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“Product recalls from major brands have plagued the
market for OTC analgesic remedies, causing consumers to

turn to private label brands, external ways to treat pain,
and alternative remedies. Brands can consider various new

product innovations as well as using social media to
connect with consumers.”

– Emily Krol, Health and Wellness Analyst

In this report we answer the key questions:

• How to help brands differentiate from private label products
• Limited category brand innovation
• Consumers concerned about using orally ingested products
• Internal analgesic liquids experience very low penetration and sales/market share. How

can brands increase usage of this format?

Despite more than eight in 10 respondents experiencing pain within the past six months, sales of OTC
internal and external analgesics are expected to increase only 2% from 2012-13. Limited growth in this
market can be attributed to more people choosing alternative ways to treat their pain.

However, the growing market of an aging population bodes well for the market of OTC analgesics, as
does the prevalence of people with obesity. Both of these demographic groups over index for arthritis,
and in turn require pain medications. Furthermore, the prevalence of stress, especially among women,
increases the likelihood of experiencing headaches and back pains, bodes well for the market. A return
to shelf of Johnson & Johnson brands Tylenol and Motrin, as well as Novartis AG ’s Excedrin will cause
both store brands and other competitors to vie for consumer loyalty.

This report will help readers to understand consumer usage of OTC internal and external analgesics by
demographics. It will also reveal levels of brand loyalty illustrate consumer interest in private label
brands. The report also compares consumer preferences for OTC internal vs. external analgesics, and
whether there is an opportunity for a combination remedy that offers immediate and long-lasting relief.
Readers of the report will understand how product recalls have impacted the market of internal and
external analgesics.

The report also analyzes marketing strategies of major players within the OTC analgesics market, as
well as product innovations and trends. Readers of the report will gain valuable insights and
recommendations which can be applied to growing the category of OTC analgesics.
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Figure 32: U.S. sales of OTC analgesics, at current prices, by retail channel, 2008-13
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Figure 76: Aleve key social media indicators, June 2013
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Figure 101: Brand map, selected brands of internal analgesics liquids, by household penetration, 52 weeks ending June 24, 2012
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Figure 102: Key purchase measures for the top brands of internal analgesics liquids, by household penetration, 52 weeks ending June
24, 2012

Feminine pain relievers

Consumer insights on key purchase measures

Brand map
Figure 103: Brand map, selected brands of feminine pain relievers, by household penetration, 52 weeks ending June 24, 2012

Brand leader characteristics

Key purchase measures
Figure 104: Key purchase measures for the top brands of feminine pain relievers, by household penetration, 52 weeks ending June 24,
2012

External analgesics

External analgesic Rubs

Consumer insights on key purchase measures

Brand map
Figure 105: Brand map, selected brands of external analgesic rubs buying rate, by household penetration, 52 weeks ending June 24,
2012

Brand leader characteristics

Key purchase measures
Figure 106: Key purchase measures for the top brands of external analgesic rubs, by household penetration, 52 weeks ending June 24,
2012

Heat/ice packs

Consumer insights on key purchase measures

Brand map
Figure 107: Brand map, selected brands of heat/ice packs buying rate, by household penetration, 52 weeks ending June 24, 2012

Brand leader characteristics

Key purchase measures
Figure 108: Key purchase measures for the top brands of heat/ice packs, by household penetration, 52 weeks ending June 24, 2012

Incidence of pain
Figure 109: Types of pain experienced in the past six months, by gender, April 2013

Figure 110: Types of pain experienced in the past six months, by age, April 2013

Treating pain
Figure 111: Ways of treating pain, by gender, April 2013

Figure 112: Ways of treating pain, by age, April 2013

Figure 113: Ways treated pain, by race/Hispanic origin, April 2013

Determining how to treat pain
Figure 114: Ways to determine how to treat pain, by gender and age, April 2013

Figure 115: Ways to determine how to treat pain, by repertoire groups-otc external usage, April 2013

Figure 116: Ways to determine how to treat pain, by race/Hispanic origin, April 2013

Attitudes toward pain

Appendix – Other Useful Consumer Tables

Report Price: £2466.89 | $3995.00 | €3133.71

Analgesics - US - July 2013

The above prices are correct at the time of publication, but are subject to
change due to currency fluctuations.

BUY THIS
REPORT NOW

VISIT: store.mintel.com
CALL: EMEA +44 (0) 20 7606 4533 Brazil 0800 095 9094
Americas +1 (312) 943 5250 APAC +61 (0) 2 8284 8100
EMAIL: oxygen@mintel.com

oxygen.mintel.com © 2012 Mintel Group Ltd. All Rights Reserved. Confidential to Mintel.

http://oxygen.mintel.com//display/store/637687/
mailto:oxygen@mintel.com


Figure 117: Attitudes toward pain, by gender and age, April 2013
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