
This report is the third in Kline & Company's OTC Perceptual Research

series. This report focuses on retailers' perceptions of 10 leading OTC

marketers in the U.S. food, drug, mass merchandiser, and alternative

retail channels and provides OTC marketers with an objective

understanding of how your company is viewed relative to your

competitors.

Ratings are included for the following companies:

� Bayer

� Boehringer-Ingelheim

� Chattem

� GlaxoSmithKline

� Johnson & Johnson

� Novartis

� Prestige Brands

� Procter & Gamble

� Schering-Plough

� Wyeth

U.S. Retailers' Perceptions of OTC
Drug Marketers 2008

3rd Edition

Published April 2008
Base Year: 2007

Healthcare

In-Depth Report Series

Report #Y648 | © 2008 Kline & Company, Inc.

www.KlineGroup.com



U.S. Retailers' Perceptions of OTC Drug Marketers 2008

Report #Y648 | © 2008 Kline & Company, Inc.www.KlineGroup.com

Report Scope

U.S. Retailers’ Perceptions of OTC Drug Marketers 2008 presents a detailed analysis of retailers' perceptions of

the top 10 OTC drug companies in the United States. The report also presents feedback from retailers on general

trends affecting the industry, including prescription-to-over-the-counter (Rx-to-OTC) switches, a behind-the-

counter (BTC) class of OTC drugs, consumer-directed healthcare, and retail health clinics. The top 10 OTC drug

companies were rated by retailers in drug, food, mass merchandisers, and other channels on their performance in

22 different attributes. Each company was rated on aspects of its products, services, category leadership, and

pricing and promotions. The OTC drug markets studied by Kline include 30 various product categories in digestive

products, internal analgesics, topical products, upper respiratory products, vitamins and minerals, and other

products.

Research includes both primary and secondary sources. Primary sources includes 300 structured interviews with

executives and managers in drug stores, including chain, independent, and discount drug stores; food stores,

including drug/food combos, supercenters, and traditional grocery stores; and mass merchandisers, including

discount department stores; and other retail channels, including warehouse clubs, dollar stores, and Internet

retailers. Secondary sources include trade publications, consumer press, company materials (Securities and

Exchange Commission filings, press releases, product information, and advertisements, etc.), Kline's database, and

statistics compiled from various third-party companies.

Key Benefits

U.S. Retailers' Perceptions of OTC Drug Marketers 2008 offers the following benefits to nonprescription drug

executives, including those in trade relations, sales, business development, marketing, strategic planning, market

research, finance, and R&D:

� Acquire up-to-date primary research conducted with U.S. retail executives

� Gain insights into retailers' perceptions of various OTC product classes and the relative importance of each

product class within the retail channels

� Develop an objective perspective on retailers' perceptions of your company

� Contrast how retailers perceive your company versus your competitors

� Understand retailers' perceptions, opinions, and concerns about a BTC class of drugs

� Learn about retailers' perceptions of retail health clinics

� Identify retailers' perceptions of Rx-to-OTC-switch brands and consumer-directed healthcare

� Use the results of the study during sales calls and discussions with retailers

� Take advantage of insights and analysis from a company with unmatched primary research skills and a proven

track record in the OTC industry
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1. IINNTTRROODDUUCCTTIIOONN

2. EEXXEECCUUTTIIVVEE  SSUUMMMMAARRYY

� Overall industry results

� Results by company

� Retailers' comments on general trends

� Summary of key findings

3. RREETTAAIILL  CCHHAANNNNEELL  OOVVEERRVVIIEEWW

A brief review of all the mass purchase channels for OTC products, with a concise description and analysis for each channel,

is shown in Table 1. Each profile includes a discussion of the following:

� Channel evolution

� Consolidation/expansion

� Leading retailers

� Leading wholesalers

� Role of each OTC product class

� Sales of OTCs

� Private-label activity

� Promotional and advertising activity

4. RREETTAAIILLEERRSS''  PPEERRCCEEPPTTIIOONNSS  BBYY  OOTTCC  PPRROODDUUCCTT  CCLLAASSSSEESS

This section provides a brief assessment of retailers' perceptions of each of the product classes shown in Table 2.

