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Reckitt Benckiser has agreed to buy SSL
International for £2.54 billion (CC3.03

billion) in a deal that will add the Durex and
Scholl brands to its global health and per-
sonal care portfolio.

Bart Becht, chief executive officer of Reck-
itt Benckiser, said the two brands would bring
the company’s total ‘Powerbrands’ to 19.

He pointed out the deal would be a “step
change” for Reckitt Benckiser’s global Health
& Personal Care division. Health & Personal
Care’s annual sales would increase by more
than a third to approximately £2.8 billion, he
said, adding that the enlarged division would
represent a third of the group’s total turnover.

Acquiring SSL would also boost the com-
pany’s presence in China and Japan, he noted.

Reckitt Benckiser said it would assess the
“growth potential and strategic fit” of SSL’s
smaller brands. A spokesperson for Reckitt
Benckiser told OTC bulletin that it was too
early to say whether the company would make
any divestments.

SSL’s OTC portfolio includes Earex ear
drops, Full Marks head-lice treatments, Meltus
cough medicines, Mister Baby baby products,
and Syndol and Cuprofen pain relievers.

The deal – which has been agreed by the
boards of both companies – will see Reckitt
Benckiser pay £11.63 in cash per SSL share
with a further entitlement to a dividend of £0.08
a share for the year ended 31 March 2010. The
offer is a 32.8% premium on SSL’s closing share

■ Continued on page 8

Reckitt Benckiser set to
acquire SSL for £2.54bn

Private-equity firm The Carlyle Group is set
to buy NBTY in a deal valuing the US-bas-

ed manufacturer and retailer of nutritional sup-
plements at US$3.80 billion (C2.96 billion).

The price is about 1.5-times NBTY’s turn-
over of US$2.58 billion for the year ended 30
September 2009 (OTC bulletin, 30 Novem-
ber 2009, page 8).

Scott Rudolph, chairman and chief exec-
utive officer of NBTY, said Carlyle’s US$55.00

■ Continued on page 26

Private-equity firm
about to buy NBTY

Topical ketoprofen medicines are set to be
given prescription-only status throughout

the European Union.
The European Medicines Agency (EMA)

has recommended topical ketoprofen should
only be used when prescribed by a physician,
which means that the products will be reverse-
switched in most member states.

Available throughout the European Union
– excluding the Netherlands – since 1978, they

■ Continued on page 12

Topical ketoprofen
to reverse-switch
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Excedrin in the US and Voltaren in Europe
helped lift Novartis Consumer Health’s

OTC sales in the second quarter of 2010.
Voltaren had achieved a “record 44% share”

of Germany’s topical analgesics market in June,
the company said, and was currently ranked as
the second-largest brand in the overall Germ-
an OTC market.

Joseph Jimenez, Novartis’ chief executive
officer, pointed out that German sales of the
diclofenac brand had grown by around 20%, or
at about twice the market growth rate.

In the US, the paracetamol-based Excedrin
brand had made market-share gains as a result
of successful advertising and promotional cam-
paigns for its Migraine variant, Novartis said,
which had lifted the brand’s second-quarter
sales by 8%. This had been well ahead of the
overall analgesics category, which had declined
in the period.

Meanwhile, Novartis said that IRI figures for
the four weeks ended 6 June showed that its
Triaminic brand was now the leading OTC chil-
dren’s cough and cold brand in the US.

The company boosted the brand further at
the start of June by launching Triaminic Fever
Reducer Pain Reliever, which Novartis claimed
was the “only branded OTC children’s liquid
acetaminophen product currently available nat-
ionwide in the US”.

Explaining the latest addition to the Tri-
aminic brand, Novartis said that given the cur-
rent “lack of availability” of some OTC chil-
dren’s analgesic products, the company felt it
was “important to now offer parents a depend-
able liquid acetaminophen fever reducer and
pain reliever product for their children”.

