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TODAY

An Economic Transformation Is Underway
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Economic Measure 2008 2009 2010 2011

GDP (% chg) 2.6% (1.3%) 3.9% 4.6%

Unemployment (%, SA) 5.8% 9.3% 9.9% 9.5%

Consumer Price Inflation (% Chg) 3.8% (0.3%) 1.8% 2.1%

Retail Sales (% Chg) -1.0% (6.3%) 6.0% 5.7%

Residential Permits, Total (Mil) 3.58 2.33 2.71 4.21

Source:  Moodyôs Economy, Updated June 2010

Conditions Are Slowly Improving But Still Unstable
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47%
feel they are worse off 

today versus last year

of consumers

39%
have difficulty affording 

essential groceries

of consumers

Many Consumers Are Struggling
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More Than Six 

Times

One or Two 

Times

Three or 

Four Times

Five or 

Six Times

MONTHLY OTC MEDICATION USAGE

AS % OF CONSUMERS

U.S. Consumers Heavily Rely on OTC Medications
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16%

9%

73%

OTC Usage 

Has Stayed 

The Same

of consumers

For of consumers

of consumers

buté OTC Usage

But Difficult Economic Conditions Have Had Mixed Results on 

OTC Behavior
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Planning Shopping Consumption

éFrom Planning, To Shopping, And Consumption
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20%

Are Purchasing 

Wide-Use OTC 

Medications 

Rather Than 

Separate Products 

13%

Purchase OTC 

Medication Only When 

It Is Specifically 

Needed

58%

Are Trying To Make 

OTC Medications 

Last Longer

of consumers of consumers of consumers

Conservative Behaviors Prevail
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FLAT

Total OTC 

Industry

FDMW UNIT SALES CHANGE 2010 v 2009

AMONG TOP 10 OTC CATEGORIES

Internal Analgesics

First Aid Products

Cough Drops

Anti-Smoking Products

Acne Treatments

Nasal Products

(1%)

(2%)

(4%)

(4%)

(3%)

(6%)

Vitamins

Weight Control/Nutrition Liquids/Powder

Gastrointestinal

+6%

+3%

+1%

Cold/Allergy/Sinus FLAT

Resulting in Mixed Unit Sales Trends
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FDMW UNIT SALES CHANGE 2010 v 2009

TOP 10 OTC CATEGORIES

+2%

Total 

Industry

Cough Drops

Internal Analgesics

First Aid Products

Acne Treatments

Anti-Smoking Products

Nasal Products

(1%)

(1%)

(1%)

(3%)

(5%)

(5%)

Vitamins

Gastrointestinal

Cold/Allergy/Sinus

Weight Control/Nutrition Liquids/Powder

+11%

+5%

+3%

+3%

Dollar Sales Trends Vary Drastically
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PRICE PER VOLUME CHANGE VS YEAR AGO

TOP 10 OTC CATEGORIES

Industry Average

+1%

Price Changes Are An Influencing Factor, But Donôt Tell The 

Whole Story
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OTC Brands are significantly less elastic than CPG brands

Highly
Inelastic

Hemorrhoids -0.3

Fiber Laxative -0.4

Anti-Diarrhea -0.4

Yeast Infection -0.4

Pediatric UR -0.4

Childrenôs Cough Syrup -0.5

Calcium Supplement -0.5

External Analgesic -0.6

Adult UR -0.6

Lip Care -0.6

Foot Care -0.5

Cough Drops -0.6

Multi-Vitamins -1.0

Internal Analgesics -0.9

Allergy -0.7

OTC Average = -0.6 

Bear - 2.5

Ketchup -2.5 

Crackers ï2.5

Wine ï2.0

Pasta -1.9

Fresh Eggs -1.3

Rice -1.4

Margarine -1.4

Pies/Cakes -1.3

Canned Meat -1.0

Frozen/Rfg Poultry ï1.0

Mexican Sauce -1.0

Razors -1.0

Soup -0.9

CPG Average = -1.6 

Frozen Dinners ï1.8

Spaghetti Sauce ï1.8

Cold Cereal -1.8
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Despite this inelasticity, OTC brands have continued to 

increase their promotional activityé

Note: name brands in category

% Volume Sold on Promotion - Trade, TPR, Special Packs
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Note: name brands in category

é yet Private Label share continues to increase

Private Label Volume Share

Increase Increase Increase

Decrease

Increase
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Planning Shopping Consumption

Key Trends
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67%

work from a pre-

made list

of consumers

V 50% use a store flyer to 

make the list

V 59% list categories to buy

V 49% use coupons to create 

the list

V 24% list specific brands to 

buy

LIST-MAKING RITUALS

% OF LIST-MAKING SHOPPERS

Product Purchases Have Become Heavily Planned
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INFLUENCERS OF OTC PURCHASE 

BEHAVIOR- % OF CONSUMERS

éWith The Internet Becoming a Valuable Planning Tool for 

OTC Shoppers
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Store Selection

Product Selection

Store Brands

The Purchase Process
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Walmart

Drug Store

Grocery

OTC Total CPG

% GROWTH- 2010 VS 2009

(0.1%) FLAT

3.1% 2.6%

1.7% (0.2%)

OTC

(2.1%)

0.7%

0.4%

Total CPG

(0.2%)

(0.5%)

0.8%

Dollar Sales Change Unit Sales Change

The Drug Channel Continues to Gain OTC Shareé
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29%

SHARE POINT CHANGE FDMW   2010 v 2009

Cold/Allergy/Sinus

Gastrointestinal

Internal Analgesics

Vitamins

Weight Control/Nutrition Liq/Pwd

WalmartGroceryTop 5 Categories

FLAT

(1)

FLAT

FLAT

+1

(1)

(1)

