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Mahmoud M. Hamed

»Pharmacist (Cairo Uni-2005) 40 yrs. Old
» Senior Product manager/Consultant OTC.

» FPi Pharmaceuticals

»*MBA, Cambridge KIPP 2017

» *Certified Professional Marketer, Cambridge KIPP

» Past Experience: 18 years experience in Egypt & Gulf
» (Otsuka, SAJA, Bayer, NCH, GSK consumer, Delta, Adwia, Nerhadou & FPi)
»Email: mahmoudhamed832@gmail.com

»GSM: 010 2998 5958

» https://www.youtube.com/@mahmoudotcmarketing1485/videos
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Agenda

»OTC Vs. OTX Vs. Rx

» OTC different markets
»Segmentation/Targeting/Positioning
»OTC in Egypt

» Digitalization of OTC products in Egypt
»Think OTC

»OTC Scheme




OTC Marketing isn’t magic...
Its science >>>

onh top of Hard work




OTC Vs. OTX Vs. Rx

OTC Products OTX Products
_ Products that can be RX Products
Products dispensed bought without .
by pharmacists a prescription but Prgsgcgiedslzrpiz?iiendo?gl-\(
: . dispensed on the advice
W'thggzt%pgii for a ! pof the patient’s ViEt healthcare professional.

physician. e.g.: Antibiotics
e.g.: Analgesics e.g.: Supplements
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OTC different markets

»\We have many classes of OTC, As:
Cough & cold.
Gastrointestinals. L e B “;Eirgmm% B

Analgesics

Dermatologicals.
Vitamins & Minerals.

Men’s healthcare products (e.g.: Condoms).
FMCG ltems (e.g.: Shampoos, Diapers, teeth health).
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Cosmo-ceuticals.




Segmentation in OTC

»Segmentation is the soul of OTC marketing.
» Clear segmentation = clear and real plan.

»Example: Analgesics

Women or Adult or Working or
men? young? non working?

At home or at
work?




How to choose the segment??

Segment size &
potential

Our strategy Structural
& Resources attractiveness




Segment size &
potential

Our strategy
& Resources
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Fit our mission
strategy

Fit with your brand
Image

Have financial
resources to target

Consistent with our
growth goals

Good from an
opportunity cost view

Have capability to
compete




Q)

Segment size &
potential

Our strategy Structural Degree O_f competitive
& Resources attractiveness rivalry

Switching loyalty
behavior of consumers

Legal Requirements of Bargaining power of
entry suppliers & Retailers

Strength of existing
players

Price sensitivity of
consumers

Ease of access to
retailers




Targeting in OTC

» Targeting in OTC differs totally than in Rx.

» Through ways and means.




Market Targeting strategies

Targeting Approach




Market Targeting strategies

Undifferentiated Differentiated Concentrated Micromarketing
Marketing Marketing Marketing (customized)

B
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Positioning in OTC

»How to position your brand in the customer’s mind.

we are Mg
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ON |6\ to position your brand in the
customer’s mind?

»There are three ways to position your brand in the mind of your
customers:

1. By identifying your brand statement

2. By communicating your brand through marketing

3. By communication your brand statement through operations
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What’s Your Brand Statement?

»Your brand statement is a summary of
1. what your brand stands for
2. whoyou are
3. where you fit in the market
4. why you exist in business.

Winning Zone

What O What
consumers your brand
want does best

» Your brand statement is the three to five _ o
words that create that unique .
impression in the customer’s mind. rosing Zone What your

competitor
does best

Du}nb Zone
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Four main types of positioning strategies

N

Competitive

Postioning Product positioning

Creating benefits for
customers by aligning those
features with specific needs.

Brand
Strategy

PERCEPTUAL
POSITIONS

3rd position:
“Taking the

eeeeeeeeee
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FOURTYPES OF MARKETING WARFARE

