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“While sales of analgesics are increasing, the market is still
up against a few challenges. A high degree of brand loyalty
makes it difficult to get consumers to try new brands.
Alternatively, opportunities for innovation present new
usage occasions to grow market sales.”

— Emily Krol, Health and Wellness Analyst

This report looks at the following areas:

BUY THIS
= How can companies innovate in the analgesics category? REPORT NOW

= What opportunities are there to increase external analgesic use?
= How will the aging population affect the OTC analgesic market?
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market. Additionally, there is a high need for remedies that treat pain, due to increased stress leading
to headaches, intense exercise regimens leading to sore muscles, and high rates of arthritis among an
aging population. CALL:
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Despite that, there is still an overall concern about product ingredients, helping to boost the market of +44 (O) 20 7606 4533
external remedies and alternative ways to treat pain. This report examines the future potential for
analgesics, with a particular emphasis on product selection. Interest in product format, attributes, and
purchase habits will be explored to provide insight into market trends. Brazil
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Product Usage
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Younger users prefer more on the go, convenient formats
Figure 53: Usage of product formats, by age, March 201

External formats can appeal to both internal and external users
Figure 54: Interest in trying product formats, by OTC analgesic usage, March 2014
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Figure 56: Interest in product innovations, by race/Hispanic origin, March 2014
Black users brand loyal

Education still needed among Hispanics
Figure 57: OTC analgesic purchase behaviors, race/Hispanic origin, March 2014
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Figure 72: Reasons used OTC analgesics, March 2014
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Figure 103: Bayer — Activities done — | have looked up/talked about this brand online on social media..., by demographics, March 2014
Figure 104: Bayer — Activities done — | have contacted/interacted with the brand online on social media to..., by demographics,

Mgﬁé i%é4 Bayer — Activities done — | have researched the brand on social media to...., by demographics, March 2014

Figure 106: Motrin — Activities done — | have looked up/talked about this brand online on social media..., by demographics, March 2014

Figure 107: Motrin — Activities done — | have contacted/interacted with the brand online on social media to..., by demographics,

March 2014
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2014
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Figure 111: Excedrin — Activities done — | have researched the brand on social media to...., by demographics, March 2014
Figure 112: Aleve — Activities done — | have looked up/talked about this brand online on social media..., by demographics, March 2014
Figure 113: Aleve — Activities done — | have contacted/interacted with the brand online on social media to..., by demographics,

March 2014
Figure 114: Aleve — Activities done — | have researched the brand on social media to...., by demographics, March 2014
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