assessment boundary, scalp
application, control checks,

maintenance and recurrence re-
entry.

Approved concentration,
indication, frequency, contact

time, maintenance directions, and
pack size.

Ketoconazole-led combination
shampoo

The same active-control and
continuity pathway.

Combination claims, tolerability,
cosmetic base, other active

ingredients, and label-specific
directions.

Prescription-led brand
Dermatologist initiation, clinic

education, correct-use activation,
and review.

Rx communication boundaries and
clinic-channel activation.

OTC / consumer-health brand
Approved use, repurchase,

maintenance, and red-flag return
to dermatology.

Consumer claims, retail links,
product support, and escalation

language.

Hybrid Rx + OTC brand
One connected pathway from

dermatologist recommendation to
repeat purchase.

Two-shell governance separating
neutral clinic education from

approved product communication.

STRATEGIC CHOICE

The market-facing playbook should be molecule-led because ketoconazole is the common clinical and consumer

anchor. It should not be brand-led, and it should not be a generic “dandruff category” deck that gives equal benefit to

every antifungal, keratolytic, or cosmetic competitor.

At the same time, ketoconazole formulations are not interchangeable. Concentration, combination actives, cosmetic

base, approved indication, frequency, contact time, maintenance directions, age limits, and Rx / OTC status can

differ. The service must therefore operate from an approved product library and show only the directions for the

exact product selected by the dermatologist or consumer pathway.

ONE KETOCONAZOLE PLAYBOOK FOR A FORMULATION-DIVERSE, RX-TO-OTC SCALP MARKET
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THE STRATEGIC DECISION
Build one Scalp Control Loop for the molecule. Let the leader,

challenger, and selective-share brand enter that loop with a different

competitive objective.

SAME CENTRAL ACTIVE. DIFFERENT FORMULATION AND CHANNEL RULES. ONE
UNOWNED MAINTENANCE OPPORTUNITY.

I N D I T E C H  |  M O L E C U L E  C O N T R O L  N O T E  |   K E T O C O N A Z O L E  S C A L P  F O R M U L A T I O N S  
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CATEGORY PROVOCATION
THE ANTI-DANDRUFF MARKET HAS TRAINED CONSUMERS TO BUY EPISODES, NOT

CONTROL

Flakes appear. A medicated shampoo is tried. Symptoms improve. Treatment stops. A cosmetic or competitor

brand takes over. The next flare restarts the category battle.

Ketoconazole 2% shampoo has evidence of benefit in dandruff and seborrhoeic dermatitis, and product

information commonly stresses correct scalp application and several minutes of contact before rinsing.[1][2]

Evidence also supports relapse prevention with scheduled maintenance in appropriate product and clinician

contexts.[3] The commercial gap is that brands rarely operationalise this active-control-to-maintenance

transition.
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THE NEW COMMERCIAL RULE

The brand that controls the handoff from active

treatment to maintenance can own more value than the

brand that only wins the first recommendation.

The next share shift will be won after
active control - when the user either
forms a routine or returns to the
category auction.

Old category behaviour Why it is exposed

Promote antifungal efficacy and “removes
dandruff”

Most serious competitors can communicate the same basic
molecule benefit.

Assume shampoo instructions are self-
executing

Users apply to hair, use the wrong amount, shorten contact
time, or combine products.

Treat visible improvement as the end point
The consumer stops and the brand loses maintenance and
repurchase.

Treat every recurrence as routine dandruff
Changed, severe, inflammatory, treatment-resistant, or
atypical scalp disease may need dermatologist review.

Separate Rx and OTC worlds
The brand cannot connect dermatologist recommendation,
correct use, repeat purchase, and re-entry.

Measure first purchase only
The real leadership moat—controlled second purchase and
sustained maintenance—remains invisible.
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Control point Non-negotiable function

Assessment boundary
Prompt dermatologist review for atypical, severe, inflammatory, treatment-resistant,
or changed presentations; patient-facing tool does not diagnose.

Exact product activation
Load only the approved instructions for the selected ketoconazole product and
pack.

Technique
Apply to scalp as directed, observe approved contact time, rinse correctly, and
avoid casual product stacking.