Novartis’ comments came after McNeil Con-
sumer Healthcare’s May recall of all lots of 44
infant’s and children’s liquid products manu-
factured at its Fort Washington, Pennsylvania,
plant, and marketed under its Tylenol, Mot-
rin, Zyrtec and Benadryl brand names (OTC

bulletin, 14 May 2010, page 1).
In June, McNeil warned that it did not ex-

pect to have sources of supply for most of the
products made at the Fort Washington facility
before the end of 2010 (OTC bulletin, 30 June
2010, page 1).

Novartis said its US sales had also been aid-
ed by the OTC proton-pump inhibitor brand Pre-
vacid 24HR. Launched last November (OTC
bulletin, 16 November 2009, page 1), the brand
is now claimed to be the fastest-growing fre-
quent heartburn treatment in its category.

Prevacid 24HR had achieved an average
25% share of the US proton-pump inhibitor
category over the opening six months of 2010,
Novartis said, and was the number two brand-
ed OTC heartburn treatment on the market.

However, the lansoprazole-based brand’s
market share dipped in the second quarter after
reaching a high of around 30% in the first quar-
ter (OTC bulletin, 30 April 2010, page 8). This
followed the launch of Merck & Co’s Zegerid
OTC brand, which combines 20mg of omepra-
zole with 1,100mg sodium bicarbonate (OTC
bulletin, 16 April 2010, page 14).

Novartis noted that the US proton-pump in-
hibitor category had grown by 39% so far in
2010, as Zegerid OTC joined Prevacid 24HR
and Procter & Gamble’s established omepra-
zole-based Prilosec OTC and its store-brand
equivalents on the market.

During the quarter, Novartis expanded its
gastrointestinal franchise by launching Panto-
loc Control in 11 European markets through a
co-marketing agreement with the pantoprazole
product’s originator Nycomed (OTC bulletin,
10 February 2010, page 1).

Sales by Novartis Consumer Health increas-
ed by 7% to US$1.51 billion (C1.16 billion) dur-
ing the period, as its CIBA Vision and Animal
Health businesses added to growth by the firm’s
OTC unit (see Figure 1).

Asia/Africa/Australasia was the best perform-
ing region for Consumer Health, with sales up
by 13% – 7% in local currencies – to US$253
million (see Figure 2).

Solid growth – especially in France, Ger-
many and the UK – led to a 1% rise in Euro-
pean turnover to US$629 million. In local-cur-
rency terms, the growth was 5%.

In the US, Consumer Health had performed
strongly, Novartis said, with sales growing by
12% to US$499 million. Canada and Latin Amer-
ica recorded growth of 8% to US$128 million,
although sales in the region dropped by 1% in
local currencies.

Net sales in Consumer Health’s top six
emerging markets grew by 26%.

Consumer Health’s operating income in-
creased by 8%, or by a tenth in local curren-
cies, to US$294 million.

Second-Quarter Results

Novartis makes OTC gains thanks to pain

Division Second-quarter sales Change 2009/2010 (%) Operating income Change Operating
(US$ millions) US$ Local currencies (US$ millions) 2009/2010 (%) margin (%)

Pharmaceuticals 7,670 +8 +8 2,337 +6 30.5

Sandoz 1,973 +11 +13 289 +17 14.6

Consumer Health* 1,509 +7 +7 294 +8 19.5

Vaccines and Diagnostics 564 +128 +135 -42 – –

Corporate – – – 83 – –

Novartis 11,716 +11 +12 2,961 +25 25.3

* Continuing operations

Figure 1: Breakdown of the financial performance of Novartis in the second quarter of 2010 (Source – Novartis)

Figure 2: Breakdown of Novartis Consumer Health’s sales in the second quarter of 2010 (Source – Novartis)

Region Second-quarter sales Change 2009/2010 (%)
(US$ millions) US$ Local currencies

Europe 629 +1 +5

US 499 +12 +12

Asia/Africa/Australasia 253 +13 +7

Canada and Latin America 128 +8 -1

Novartis Consumer Health* 1,509 +7 +7

* Continuing operations

OTC
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■ PHARMACY CHAIN 36.6 said it had rais-
ed RUB930 million (C23.7 million) by placing
10 million shares. The funds will be used to
strengthen the Russian firm’s financial position
and implement its business development plan.