The Strategic Square

DEFENSIVE WARFARE

STRATEGY FOR MARKET LEADERS

« Cannibalize themselves with new
ideas

« Block competitive moves

N

~

OFFENSIVE WARFARE

STRATEGY FOR NO2ORNO 3

« Avoiding the strengths of a
leader's position

« Attacking the leader's weakness

4

FLANKING WARFARE

STRATEGY FOR NEW PLAYERS

« Move into an uncontested
area

« Create the element of surprise

GUERILLA WARFARE

STRATEGY FOR SMALL PLAYERS

« Find a market small enough to
defend

« Bepreparedtoexitata
moment's notice

AN




FOURTYPES OF MARKETING WARFARE

The Strategic Square

N

DEFENSIVE WARFARE

STRATEGY FOR MARKET LEADERS

« Cannibalize themselves with new
ideas

« Block competitive moves

OFFENSIVE WARFARE

STRATEGY FOR NO2ORNO3

* Avoiding the strengths of a
leader’'s position

« Attacking the leader's weakness

FLANKING WARFARE

STRATEGY FOR NEW PLAYERS

« Move into an uncontested
area

« Create the element of surprise

GUERILLA WARFARE

STRATEGY FOR SMALL PLAYERS

+ Find a market small enough to
defend

+ Be preparedtoexitata
moment's notice

N




Q)

FOURTYPES OF MARKETING WARFARE
The Strategic Square

8 4 N
DEFENSIVE WARFARE OFFENSIVE WARFARE
STRATEGY FOR MARKET LEADERS STRATEGY FOR NO2ORNO3
« Cannibalize themselves with new * Avoiding the strengths of a

ideas leader’s position
« Block competitive moves « Attacking the leader's weakness
Z
A
FLANKING WARFARE GUERILLA WARFARE
STRATEGY FOR NEW PLAYERS STRATEGY FOR SMALL PLAYERS
« Move into an uncontested + Find a market small enough to
area defend
« Create the element of surprise + Bepreparedtoexitata
X moment's notice i

Marketing (b




FOURTYPES OF MARKETING WARFARE
The Strategic Square

4 Y )
DEFENSIVE WARFARE OFFENSIVE WARFARE
STRATEGY FOR MARKET LEADERS STRATEGY FOR NO2ORNO3
« Cannibalize themselves with new * Avoiding the strengths of a
Encirclement ideas leader's position
« Block competitive moves « Attacking the leader's weakness
\
{ N
FLANKING WARFARE GUERILLA WARFARE
Contraction STRATEGY FOR NEW PLAYERS STRATEGY FOR SMALL PLAYERS
Frontal « Move into an uncontested + Find a market small enough to
area defend
« Create the element of surprise + Be preparedtoexitata
L moment's notice 4

Position
Defense

Mohile Defense

Counteroffensive

*flanking with low price
flanking with high price
*flanking with small size
flanking with large size

Tae . Guerilla Attack

......
L ——
-

Bypass *flanking with distribution
flanking with product form




FOURTYPES OF MARKETING WARFARE
The Strategic Square

4 h'd )
DEFENSIVE WARFARE OFFENSIVE WARFARE
STRATEGY FOR MARKET LEADERS STRATEGY FOR NO2ORNO 3

« Cannibalize themselves with new « Avoiding the strengths of a
ideas leader’'s position
« Block competitive moves * Attacking the leader's weakness

\ J

4 N
FLANKING WARFARE GUERILLA WARFARE
STRATEGY FOR NEW PLAYERS STRATEGY FOR SMALL PLAYERS

* Move into an uncontested + Find a market small enough to
area defend
* Create the element of surprise + Be preparedtoexitata
L moment's notice 4

*Geographic guerrillas
*Demographic guerrillas
*Industry guerrillas
*Product guerrillas
*High-End guerrillas




Egyptian Drug Authority (EDA)

» This guidelines book is introducing - N
a way of how the Egyptian
authorities are handling the OTC /
items and how they categorize
them.

e

Guidelines for

Classification as
Nonprescription
Medicinal Products
(OTC)
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List of OTC products by EDA

Arab Republic of Egypt

»OTC list in Egyptian market is fixed on  cowim o auver

CA of Pharmaceutical Care

Al e ) gpmn
A paall gl gall Al
Aatall doke 1 258 5 3 )

L]
1 1 7 Ite I I | S R I'I'he Egyptian Non—prescription Medicinal Products {OTG) List