Active-control
completion

Track use and symptoms during the labelled or dermatologist-directed treatment
phase.

Maintenance transition
Activate only if supported by the product label and / or dermatologist plan; no
generic maintenance regimen across brands.

Repurchase continuity
Support same-brand repeat purchase without bypassing medical review where it is
required.

Recurrence governance
Identify change, severity, non-response, irritation, or red flags and return the user to
dermatology.

The Responsible Ketoconazole Scalp Engine:
Assess / select → activate exact product →
apply to scalp correctly → complete active
phase → enter approved maintenance →
repurchase same product → reassess recurrence

The service supports appropriate dermatologist assessment,

exact approved product use, transition to maintenance where

permitted, and responsible return to dermatology when the

course is atypical or uncontrolled. It must not diagnose every

flaky scalp as dandruff or seborrhoeic dermatitis, recommend

an unapproved regimen, or encourage indefinite self-treatment.
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EMBEDDED CLINICAL ENGINE
ASSESS APPROPRIATELY. USE EXACTLY. CONTROL ACTIVELY. MAINTAIN RESPONSIBLY. RE-ENTER

DERMATOLOGY WHEN NEEDED.

The clinical boundary protects the commercial strategy: a responsible OTC or Rx brand earns dermatologist trust by
knowing when not to keep selling shampoo.



Leak How brand value is lost

1. Assessment leak
Every flake is treated as routine dandruff; atypical disease weakens
product trust when it does not respond.

2. Selection leak
The consumer picks by generic “anti-dandruff” language rather than an
exact ketoconazole product plan.

3. Application leak
Shampoo is spread mainly through hair, contact time is shortened, or the
scalp is not covered adequately.

4. Regimen leak
Frequency or duration is misunderstood; products with different labels are
treated as interchangeable.

5. Experience leak
Dryness, irritation, hair feel, fragrance, lather, or conditioning concerns
cause silent abandonment.

6. Improvement leak
Visible flakes decrease; the user stops before the active plan is completed
or before maintenance is established.

7. Repurchase leak A cosmetic, cheaper, or more available competitor wins the next purchase.

8. Recurrence leak
The user restarts repeatedly without reassessment, or the returning
condition is no longer the same clinical problem.

THE DRIFT DEFINITION
KETOCONAZOLE CONTROL-TO-MAINTENANCE DRIFT
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The drift is not lack of dandruff awareness. It is the break between dermatologist or consumer product selection and

a disciplined, correctly used, repeatable scalp-control routine.
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A ketoconazole brand can win the dermatologist’s recommendation and still lose correct use,
maintenance, the second pack, and the recurrence visit.

The leader owns the first episode only if it also owns what happens when the scalp looks better.

THE COMMERCIAL CONSEQUENCE



Moment
Patient / channel
reality

Brand opportunity

1. Symptom onset
Flakes, itch, scale, or redness trigger
self-diagnosis, search, chemist
advice, or dermatologist visit.

Create a safe route into the right
pathway.

2. Assessment
Routine dandruff / seborrhoeic
dermatitis must be separated from
atypical or severe scalp disease.

Earn dermatologist trust by
protecting the boundary.

3. Product selection
Ketoconazole-only, combination, Rx,
OTC, and cosmetic alternatives
compete.

Make the exact product and its role
clear.

4. First application
Technique, scalp coverage, contact
time, and product stacking determine
real-world experience.

Own correct-use activation.

5. Active-control phase
Symptoms improve, persist, irritate,
or fluctuate; adherence may weaken.

Use short weekly checks and clinic
escalation.

6. Transition
The user sees fewer flakes and
assumes treatment is finished.

Create an approved maintenance
handoff.

7. Repurchase
Retail availability, price, pack
duration, hair feel, and habit decide
the second purchase.

Protect same-brand continuity.

8. Recurrence / re-entry
The same or a changed scalp
problem returns.

Route routine recurrence
appropriately and changed disease
back to dermatology.

 MOMENTS THAT MATTER
KETOCONAZOLE LEADERSHIP IS WON OR LOST ACROSS EIGHT MOMENTS
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THE CONTROL ZONE : Own Moments 4–8 and the brand stops being a medicated shampoo. It
becomes the user’s dermatologist-linked scalp-control system.



