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OTC Vs. OTX Vs. Rx

OTC Products
Products dispensed 

by pharmacists 
without a need for a 

doctor’s Rx.
e.g.: Analgesics

OTX Products
Products that can be 

bought without 
a prescription but 

dispensed on the advice 
of the patient’s 

physician.
e.g.: Supplements

RX Products
Products dispensed ONLY 

by a prescription of a 
healthcare professional.

e.g.: Antibiotics



OTC different markets
ØWe have many classes of OTC, As:

1. Cough & cold.

2. Gastrointestinals.

3. Analgesics

4. Dermatologicals.

5. Vitamins & Minerals.

6. Men’s healthcare products (e.g.: Condoms).

7. FMCG Items (e.g.: Shampoos, Diapers, teeth health).

8. Cosmo-ceuticals.



Segmentation in OTC
ØSegmentation is the soul of OTC marketing.
ØClear segmentation = clear and real plan.
ØExample: Analgesics

Women or 
men?

Adult or 
young?

Working or 
non working?

At home or at 
work?



Segment size & 
potential

Structural 
attractiveness

Our strategy 
& Resources



Segment size & 
potential

Structural 
attractiveness

Our strategy 
& Resources

No of consumers

Future likely 
profitability

Current Profitability

Growth Rate potential

Profit margin

Estimated Revenue



Segment size & 
potential

Structural 
attractiveness

Our strategy 
& Resources

Fit our mission 
strategy

Have capability to 
compete

Have financial 
resources to target

Good from an 
opportunity cost view

Consistent with our 
growth goals

Fit with your brand 
Image



Segment size & 
potential

Structural 
attractiveness

Our strategy 
& Resources

Degree of competitive 
rivalry 

Ease of access to 
retailers

Bargaining power of 
suppliers & Retailers

Price sensitivity of 
consumers

Strength of existing 
players

Switching loyalty 
behavior of consumers 

Legal Requirements of 
entry



Targeting in OTC
ØTargeting in OTC differs totally than in Rx.
ØThrough ways and means.



Market Targeting strategies



Market Targeting strategies

Undifferentiated 
Marketing

Differentiated 
Marketing

Concentrated 
Marketing

Micromarketing
(customized)



Positioning in OTC
ØHow to position your brand in the customer’s mind.



How to position your brand in the 
customer’s mind?
ØThere 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



What’s Your Brand Statement?
ØYour brand statement is a summary of 

1. what your brand stands for
2. who you are
3. where you fit in the market
4. why you exist in business. 

Ø Your brand statement is the three to five 
words that create that unique 
impression in the customer’s mind.



Four main types of positioning strategies

Competitive positioning
comparing your product or 

service with that of the 
competitors.

Perceptual positioning
Changing how people feel 

about their situation by 
altering perceptions.

Product positioning
Creating benefits for 

customers by aligning those 
features with specific needs.

Situational positioning 
positioning your product as a 
solution to the specific needs 

of targeted customers.











•flanking with low price
•flanking with high price
•flanking with small size
•flanking with large size
•flanking with distribution
•flanking with product form



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



Egyptian Drug Authority (EDA)
ØThis guidelines book is introducing 
a way of how the Egyptian 
authorities are handling the OTC 
items and how they categorize 
them.



List of OTC products by EDA
ØOTC list in Egyptian market is fixed on 
117 items.
ØYou can apply for adding your product  
to the list in case it isn’t there.



Digitalization and Advertising in OTC 
world in Egypt
ØTo have a post on a social media platform, we need to submit to 
EDA the post and take the approval.
ØYou can take the approval for 6 months or 1 year (different fees).
ØIncase of posting any media without submission of an approval, you 
will be subjected to a penalty (20,000 LE).
ØIn case of having another penalty, you will be subjected to higher 
penalties reaching the suspending of the product license.



Examples of posts 
(approved)



Examples of posts 
(approved)



How to think OTC
1. Emotional tactics
2. Consumer research
3. Stay on your consumer mind
4. Consumer loyalty
5. Ratings and Reviews



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

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



2. Consumer research
Ø 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.
Ø It has become increasingly important for marketers to know how 
people are searching for their products online.
ØYou should have a complete knowledge of which keywords are 
dominating the search



3. Stay on your consumer mind
ØThe sales cycle of OTC medicines is short.
ØThis may be positive or negative.
ØIn 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.
ØExample: Bayer & (P&G) campaigns on social media and on ground 
activations.



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

ØLoyalty programs are also a treasure trove of data.

ØWhich 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
ØWhen customers see that the product is getting more praise than a 
rebuke from a wide range of people, it automatically becomes a 
social proof.
Ølike a trust badge.
ØThe reader starts to feel “good” about the product and that’s what 
marketing is all about.



OTC Scheme

Study your 
product & 

market well

Prepare the 
plans and 
timeline 

properly (1 
yr.)

Prepare the 
team (in case 

you need) 
proper size

Evaluate the 
campaigns 
you need 

Financials are 
crucial

Building 
brands are 

more 
important 

than creating 
sales

NEVER kick 
off a 

campaign 
you know it 

won’t 
succeed



Conclusion
ØOTC 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.
ØBut 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)
ØWhom to work with? (Medical team or non-medical)
ØThe call in OTC/OTX
ØRole of marketer in the call??



Supply chain



Distributors role in OTC
ØDistributors have a great role in managing OTC items.
ØAnnual deals is one of the most well known options (with 
incentives to telesales).



Chains role in OTC
ØChains are classified one of the big tools in OTC business.
ØAnnual deals with incentives to retailers (pharmacists or 
merchandisers).
ØList A in chains
ØMarketing deals with visibility items.



Stores      نزاخملا
ØEgyptian market has 70,000 licensed pharmacies.
ØActive of them 48,000 pharmacies.
ØHow many you will be able to reach???

ØStores are representing 35% of sale-in in the Egyptian market (2022 
IMS data).
ØIn Delta region, 50% of buying in pharmacies coming from stores.



Stores (Cont.)
ØDon’t forget that you are a marketer……..
ØNegotiation skills are highly needed.
ØBe prepared and plan well.
ØFeedback and honesty…………….