Neo. Generic name Dosage form or Route Notes
. 1 Aceclofenac Tapical
»You can apply for adding your product | e
° ° ° ° ) 3 Vitamnin & Oral, topical :Ame‘ptedwnhmdm]vdlmmakemmnm-mgmmm
to the list in case it isn’t there. o o g s B i i i PO
4 e o :-mmmm;::ukmnamnwum
5 VitaminE Ocal, topical :tzdmrmmﬁ:ﬂmmmmumm
B D e :hmmm;::ukmwmnmum
Vitamin B Oral, topical
H Vitamin C Oral, topical
e Aluminium Hydroxide Oral * Adequately labeling menfioning impaired renal function precantions
10 Ambroxol Onal
11 Anrazoline Tapical
Aspirin
12 |(75.81.100.150,162.250, Onal - Concantrations above 325ms POM
300,320325)
13 Benproperins Omal = May cause dizziness
- Adequate labeling mentioning Methemoglobinemia warning.
* Used only in the following age groups:
- i Topical spray, Oral spray & gel & |- Dental gel: From 2 years, only with medical supervisio
LB lozenges - Oral sobution: From 6 years
I" - Dental spray: From § years [
i T - Lozenzes: From 12 years
o 15 Bisacodyl Onal, rectal




) Digitalization and Advertising in OTC
world in Egypt

» To have a post on a social media platform, we need to submit to
EDA the post and take the approval.

»You can take the approval for 6 months or 1 year (different fees).

»Incase of posting any media without submission of an approval, you
will be subjected to a penalty (20,000 LE).

»In case of having another penalty, you will be subjected to higher
penalties reaching the suspending of the product license.
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Examples of posts
approved
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How to think OTC

Emotional tactics
Consumer research

Stay on your consumer mind

Consumer loyalty

A S

Ratings and Reviews




1. Emotional tactics

» Always healthcare products depends on rational aspect, Unlike
OTCs, which depends on (Positive storytelling or solving a crisis as
never there is a one).

»Example: in case of analgesics, the game play around the absence
of the problem (not like Rx: exaggerate the problem).




2. Consumer research

» Chances that people will Google cough syrup when their throats
are under a constant attack is much higher than they will Google
about Pepsi when they are thirsty.

» It has become increasingly important for marketers to know how
people are searching for their products online.

»You should have a complete knowledge of which keywords are
dominating the search




3. Stay on your consumer mind

» The sales cycle of OTC medicines is short.

» This may be positive or negative.

»|n an era where marketers are armed with social media, emails, and
mobiles, it’s not at all difficult to achieve a sustainable or multi-
channel marketing approach.

»Example: Bayer & (P&G) campaigns on social media and on ground
activations.




4. Consumer loyalty

» This frequent use makes the OTC/OTX industry ideal for customer
loyalty programs, which can increase repeat purchase rate.

» Loyalty programs are also a treasure trove of data.

»Which you can use to do things like making intelligent product
recommendations to your customers based on their purchase
history, geographic location, age, gender, and more.




5. Ratings and Reviews

»When customers see that the product is getting more praise than a
rebuke from a wide range of people, it automatically becomes a
social proof.

» like a trust badge.

»The reader starts to feel “good” about the product and that’s what
marketing is all about.
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OTC Scheme

Prepare the
plans and
IEIE

properly (1

yr.)

Prepare the
team (in case
you need)
proper size

Evaluate the
campaigns
you need

Study your
product &
market well

Building
brands are
Financials are more
crucial important
than creating
sales

NEVER kick
off a
campaign
you know it
won’t
succeed




Conclusion

»OTC marketing is the same as well as different from the marketing
of Rx products. The marketers will have to do few things drastically
different by keeping the base of the marketing concept intact.

»But it’s more than worth to take those extra and different efforts.
With the increasing awareness of health all across the globe and
slow and steady progress of OTC medicines towards becoming

a regular category on e-commerce platforms, OTC marketers can
strike gold!




Team (Personnel)

»Whom to work with? (Medical team or non-medical)
»The call in OTC/OTX

> Role of marketer in the call??
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Distributors role in OTC

» Distributors have a great role in managing OTC items.

» Annual deals is one of the most well known options (with
incentives to telesales).




Chains role in OTC

» Chains are classified one of the big tools in OTC business.

» Annual deals with incentives to retailers (pharmacists or
merchandisers).

> List A in chains

» Marketing deals with visibility items.




Stores )il
» Egyptian market has 70,000 licensed pharmacies.
» Active of them 48,000 pharmacies.

»How many you will be able to reach???

» Stores are representing 35% of sale-in in the Egyptian market (2022
IMS data).

»In Delta region, 50% of buying in pharmacies coming from stores.




Stores (Cont.)

»Don’t forget that you are a marketer........

» Negotiation skills are highly needed.

»Be prepared and plan well.

» Feedback and honesty................
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