INTEGRATED SOLUTION

The Scalp Control Loop is one integrated service with two governance shells

and three linked tracks. The clinic and academy own assessment, neutral

education, red flags, and dermatologist re-entry. The product shell owns

approved directions, pack support, reminders, and repurchase after the

exact product has been selected.
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THE SCALP CONTROL
LOOP

Assess. Activate. Control.
Maintain. Repurchase. Re-enter.



Track Core modules Commercial purpose

1. Active control

Scalp-condition check; exact-use
activation; contact-time support;
weekly symptom and tolerability
check.

Protect the first product experience
and reduce early abandonment.

2. Maintenance and
repurchase

Approved maintenance calendar;
pack-duration estimate; same-brand
repurchase; periodic clinic check.

Convert active response into a
controlled second and subsequent
purchase.

3. Recurrence and re-entry
Pattern-change questions; irritation
and red flags; dermatologist booking
or clinic contact.

Retain trust and prevent
uncontrolled self-treatment.

Cross-track academy
Differential diagnosis, technique,
maintenance logic, tolerability, and
recurrence education.

Give dermatologists a reason to
support the service.

Cross-track analytics
Activation, technique, control,
transition, repurchase, recurrence,
and clinic re-entry.

Connect Rx recommendation and
OTC continuity in one measurement
system.
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TWO-SHELL RULE

Neutral clinical content remains clinic- and academy-branded. Approved product instructions and purchase support

remain inside the exact ketoconazole brand shell.



Module Patient experience Clinic / brand output

Scalp-condition check

Short clinic-branded questions about
symptom pattern, severity, prior products,
irritation, hair loss, lesions, and treatment
resistance.

Flags presentations needing
dermatologist assessment; no
automated diagnosis.

Exact-use activation
Product-specific amount / frequency /
contact-time directions from the approved
label or dermatologist plan.

Prevents generic instructions from
being applied across different
ketoconazole brands.

Technique coach
Apply to scalp, massage as directed, use
countdown timer, rinse, and avoid eyes /
broken skin as applicable.

Improves the probability of correct
product experience.

Weekly control check
Flaking, itch, redness, scale, discomfort,
missed applications, other shampoos,
irritation, and hair-feel concerns.

Identifies early failure, misuse, or
abandonment.

Clinic escalation
Simple “contact my clinic” route when
symptoms worsen, change, or fail to
respond.

Protects dermatologist authority and
brand trust.
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TRACK 1 : ACTIVE CONTROL
MAKE THE FIRST TREATMENT PHASE EXACT—NOT APPROXIMATE

A shampoo formulation can be clinically appropriate and still produce a poor real-world experience if the user applies it

incorrectly. The first track therefore treats technique and early response as commercial control points.
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Ketoconazole shampoo product information commonly requires application to the scalp and a defined contact period before

rinsing; the exact instructions differ by product and must be loaded from the current Indian label.[1]

ACTIVE-CONTROL PRINCIPLE

A ketoconazole shampoo used incorrectly cannot deliver the intended product experience. Technique is not patient education

around the edge of the brand; it is part of the brand moat.

T R A C K  1  :  A C T I V E  C O N T R O L



Maintenance module Function

Transition confirmation
Confirm completion of the active phase and whether the product / doctor
plan includes a maintenance schedule.

Approved maintenance calendar
Send reminders only at the approved or doctor-directed frequency; do not
generalise one brand’s regimen to another.

Pack-duration planning
Estimate when a replacement pack may be needed, with a disclaimer that
actual use varies.

Same-brand repurchase
Provide authorised retail / e-commerce or pharmacy route for the exact
product, where compliant.

Experience and tolerability check
Capture dryness, irritation, hair feel, fragrance, lather, and preference issues
before the user switches silently.

Periodic clinic check
Ask whether control is stable, whether the pattern has changed, and
whether dermatologist review is needed.

No escalation by purchase
Do not tell the user to increase frequency, combine medicated products, or
repeat indefinitely without advice.
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TRACK 2: 
 MAINTENANCE AND REPURCHASE

THE CONTROLLED SECOND PURCHASE IS THE REAL CONTINUITY ASSET

The commercial danger arrives when the user sees fewer flakes and concludes that the job is finished.

