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A comprehensive assessment of new product introductions in the
U.S. nonprescription drugs industry over the past 10 years, including
new ingredients, new technologies, new indications/claims, "ease of
use" improvements, and innovative product delivery technologies.
The report addresses the following questions:

B Which new products have consumers been receptive to and why?

B  Which new launches over the past 10 years have been truly
innovative and have revolutionized their respective categories?

B  Which new launches over the past 10 years have been commer-
cially unsuccessful and why?

B Which OTC manufacturers have been most active in launching
innovative new products over the past 10 years?

B  What is the relationship between the level of innovation for a
company and its sales performance and growth over past 10
years?

Analysis is based on Kline's Innovation Index, which quantifies how
innovative a product or company is based on various innovation
factors.
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Report Scope

OTC Innovations USA 1999-2009: Analysis of Factors for Success provides subscribers with a detailed analysis of
innovation trends in the nonprescription drugs industry in the United States over the past 10 years.

The U.S. market for nonprescription drugs is close to $18.3 billion in 2008 at the manufacturers' level and is expected
to enjoy solid growth over the next five years, fueled by innovation and new product launches. By understanding the
successes and failures of new product launches over the past ten years, OTC marketers and manufacturers can better
focus innovation efforts for the future.

Sales data and historical information used in this report is based on Kline's Nonprescription Drugs USA annual report
from 1999 to 2008. This review also includes analysis of new products introduced in the first half of 2009.

As part of this analysis, brands and companies are evaluated using Kline's Innovation Index, which is a tool used to
Pquantify the degree of "newness" associated with each. Innovation factors considered for each brand/company
analyzed include:

Brand sales

Market share

Category sales

Improvements in drug delivery
"Ease of use” improvements
New ingredients

New indications/claims

New technologies

Creation of new categories
Degree of competitive imitation

Key Benefits

This comprehensive report enables subscribers to exploit future business opportunities by understanding which recent
new product launches have been successful and why.

Specifically, this report assists subscribers by providing:

A highly reliable and independent assessment of OTC innovations over the past ten years

An examination of business opportunities based on market performance and degree of "newness"
An unbiased appraisal of innovation trends and emerging product innovations

A resource for focusing future innovation efforts

A tool to help identify successful and innovative brands that could be acquisition candidates

An understanding of how successful industry competitors have been in launching innovative products and turning
them into commercial successes

www.KlineGroup.com Report #Y663 | © 2011 Kline & Company, Inc.



OTC Innovations USA 1999-2009:

Analysis of Factors for Success

Report Contents

1. INTRODUCTION
2. EXECUTIVE SUMMARY

3. INNOVATIONS BY PRODUCT CLASS
AND BRAND

The following information is provided
for each of the OTC product classes list-
ed in Table 1.

n Major new product launches,
including Rx-to-OTC switches, over
past 10 years

= How have the launches revolution-

ized or changed their categories

New ingredients

New claims

New technologies

"Ease of use" improvements

Market performance of new launch-

es

= Kline Innovation Index assumptions
and results

m  Appraisal and expected future inno-
vation trends

Table 1

Brief profiles of the most innovative

brands in each OTC product class that

have been launched over the past 10

years includes analysis of:

= Annual brand sales and market
share since launch

= Annual advertising and promotional
support since launch

= Innovation Index scores for the
brand

= Impact of the brand's launch on
category sales

= Degree of innovation and factors
for success

4. INNOVATIONS BY COMPANY

An assessment of the level of innova-
tion shown by major OTC companies
(including heritage companies) over the
past 10 years will be provided for each
of the companies listed in Table 2.
Analysis includes:

OTC Product Classes and Brands Examined

Digestive products

Nutritional products

W Benefiber B One-A-Day
B Gas-X B Viactiv
= Miralax
B Pepcid Upper respiratory
H Prilosec OTC B Afrin
H Tagamet H Benadryl
M Zantac B Claritin

B Coricidin HBP
Feminine products B Delsym
m KY B Mucinex
¥ Monistat B Sudafed
¥ Plan B B Theraflu
M Vagisil B Triaminic

B Zicam
Internal analgesics B Zyrtec
B Advil
W Aleve Other products
H Bayer Aspirin B Accu-Chek
B Excedrin = Alli
H Tylenol ® OneTouch

Overview
Major new product launches for the
company from 1999 to 2009

= Market performance of launches
and impact on respective cate-
gories

= Degree of innovation for the com-
pany, based on Kline's Innovation
Index scores
Strengths
Weaknesses
Appraisal and expected future inno-
vation trends

INNOVATIONS BY TYPE

New ingredients

New claims/indications

New drug delivery technologies
"Ease of use" improvements

Table 2
Companies Examined

Barr Laboratories

Bayer Group

Boehringer-Ingelheim

GlaxoSmithKline

Johnson & Johnson

Merck

Novartis

Pfizer

Procter & Gamble

Reckitt Benckiser
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Methodology

Kline is unmatched in its ability to gather hard-to-get market and competitive intelligence with a high degree of
confidence. We have published our comprehensive analysis of the U.S. OTC industry annually over the past three
decades through our Nonprescription Drugs USA study. This resource provides Kline's experienced analysts with a
wealth of historical information and insights on the industry.

Armed with this historical information, Kline's professional staff of industry experts conducted in-depth discussions
and personal interviews with knowledgeable industry participants and opinion leaders, including both OTC
executives and retailers. OTC executives to be interviewed include those in business development, marketing,
market research, sales, research and development, and brand management. Retail executives to be interviewed
include OTC buyers, store managers, and corporate level directors and decision makers.

This approach has proven to be the most effective and reliable approach to obtaining accurate market data,
capturing expert insights, and identifying business opportunities.

Kline Credentials

Kline is a worldwide consulting and research firm dedicated to

providing the kind of insight and knowledge that helps companies  Recently published or in-progress research for the

find a clear path to success. The firm has served the management  Healthcare industry includes:

consulting and market research needs of organizations in the

chemicals, materials, energy, life sciences, and consumer products ™ Impact of Recessions on the US OTC Market

industries for over 50 years. _ .
m  Nonprescription Drugs USA (published annually)

Kline's research and consulting services extend across the entire  a  u.s. Retailers' Perceptions of OTC Drug Marketers

personal care industry value chain. Our solutions have helped

clients develop better ways to create and profit from new business ™  Rx-to-OTC Switch Strategies USA

opportunities, respond to competitive and economic threats,

improve productivity, achieve sustainable growth, and optimize

performance. Kline provides clients with facts, forecasts, and w OTC Competitor Cost Structures

recommendations based solidly on the realities of the market.

m  U.S. Consumers' Perceptions of OTC Drugs

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.

North America South America Europe Japan Asia India
+1-973-435-6262 +55-11-3079-7843 +32-2-770-4740 +81-3-3242-6277 +86-21-6876-8600 +91-124-4546-100
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