5. RREETTAAIILLEERRSS''  PPEERRCCEEPPTTIIOONNSS  OOFF  TTOOPP  1100  OOTTCC  MMAARRKKEETTEERRSS

This section provides a detailed assessment of retailers’ perceptions of each of the major marketers listed in Table 3 in drug,

food, mass merchandiser, and other outlets in the following areas:

� Product innovation

� Speed-to-market of products

� Perceived quality of products

� Inventory levels/products in-stock

� Flexibility of packaging

� Product assortment/sku optimization

� Flexibility/VMI/delivery scheduling

� Sales rep availability/attentiveness/effectiveness

� Customer service

� Category/shelf management

� Merchandising/planogramming

� Objectivity

� Develops retailer-specific plans for growth

� Business planning/partnering with retailers

� Quality of insights 

� Shares consumer insights with retailer

� Advertising and promotional materials

� Educational materials

� Couponing

� Pricing

� In-store displays

� Trade spending/allowances

6. RREETTAAIILLEERRSS''  PPEERRCCEEPPTTIIOONNSS  OOFF  EEMMEERRGGIINNGG  RREETTAAIILL  TTRREENNDDSS

This section provides a detailed assessment of retailers' perceptions of each of the following trends/issues:

� Consumer-directed healthcare

� Retail health clinics

� Rx-to-OTC switches

� Behind-the-counter drug class

AAPPPPEENNDDIIXX::  RREETTAAIILLEERRSS  SSUURRVVEEYY

Report Contents
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Table 1

Retail Channels Covered in the Study

DRUG STORES

■ Independent pharmacies

■ National chains

■ Regional chains

FOOD STORES

■ Food/drug combination stores

■ Supercenters/combo stores

■ Superstores

■ Traditional supermarkets

MASS MERCHANDISERS

■ Discount department stores

OTHER RETAIL CHANNELS

■ Dollar stores

■ Warehouse clubs

■ Internet

Product class Category

Digestive products ■ Antacids and anti-gas products

■ Antidiarrheal preparations

■ Antinausea preparations

■     Laxatives/fiber products

Internal analgesics ■ Arthritis pain relievers

■ General pain relievers

■ Menstrual pain relievers

Topical products ■ Anti-itch products

■ Corn, callus, and wart removers

■ Diaper rash products

■ Eye care products

■ First aid products

■ Fungicidal preparation

■ Hair regrowth treatments

■ Hemorrhoidal preparations

■ Oral care products

■ Topical analgesics

Upper respiratory products ■ Allergy relief products

■ Cold medications

■ Cough drops and lozenges

■ Cough syrups

■ Nasal decongestants

■ Sinus medications

■ Sore throat remedies

■ Topical vapor products

Vitamins and minerals ■ Calcium

■ Iron

■ Multivitamins
Other products ■ Home diagnostic test kits

■ Sleeping aids

■ Smoking cessation aids

■ Weight loss medications

NOTE: Research will be conducted with retailers on the product class 
level and will not specifically address each individual category.

Table 2

Product Classes Covered in the Study

Table 3

Major Marketers Covered in the Study

Table 4

Select Retailers Interviewed for this Study

Drug stores

■ CVS

■ Long's

■ Pavillion

■ Rite-Aid

■ Walgreen's

Mass merchandisers

■ K-Mart

■ Target

■ Wal-Mart

Food stores

■ Ahold

■ Albertson's

■ Food Lion

■ H-E-B

■ Kroger

■ Pathmark

■ Publix

■ Safeway

■ Shop-Rite

■ Whole Foods

■ Winn Dixie

Other

■ 7-Eleven

■ BJs

■ Costco

■ Dollar General

■ DrugStore.com

■ Family Dollar

■ Sam's Club

NOTE: Multiple interviews were conducted with all the retailers listed above 
for this study. For a complete list of all retailers surveyed see the 
Introduction section of the report.
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Methodology

Kline is unmatched in our ability to gather hard-to-get market and competitive intelligence with a high degree of

confidence. Kline's market analysis approach places the principal emphasis on primary research techniques to

ensure that the foundation of business intelligence and insight is accurate, current, and reliable.

During the course of field research, Kline's professional staff of industry experts conducted structured interviews

of 300 retail executives and managers. The bulk of responses are taken from large chain retailers in the drug, mass,

and food channels, with fewer responses from other retail channels such as the Internet, dollar stores, or warehouse

clubs.

This approach has proven to be the most effective and reliable approach to obtaining accurate market data,

capturing expert insights, and identifying business opportunities. Primary research comprises the overall research

methodology for this report.

In addition, this analysis is supplemented by secondary research drawn from the review of trade publications,

consumer press, company materials (Securities and Exchange Commission filings, press releases, product

information, and advertisements, etc.), Kline's database, and statistics compiled from various third-party

companies.

Kline Credentials

Kline is a worldwide consulting and research firm dedicated to

providing the kind of insight and knowledge that helps companies

find a clear path to success. The firm has served the management

consulting and market research needs of organizations in the

chemicals, materials, energy, life sciences, and consumer products

industries for nearly 50 years.