Where supported by the product label and dermatologist plan, the service should create an explicit

transition from active use to maintenance rather than allowing the user to improvise.



TRACK 2: 
 MAINTENANCE AND REPURCHASE

2% shampoo maintenance

than with placebo after initial

response, supporting the

strategic importance of a

control-to-maintenance

pathway. The specific regimen

for any Indian brand must

nevertheless follow its

approved label and

dermatologist direction.[3]

THE COMMERCIAL HANDOFF

The first pack proves active

control. The second pack

proves that the brand has

become a routine.

The brand that manages the

transition from “better” to

“stays controlled” owns the

relationship competitors

usually inherit.

multicentre trial found

lower relapse with

scheduled ketoconazole A 
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TRACK 3 :
RECURRENCE AND DERMATOLOGIST

RE-ENTRY
THE RESPONSIBLE KETOCONAZOLE BRAND KNOWS WHEN NOT TO KEEP SHAMPOOING

Recurrence is commercially valuable but clinically sensitive. A returning scalp problem may be the same familiar pattern,

poor maintenance, irritation, contact dermatitis, psoriasis, tinea capitis, secondary infection, or another condition. The

service should not automatically push the next purchase.



Recurrence question Why it matters

Did the previous active phase produce meaningful
control?

No response may indicate incorrect use, poor
adherence, wrong product, or a different diagnosis.

How quickly did symptoms return?
The interval helps the dermatologist distinguish
maintenance failure from a changed or persistent
problem.

Is there marked redness, pain, crusting, discharge,
pustules, or patchy hair loss?

These features should route the user to clinical
review rather than automatic repeat purchase.

Are there thick / sharply demarcated plaques or a
new distribution?

Pattern change may require a different diagnostic
pathway.

Was a new hair colour, oil, styling product, helmet
routine, or cosmetic introduced?

Contact or irritant factors may be relevant.

Has the user combined several medicated shampoos
or used a topical steroid?

Product stacking and unsupervised treatment can
alter the presentation.

Does the user need dermatologist review before
another course?

The brand protects trust by routing uncertainty back
to care.

19Inditech Health Solutions

Dermatologists receive appropriate returning patients instead of losing them to

search or retail advice.

The brand demonstrates that OTC availability does not mean casual self-

management.

Trust is retained even when the same product is not the right next step.

RE-ENTRY VALUE

The recurrence interval becomes a dermatologist-linked service relationship, not a

licence for indefinite self-treatment.



Month Academy topic Commercial role

1
Dandruff, seborrhoeic dermatitis, psoriasis,
contact dermatitis, and tinea capitis: where

pathways separate.
Protects diagnostic credibility.

2
Why scalp coverage and contact time

determine real-world response.
Makes correct use a brand-control

issue.

3 The active-control to maintenance transition. Creates the second-purchase pathway.

4
Why users stop when flakes disappear—and

why recurrence follows.
Normalises a structured maintenance

conversation.

5
Hair feel, dryness, irritation, and silent product

abandonment.
Helps brands solve a practical

switching driver.

6
Building an Rx-to-OTC scalp-control loop

without losing clinical oversight.

Connects dermatologist
recommendation and consumer

continuity.

ACADEMY AND FIELD CADENCE
SIX MONTHS OF SCALP-CONTROL EDUCATION THAT STRENGTHENS

DERMATOLOGY
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Operating cadence

Dermatology rep: installs the clinic shell, shares the monthly academy case, and reviews permitted aggregate clinic use.

Consumer / digital team: operates approved product-use, pack support, repurchase, and service queries.

Medical team: approves clinical boundaries, red-flag logic, product directions, maintenance rules, and adverse-event

handling.

Clinic: remains the source of diagnosis, treatment selection, review, and escalation.

FIELD FORCE STORY

“Doctor, ketoconazole brands lose patients after the first recommendation because technique, stopping, switching, and

recurrence are not controlled. We have built the clinic-linked system that closes those gaps.”



