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When thinking about your clients, what comes to mind?

age diagnosis urban/rural who
influences
3 : ?
v income & them )
_ \ available income who buys
education B 0" v & who uses

region
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But what about soft criteria?

What is important to them? How do they want to feel?

What is exciting and what
is boring?

Where do they want to go?

What do they strive for?
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When researching soft criteria, one can follow many paths...

| 4
global system VS locally specific solution
Usefull for global brands useful for all brands
long-term system VS focus on a specific moment
Good for understanding good for speficic one-time
wider context and trends event (year 2k or a football cup)
general attitudes VS cathegory specific

GfK
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A system of global life-values

Romance
F un Stab prel
Endur love
Friendship
Pleasure
Sex
Having fun Enjoying life
Adventure Music Freedom
Excitement Leisure Curiosity Open-mind Equality
Avaried life Live for today Creativity Pers supp Soc tol
Individ. Nature Helpful
Authenticity Internat.
Self-rel. Learning Justice
Look good |\ Self-est. Soc stab. Environm.
|Fulfiliywork Family Honesty
Youthful Courage Persever. Spirituality
Beauty Lealth & it Knowledge Wisdom Simplicity
Mat Security | Pl
Enterprising o
Thrift Modesty
Duty
Ambition
Public Image Faith
Resp. anc.
Tradition
POW er Obedience
Status Trad.gendr.

GfK

Tradition
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Present everywhere, but not equally

% distribution of 13+ by values type, by country 6

B Achievers B Traditionals 0O Hedonists O Survivors [0 Nurturers O Socialrationals O Selfdirected

Total Global
Korea
India
China
Indonesia
Taiwan
Turkey
Egypt
Spain
Canada
Mexico
Poland
Russia
France
Thailand
Brazil
USA
Argentina
Japan
Germany
Italy
Australia

South Africa
Czech Republic
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GfK Roper TrendKEY report indentifies 26 Key Global Consumer
Trends: 12 VaIues Trends 14 L|feswle Trends
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Which trends can be (especially) important to OTC marketeers?

| 8
Un(E CIEEITE) 15 EliEel e ... but customers are more difficult to
please!
More anxiety
regarding personal — Consumers and
and public safety. in Control patients know and
More health i understand more.

Exchange of
information is
global: opinions
about products and
information about
prices!

concerns, more
interest in disease
prevention

Eat healthy, live

e
healthy, enjoy life! Consumers and

patients expect
more from products
and services, even
things that are
mutually exclusive!

Youthfulnes§ '

. 3 g - -
Critical *¥
Customers

Pursuit of

Live longer Wellbeing
maintaining health “
and vigor! g y
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... but it also depends on how you market your product

: RIN0SH U,
Zaustavite

ipadanie KOSE

“more than healthy”,

Reduces symptoms Preventing disease vitality, good feeling

If you are in pain... |
Prevent cardiovascular disease! Feel good!

Stronger than pain! _
Every other person dies from (€11¢

cardiovascular disease
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Which trends exist in Adriatic region?

e Although trends are present throughout the western world, some aspects are more pronounced.

Desire for
Authenticity

Consumers
in Control

GfK
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Who buys analgetics/antipiretics?

e These are exclusively advertised to women, but as traditinal gender roles change...

m somebody else buys it

H buys himself

39% 36%
60%
Almost 2/3 of adult
92% Croatian men buy these
products themselves!
61% 64%
40%
8%
15-17 18-24 25-34 35-44 45-54 55-64 65+ total, all age

groups

Men are 40% of market!

female
buyer;
61%

Croatia, n=1000, general population, 2008

GfK
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Do they know already what they want to buy?

m pharmacist has

FEERIITE s When they enter a pharmacy, most of

the customers already know which
product do they want and bought this
exact same product.

2 My own choice

Already knew what he/she Didn't know what he/she
wanted wanted

GfK

Croatia, n=1000, general population, 2008
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When I have a health problem, I first attempt to treat myself
instead of going straight to the doctor

Only 20% Desire for
disagree Authenticity
60% agree
1 completely disagree;
5% 6% 9% I prefer home
medicine
20% (chicken soup,
tea) to going to
17% 20% 7 fully agree; 22% the doctor
1 completely
disagree; 8% 4% 8% I prefer to go
and buy OTC
18% product instead
of going to the

17% 22% 7 fully agree; 22% doctor

GfK

Serbia, n=1000, general population, 2009
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Citizens of Croatia are mostly afraid of...

Hearth attack - 16%
Stroke - 12%

Mental illness . 6%

Blindness, glaucoma I 3%
Dementia IZ%
Impotence I 1%

Infertility |1%

Other disease . 7%

ore [ Almost everybody
is afraid of at least
Don't know i 5% one disease!

GfK

Croatia, n=1000, general population, 2008
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I would give anything to maintain good health

(0]
1 completely 85% agree

disagree; 096%

I prefer home
medicine
(chicken soup,
tea) to going to
the doctor

8%

13% 18% 7 fully agree; 54%

Only 10%
disagree

GfK




Kontakt:
e-mail: kata.vidosusic@gfk.com,



mailto:kata.vidosusic@gfk.hr
mailto:kata.vidosusic@gfk.hr
mailto:kata.vidosusic@gfk.hr