Kline's research and consulting services extend across the entire

healthcare industry value chain. Our solutions have helped clients

develop better ways to create and profit from new business

opportunities, respond to competitive and economic threats,

improve productivity, achieve sustainable growth, and optimize

performance. Kline provides clients with facts, forecasts, and

recommendations based solidly on the realities of the market.

Our market research reports and services are designed to provide subscribers with a deeper understanding of their

markets, an outlook for their business, and accurate information about their competitors. Our clients tell us they

often use Kline's market research to validate their own internal analysis, and many clients rely on Kline reports as

their most critical source of information. 

For more information about this study or Kline's other services, e-mail us at sales@klinegroup.com, visit our website

at www.KlineGroup.com, or contact us at any of our regional offices listed below.

NNoorrtthh  AAmmeerriiccaa

+1-973-435-6262

EEuurrooppee  

+32-2-770-4740

JJaappaann

+81-3-3242-6277

AAssiiaa  PPaacciiffiicc

+86-21-5382-6677

MMiiddddllee  EEaasstt  aanndd  IInnddiiaa

+971-4-2115430

SSoouutthh  AAmmeerriiccaa

+55-11-3079-7843

RReecceennttllyy  ppuubblliisshheedd  oorr  iinn--pprrooggrreessss  rreesseeaarrcchh  ffoorr  tthhee

HHeeaalltthhccaarree  iinndduussttrryy  iinncclluuddeess::

� U.S. Consumers' Perceptions of OTC Drugs

� Nonprescription Drugs USA

� Nonprescription Drugs Canada

� Rx-to-OTC-Switch Strategies USA

� International Rx-to-OTC-Switch Forecasts

� Rx-to-OTC Switch: The Next Wave

� The Global Specialty Excipient Market for Oral

Solid-Dosage-Form Pharmaceuticals

� OTC Competitor Cost Structures USA 

� U.S. Cholesterol-Lowering Drugs: Rx Market

Analysis and Switch Forecasts
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Prices do not include sales tax. (NJ add 7% sales tax.) Ground shipping within the contiguous U.S. is included in the subscription price. Overnight and inter-

national shipping are available for an additional fee and will be added to the total amount. This study is available by subscription only. Once the study is

launched, you will be invoiced for the full amount, payable within 15 days upon receipt of the invoice.

AAnn  aauutthhoorriizzeedd  ssiiggnnaattuurree  aaggrreeeeiinngg  ttoo  tthhee  ssuubbssccrriippttiioonn  tteerrmmss  bbeellooww  iiss  nneecceessssaarryy  ttoo  ccoonnffiirrmm  yyoouurr  oorrddeerr..

We agree that, for a period of three years after its date of issue, we will: (1) restrict its circulation to employees of our corporation, to subsidiaries and joint

ventures in which our corporation holds more than a 50 percent interest, or to any parent organization that holds more than a 50 percent interest in our

firm; (2) use all reasonable precautions to prevent the disclosure of its contents to any other persons or organizations. We may however use or disclose any

information in this report that is public knowledge, that was already in our possession before receipt of the report, or that comes to us from third parties

independently of this report. Kline & Company, Inc. similarly agrees that it will use all reasonable precautions to prevent the disclosure of the contents of

this report to any person or organizations other than subscribers for three years after its date of issue. We understand that this agreement is fully binding

on the corporation and non-cancelable.

Ordering Information & Contract
The standard subscription includes:

� Unlimited enterprise-wide online access to contents via MyKline.com

� Downloadable PDF files of contents via MyKline.com

� 1 hard copy of the report

� Direct access to the project team 

� 1 day of consultation time to be used within six months of the

publication date 

Card #:                                                                                                 Exp. Date: Name (as it appears on credit card):

Signature (for credit card authorization):

We have completed and signed this subscription agreement.  Please indicate your acceptance of
this subscription by countersigning and returning one copy for our files. Send invoices to:

NAME

TITLE

ADDRESS

E-MAIL

ACCEPTED

SIGNATURE

NAME

TITLE

DATE

NAME

TITLE

ADDRESS

E-MAIL

PURCHASE ORDER #

COMPANY

SIGNATURE                                                                                                               DATE

NAME

TITLE

E-MAIL

PHONE

Kline use only:Shipping address (if different than billing address):

METHOD OF PAYMENT: Send invoice

Fax the signed agreement to +1-973-435-3395

or e-mail to Lisa_Carnevale@KlineGroup.com

Subscription price $23,100

Additional hard copies: ______  @ $500 each =

Subtotal

7% sales tax (NJ only)

TTOOTTAALL

NOTE: All prices in U.S. funds.
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