STRATEGIC VARIANTS BY
BRAND POSITION
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Leader vulnerability Required move

Strong first
recommendation creates
complacency

Install the active-control and maintenance
pathway before a challenger reframes leadership
around continuity.

Rx and OTC data remain
separate

Connect clinic activation, product use,
repurchase, and re-entry with consent and
appropriate data boundaries.

The leader educates the
category

Tie education to a proprietary service that
improves correct use and same-brand
continuation.

Consumers switch after
visible improvement

Own the approved maintenance transition and
second purchase.

Recurrence is treated as a
retail opportunity only

Build responsible dermatologist re-entry and
retain professional trust.

MARKET-LEADER STRATEGY
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The market leader’s danger is not only losing the dermatologist’s first

recommendation. It is losing different parts of the journey to different competitors: a

medicated rival wins the flare, a cosmetic brand wins routine, an e-commerce brand

wins repurchase, and the dermatologist loses the recurrence relationship.

Become the ketoconazole brand dermatologists start, users apply correctly,

consumers repurchase, and recurring scalps return through.

LEADER PLAY

THE LEADER’S
NEXT MOAT IS

NOT “MOST
PRESCRIBED.” IT

IS “MOST
COMPLETELY

USED.”

CONVERT FIRST-PRESCRIPTION SCALE INTO COMPLETE SCALP-
CONTROL OWNERSHIP

Start in high-prescription dermatologist clusters with strong retail availability.

Use the two-shell model so consumer continuity does not dilute clinical

authority.

Make controlled second purchase, maintenance persistence, and dermatologist

re-entry the leadership dashboard.

Use scale to occupy the complete pathway before competitors assemble it

piecemeal.



Challenger wedge How to use it

Correct-use precision
Make scalp application and contact-time support the reason dermatologists trial
the brand.

Maintenance ownership
Offer the first credible transition and recurrence-control pathway in selected
clinics.

Hair / scalp experience
Capture dryness, irritation, hair feel, lather, fragrance, and abandonment—
without unsupported superiority claims.

Dermatologist re-entry
Position the brand as the responsible OTC / Rx product that returns changed or
uncontrolled disease to care.

Channel continuity
Connect dermatologist initiation to authorised repurchase more effectively than
the incumbent.

Focused formulation logic
Use the approved combination or base as an entry point, then prove real-world
continuation rather than relying on ingredient stacking alone.
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CHALLENGER STRATEGY

CHALLENGER POSITIONING : THE LEADER OWNS THE FIRST RECOMMENDATION. THE CHALLENGER MUST OWN

THE REASON THE USER STAYS WITH THE EXACT PRODUCT.

A challenger cannot usually beat the leader immediately on installed dermatologist recall, retail familiarity, and habitual

recommendation. It can, however, own a neglected moment that changes the basis of choice.

DO NOT OUTSHOUT THE LEADER. ATTACK THE JOURNEY IT HAS LEFT UNBUILT.
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Choose clinics where the leader’s first-pack strength is visible but maintenance and repurchase are unmanaged.

Use service activation - not discounting - as the reason to trial.

Measure correct-use completion, transition, second purchase, and share shift versus matched controls.

Scale only after the workflow changes both behaviour and brand outcome.

The strongest challenger move is to turn a shampoo choice into a clinic-linked routine.



Possible wedge Service emphasis

High-recurrence dermatology clinics
Active-control completion, maintenance handoff, and timed
recurrence review.

First-time medicated-shampoo users
Technique coach, contact-time timer, and early tolerability
check.

Hybrid Rx-to-OTC city clusters
Dermatologist activation linked to authorised same-brand
repurchase.

Hair-feel / abandonment-sensitive users Experience check and product-specific adherence support.

E-commerce-heavy consumer segments
Approved product education, pack support, and
dermatologist re-entry.

Regional dermatology strongholds
Clinic-branded continuity program with local-language
support and local retail availability.

Combination-formulation niche
Approved role of the combination plus a complete control-to-
maintenance workflow.
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SELECTIVE SHARE-GAIN STRATEGY

A smaller, regional, or specialty ketoconazole brand should not begin with a national anti-dandruff campaign. It

should choose a segment where execution leakage is obvious and the brand has a credible advantage.