FLAT

FLAT

(1)

Drug

+1

+1

+1

FLAT

FLAT

58% 39%

% of OTC Categories in 

Which Share Has 

Increased Versus Year Ago

éAnd Is Performing Well Across Top Categories
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IMPORTANT STORE ATTRIBUTES

Conveniently Located

Best Selection of Products

Helpful/ Friendly Staff

Good Loyalty Program

Good Selection of Store Brands

A Lot of Sales

Makes Shopping Simple

87%

84%

74%

59%

67%

78%

80%

Channel Selection Is Impacted By A Number of Factors
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29%

search store 

ads and 

choose where 

to purchase 

based on sale 

prices

of consumers

24% 

will go to a 

different store 

to get better 

everyday 

pricing

of consumers

éBut, For OTC Purchasers, Price Is Critical Today
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Is Effective

Is Safe to Use

Addresses My Symptoms/Ailment 

Better Than Other Products 

Has Formula/Benefit That 

Meets My Specific Needs

Offers Longer Lasting Relief 

vs. Alternative Options

Offers Faster Relief vs. 

Alternative Options

OTC BRAND SELECTION CRITERIA

% OF SHOPPERS

Efficacy And Safety Remain A Critical Component of 

Brand Selection
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26%

do not view brand name as 

an important consideration 

when purchasing OTC 

medications

of consumers

While ñBrand Nameò Is Rated As A Much Less Important 

Consideration
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o Buying the store brand instead of a 

name brand
35%

o Buying whatôs on sale rather than 

favorite name brand
30%

o Buying a less expensive name 

brand than what you used to buy
28%

PRODUCT SELECTION CRITERIA

% OF SHOPPERS

Brand Loyalty Has Been Shaken By The Need To Reduce 

OTC Expenditures
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STORE BRAND SHARE OF OTC SALES- FDMX

Units

Dollars
23.9%

31.3%

26.0%

33.3%

2010
2009

+2.0 

points

+2.1 

points

Store Brands Have Traction, And Have Gained Share Over 

The Past Year
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Not Just A 

Meijer Brand.  

A Better Brand.

Unbeatable 

Prices

Big Relief

Retailers Are Working to Capitalize on Store Brand Strength 
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Health & Wellness

Disease State 

Management

Consumption

Prevention 

Treatment
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Chronic Ailments 
% of US Households

# of US Households 
(in Millions)

Annual Market 
Potential for OTC

Allergies 74.8 $11.7B

Headaches 73.9 $10.1B
Muscle/Joint Pain 52.4 $8.2B

Heartburn/Acid Indigestion 49.1 $7.6B

Pain Management 45.5 $7.1B

Acne 41.2 $5.2B

Arthritis Osteoporosis 39.1 $6.6B

Insomnia/Sleeplessness 34.5 $5.3B

GERD/Reflux 33.1 $5.6B

Constipation 33.0 $5.3B

Anxiety 31.5 $4.4B

Time Period: 52-Weeks Ending 03/28/2010

Source: IRI Economic Shopping Behavior Longitudinal DatabaseÊ, IRI Consumer NetworkÊ, Total CPG Syndicated Reviews

Chronic Moderate Ailments are Prevalent in the U.Sé.
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Serious Disease 
% of US Households

# of US Households 
(in Millions)

Annual Market 
Potential for OTC

High Cholesterol 50.5 $8.1B

High Blood Pressure/ Hypertension 49.9 $7.8B

Asthma/Bronchitis 30.9 $4.5B
Obesity 27.7 $4.0B
Heart Problems or Stroke 26.6 $4.2B
Diabetes 22.7 $3.4B
Arthritis Rheumatoid 19.4 $2.9B
Heart Problems Other 17.6 $2.8B
Osteoporosis 16.9 $3.0B

Time Period: 52-Weeks Ending 03/28/2010

Source: IRI Economic Shopping Behavior Longitudinal DatabaseÊ, IRI Consumer NetworkÊ, Total CPG Syndicated Reviews

éSerious Diseases are Widespreadé
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Source: SymphonyIRI  Childhood Obesity Survey April 2010, Shoppers n =1000 

38%
63%

Childhood obesity is a 
public health issue that 

society needs to help 
solve.

Childhood obesity is a
private health issue
that people need
to deal with on
their own.

éand Parents Recognize the Need to be On the Offensive 

when it Comes to the Children

PUBLIC OR PRIVATE MATTER

% OF PARENTS
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But, The World of Healthcare Has Changed
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OTC Marketers Have a ñNewò Audience: The Health & 

Wellness Shopper 2010/2011

Americans Are Seeking Alternatives  

to Avoid Cost of Going to a Physician
61%

Shoppers Want Additional Education on How to Live Better 

Lives Through Healthy Eating
46%

Shoppers Now Believe That Nutrition is a Way to Achieve 

Healthier Lifestyles
54%

Shoppers Are Searching for Affordable ñHolisticò Health and 

Wellness Options 
51%

Shoppers Want Relevant Labeling and Ingredients to Help 

Them Make Informed Choices on Health and Wellness
37%
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Source:  FMI Health and Wellness Survey, IRI AttitudeLink n = 1400

53% 55%
64% 64%

73% 73%

0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

100%

Regular 
visits to 
doctors 

check-ups

Attitude Stress Food and 
beverage 
choices

Lifestyle Exercise

This Audience Understands that Many Factors Impact 

Healthé

FACTORS RATED MOST LIKELY TO IMPACT HEALTH

% OF SHOPPERS
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Source:  FMI Health and Wellness Survey, IRI AttitudeLink n = 1400

BENEFITS OF MAKING HEALTHY LIFESTYLE CHOICES

% OF SHOPPERS

éAnd that The Rewards of Compliance are Sweet


