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OTC Products?

OTC stands for "over-the-counter," and in the
context of healthcare and pharmaceuticals, it
refers to products that are available for purchase

directly by consumers without a prescription

from a healthcare professional. OTC products

are typically used for self-care and the treatment

of minor ailments or conditions that do not

require the supervision or intervention of a

doctor.



INTRODUCTION:

The study will investigate how advertisements influence consumer
decision-making processes and their subsequent purchase behavior. It will
analyze the effectiveness of different advertising strategies employed by
OTC product manufacturers and assess the extent to which these
advertisements shape consumer preferences and buying habits in
Maharashtra. The research findings will provide valuable insights into the
role of advertising in the OTC product market and offer recommendations
for marketers and advertisers to enhance their promotional strategies in

this specific region.




OBJECTIVES:

1. To assess how well commercials in Maharashtra are at raising consumer awareness

and knowledge of OTC products.

2. To examine how commercials affect how consumers feel about over the counter

(OTC) products, including how they see the dependability, quality, and safety of those

products.

3. Investigate the link between exposure to advertisements and customer purchasing

behaviour, such as intent to buy, brand preference, and actual purchase choices.

4. To pinpoint the precise aspects of commercials (such as their substance, visual
attractiveness, celebrity endorsements, or informative cues) that have the greatest
iImpact on OTC product purchases.

5. To examine potential variations in how advertisements may affect consumer
behaviour based on demographic factors including age, gender, income level, and
educational attainment in the context of Maharashtra state.
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FREQUENCY OF BUYING OTC
PRODUCT
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Does Advertisement Impacts on your buying
decisions?

M Yes

® No




Does Celebrity in Advertisements Influence you on
making your buying decisions?

May be Sometimes
25%

M Yes
B No

® May be Sometimes

Does Price of product matters after viewing
advertisement of product?

May be Some
times M Yes

20%

B No

® May be Some
times




How do you remember/recall OTC Products
during buying?

CELEBRITY ENDORSEMENTS
MUSIC/SONG ASSOCIATED WITHADVERTISEMENT
PUNCH LINES

BRAND NAME
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Brand Name Impact on buying OTC product
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60




Questionaries for Pharmacists:



Do consumers tend to seek the advice of

pharmacists

mYes
m No

m Depending on the
product

Impact on price due to advertisement

® [mportant role

®m  Less-Important
role

m Neutral

Not at all
Important




OTC Products which are affected by advertisements

MEDICAL DEVICES

MEDICATED BEAUTY RELATED PRODUCTS
ANTACIDS

DIETARY SUPPLEMENTS

PAIN RELIEVERS

Demand for Discount

B Yes
® No




16

14

12

10

(o]

[e)]

S

N

Influence of Advertisement to consumers

MORE INFLUENTIAL LESS INFLUENTIAL NEUTRAL NOT AT ALL INFLUENTIAL

Importance of Brand Image

B Very Important
M Less Important
® Neutral

Not at all Important




CONCLUSION:

« The "Effect of Ads on Buying Conduct of Shoppers for OTC Items in
Maharashtra State" concentrate on reveals insight into the extensive impact that

plugs have on buyer conduct with respect to OTC items.

« Marketers and manufacturers of over-the-counter products in Maharashtra State
can benefit from this study's findings. They might use these data to foster more
Influential publicizing efforts that urge buyers to partake in the brand, rest easier

thinking about it, and make a buy.
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