OWN ONE SCALP-CONTROL WEDGE BEFORE TRYING TO OWN THE CATEGORY
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SELECTIVE-SHARE RULE 

Start with 100–300 dermatology clinics or one

tightly defined consumer pathway.

Baseline first recommendation, repeat

purchase, and switching before activation.

Use matched controls and a 90-day decision

window.

Expand only if same-brand continuation and

commercial value move with service use.

Do not promise to own all dandruff.
Own one repeatable scalp-control
problem so completely that the
brand earns expansion.



CONNECT DERMATOLOGIST

RECOMMENDATION, CORRECT USE,

MAINTENANCE, AND REPEAT PURCHASE 

MEASUREMENT
MODEL
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Layer Measures What it proves

Clinic activation
Dermatologists configured; clinic links shared;
staff adoption; academy engagement; repeat
monthly use.

The professional pathway is
operational.

Correct use
Technique module completion; contact-time
timer use; missed applications; product
stacking; early irritation.

The brand is improving real-world
execution.

Active control
Weekly symptom checks; course completion
proxy; clinic review triggers; non-response
signals.

The first treatment phase is visible.

Maintenance
Transition rate; maintenance reminders;
persistence; pack-duration alignment.

Visible improvement is becoming a
routine.

Commercial continuity
Same-brand second purchase; repeat
purchase interval; authorised channel
conversion; share versus controls.

The service is retaining the exact
product.

Recurrence and trust
Time to recurrence; dermatologist re-entry;
changed-pattern flags; satisfaction; adverse-
event routing.

The brand is retaining trust beyond
the sale.

PRIMARY DECISION METRIC

Does the Scalp Control Loop increase correctly timed same-brand repeat purchase and maintenance

persistence, while routing atypical or uncontrolled disease back to dermatology?

The first pack is a transaction. Correct use plus the controlled second pack is a defensible behaviour

change.
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Layer Non-negotiable guardrail

Patient-facing clinical shell
No diagnosis, no claim that every flake is fungal, no instruction to self-
treat atypical disease, and clear dermatologist re-entry.

Product shell
Only approved indication, concentration, frequency, contact time,
maintenance, age, and safety language for the exact product.

Combination products
No extrapolation from ketoconazole-only evidence to superiority of a
fixed combination without approved substantiation.

Rx / OTC boundary
Prescription products activate through approved professional channels;
OTC support must not bypass dermatologist assessment when red flags
or non-response appear.

Data
Consent, minimum necessary data, transparent retail / e-commerce
tracking, clinic control of clinical details, and aggregate sponsor
reporting.

Safety
Irritation, contact dermatitis, hypersensitivity, hair texture / colour
changes, and other relevant complaints route through approved
pharmacovigilance processes.[4]

Commercial conduct
No indefinite-use prompt, no frequency escalation, no product stacking,
and no false equivalence across different ketoconazole formulations.

The ketoconazole brand wins by extending the dermatologist’s plan—

not by using OTC access to disintermediate dermatology.

TRUST PRINCIPLE

GOVERNANCE AND GUARDRAILS
SEPARATE NEUTRAL SCALP EDUCATION FROM APPROVED PRODUCT COMMUNICATION
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Phase Days Work

1. Configure 0–20

Select brand posture and product arena;
validate approved directions; choose
clinics / channels and controls;
configure two shells, red flags, consent,
and measurement.

2. Activate 21–60

Onboard dermatologists; start active-
control journeys; monitor technique,
early experience, and clinic workflow;
launch approved repurchase path.

3. Prove 61–90

Measure transition, second purchase,
maintenance persistence, recurrence re-
entry, and share movement; decide
scale, modify, or stop.

Brand position Pilot focus

Leader
High-prescription clusters; connect first
recommendation to maintenance and
authorised repeat purchase.

Challenger
Clinics where the leader’s technique,
experience, or maintenance pathway is
weak; use service as trial reason.

Selective-share brand
One high-recurrence, regional, consumer-
channel, or formulation-specific wedge
with strong access.

FIRST-MOVER PILOT

31Inditech Health Solutions

A 90-DAY TEST OF ACTIVE-TO-MAINTENANCE OWNERSHIP

PILOT POSTURE BY BRAND POSITION
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Go / no-go gates

Dermatologists continue using the clinic shell after

initial activation.

