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THE RESEARCH OF ADVERTISING STRATEGY AND
ADVERTISING EFFECT OF THE OTC PHARMACY

ABSTRACT

The OTC market of the China is a huge market and it also is a new
concept for the local pharmacy companies. The Chinese OTC market will
possibly be the most fast growth market in the world OTC market. Because
of the new OTC market, there are lack of mature competitive base and
advertising strategy for the marketing of the OTC products. More and more
local pharmacy adapt the advertising as a main marketing tool for the
promotion of the OTC products. The advertising strategy become more
important for local pharmacy companies to develop new market, gain more
market share and stimulate the purchasing of the local consumers. Detailed
channel management and effective advertising strategy becomes a common
operation model for local pharmacy companies. So the effective and future
oriented advertising strategy plays a important role for the success of the
OTC productsin China market.

OTC market is a sunshine market in China, because the population of
the Chinaislarge, and the level of the OTC consumption becomes clear now.
There are alot of space and segment market for different products and OTC
brands in China. From the point of view of the OTC industry, the scale of the
local pharmacy company is still small, and no company is strong enough to
compete with the foreign company in the market. The total volume of the
local pharmacy companiesis less than one international foreign pharmacy
now.

Through more than 10 years practice in Chinese OTC market, the local
pharmacy companies have recognized that the OTC market needs the modern
marketing and communication model in the promotion of the OTC products.
The local pharmacy companies have been aware that the advertising is so
important for the launching of the OTC productsin a new market or market
segment.



The pressure and opportunities along with the changing environment
of the OTC sector, more and more local pharmacy companies start to
consider the advertising strategy as the effective road for the success of the
OTC productsin local market. They use intensive advertising to gain the high
point of the competition, to challenge the market leader of the OTC products,
to explore and develop a new market for the mature OTC products. Although
the advertising volume of OTC products is increasing, the effectiveness of
those advertising does not increase as the same level of the advertising
volume because of lack of a future oriented advertising strategy. A lot of
brands of the OTC products appears shortly in the market and the life cycle
of those OTC brands also is very short------ only 2 or 3 years in the market.

Under the fierce competitive environment, the precise advertising
strategy becomes a key weapon for modern pharmacy companies to prevent
the entry of the competitors and also a key way to gain more market share
from the market. In future, more and more local pharmacy companies will
adapt effective advertising strategy to stimulate and lead the consumption of
OTC products.

Base on the analysis of the current market situation of the Chinese
OTC market, this article try to propose a effective advertising strategy and
working process through several case study of the local pharmacy companies.
And the author hopes to provide a new think and process for the OTC
advertising strategy for the growing OTC market in China.

KEY WORDS: OTC, Advertising strategy, Advertising effect
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Goodness of Fit Statistics
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