Correct-use and active-control checks achieve practical

completion rates.

A meaningful proportion of eligible users transition to

approved maintenance.

Same-brand second purchase improves versus controls.

Red-flag and pharmacovigilance workflows operate

correctly.

Incremental value supports scale economics.

This molecule note can go to every major
ketoconazole brand. Implementation

capacity should be allocated first to the
brand that commits to a defined clinic /

channel pilot and proves the control loop.

THE URGENCY LINE
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Recommended next step: a 30-minute Ketoconazole Scalp Control Diagnostic for the individual brand. The

output should identify its market posture, formulation and channel arena, largest leakage point, priority clinic /

consumer cluster, pilot configuration, and go / no-go metrics.

THE FIRST BRAND TO INSTALL THE ACTIVE-TO-MAINTENANCE SYSTEM TURNS EVERY LATER CAMPAIGN

INTO A RESPONSE.
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CLOSING DECISION
KETOCONAZOLE DOES NOT NEED ANOTHER DANDRUFF CAMPAIGN. IT NEEDS ONE BRAND

TO OWN THE COMPLETE CONTROL LOOP.

The old rule was: win the dermatologist recommendation

or consumer first purchase. The new rule is: ensure correct

application, complete the active phase, transition

appropriately to maintenance, retain the exact product at

repurchase, and route changed or uncontrolled recurrence

back to dermatology.

CENTRAL POSITIONING LINE

In ketoconazole scalp care, the next winning brand will not

be the one with another anti-dandruff claim. It will be the

brand that owns what happens after the flakes disappear.
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1. Ketoconazole 2% w/w Shampoo Summary of Product Characteristics, electronic Medicines Compendium,

updated 2025. Supports the use of exact product-specific indication, scalp application, contact-time, active-

treatment, and maintenance instructions. Indian approved labels must govern deployment.

2. Okokon EO, et al. Topical antifungals for seborrhoeic dermatitis. Cochrane Database of Systematic Reviews.

2015;CD008138. Supports that ketoconazole is more effective than placebo for seborrhoeic dermatitis, while

evidence is limited for superiority over every other active comparator.

3. Peter RU, Richarz-Barthauer U. Successful treatment and prophylaxis of scalp seborrhoeic dermatitis and

dandruff with 2% ketoconazole shampoo. British Journal of Dermatology. 1995;132:441–445. Supports the

strategic relevance of a maintenance and relapse-prevention pathway after active response.

4. DailyMed / US prescribing information for ketoconazole shampoo 2%, current label accessed 23 July 2026.

Used to frame topical safety and adverse-event routing. Indian approved product information must govern all

patient language.

Strategic concept draft. Not medical advice or approved promotional material. All claims, workflows,

maintenance rules, patient language, data use, channel links, and field execution require sponsor medical, legal,

regulatory, privacy, consumer-health, and pharmacovigilance approval.

SOURCE NOTES AND EVIDENCE
BOUNDARIES
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The next winning ketoconazole brand won't compete

on another anti-dandruff message.

It will own the complete scalp-control pathway - from

correct scalp application and active-phase completion

to approved maintenance, same-brand repurchase,

and responsible dermatologist re-entry for recurrence.

Next Steps

If you would like to explore how these ideas can be

adapted to your brand strategy, we would be happy to

discuss them further.

Get in touch with our team to schedule a 30-minute

Ketoconazole Scalp Control Diagnostic and discover

how your brand can defend leadership, challenge

established competitors, or build selective market

share through a dermatologist-led active-control,

maintenance, repurchase, and recurrence-

management system.

The decision for a ketoconazole scalp brand team

is simple: Will you remain another brand competing

on anti-dandruff claims, or become the brand that

helps dermatologists and consumers ensure every

treatment journey is completed correctly,

maintained appropriately, and protected against

recurrence?

Ketoconazole doesn't need another "removes

dandruff" campaign. It needs a brand that

transforms every recommendation into a

structured, active-to-maintenance scalp control

pathway.

Old rule: win the first recommendation.

New rule: own what happens after the flakes

disappear.
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