Sigma Pharmaceuticals has told Aspen Phar-
macare to improve its takeover bid, after

the South African company reduced its offer
for the troubled Australian firm to A$1.43 bil-
lion (C1.00 billion).

Not only was the latest offer lower, pointed
out Sigma, but it was also “highly conditional”.

Sigma said it was willing to work with As-
pen to improve the proposal for Sigma share-
holders, including the removal of certain con-
ditions. However, it warned that discussions

between the two companies “should not be in-
terpreted as a willingness” on the part of Sig-
ma’s board to recommend Aspen’s A$0.55 per
share offer, and advised its shareholders to take
no action at this stage.

The offer would also see Aspen assume
Sigma’s debts of A$785 million, taking the total
value of the deal to A$1.43 billion.

Aspen’s formal offer for Sigma is lower than
the A$0.60 per share “non-binding, indicative
and conditional proposal” the company made
at the end of May. Including Sigma’s debts, this
had a total value of A$1.49 billion (OTC bul-
letin, 31 May 2010, page 1).

Sigma highlighted that the exclusivity period
– during which Sigma was not permitted to
solicit rival bids or agree asset sales – had now
ended and would not be renewed.

Potential asset sales
The Australian company said it was still

considering a number of potential asset sales,
and had received “expressions of interest in
parts of the group including Sigma’s Arrow
generics business”.

At the end of June, Sigma put its Herron
brand of OTC medicines and food supplements
up for sale to help pay off its debts (OTC bul-
letin, 30 June 2010, page 1).

Aspen’s takeover bid came after Sigma –
which has interests in OTC products, generic
pharmaceuticals, pharmacy retailing and drug
wholesaling – reported a net loss of A$389 mil-
lion for the year ended 31 January 2010.

Sigma reported the net loss after cutting its
goodwill valuations by A$424 million. Sales
rose by 4.5% to A$3.22 billion in the period
(OTC bulletin, 16 April 2010, page 2).

In the wake of the results announcement,
Sigma’s chief executive officer Elmo de Alwis
and chief financial officer Mark Smith stepped
down. The company recently announced that
its former chief financial officer Mark Hooper
would replace De Alwis as managing direc-
tor and chief executive officer in September
(OTC bulletin, 30 June 2010, page 1).

Aspen’s existing Australian subsidiary gen-
erates annual sales of around A$180 million
from an Ethicals division and an OTC/Grocery
division, which currently markets the Bio-Oil
skincare products, Murine eye drops range and
Tixylix cough and cold brand.
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Mergers & Acquisitions

Sigma wants better offer
from Aspen Pharmacare

OTC

William Ransom & Son has agreed to
sell its loss-making Italian subsidiary

Optima Italia to Optima Naturals, a new com-
pany formed by the current manager of its
Italian operations.

The troubled UK-based firm said it would
receive £45,000 (C58,843) for the business,
which generated annual sales of approximately
£1.2 million and a loss of around £0.3 million
for the year ended March 2009.

As part of the deal, Ransom has signed up
Optima Naturals to distribute its products in
Italy and other territories, claiming the deal
would enable it to be profitable in the region.

Ivor Harrison, chief executive officer of
Ransom, said the sale of Optima Italia’s assets
and liabilities was in the best interests of the
company and its stakeholders.

It was consistent with Ransom’s “desire
to exit unprofitable business”, Harrison added,
and to create a “sustainable, focused, higher-
margin, differentiated natural consumer health-
care business”.

Selling its Italian operation is just the latest
step in Ransom’s plan to reduce its bank debt
and provide working capital for a turnaround
plan introduced in September 2008 (OTC bul-
letin, 29 September 2008, page 6).

Already this year, Ransom has sold its Meta-
nium nappy-rash brand (OTC bulletin, 20 Jan-
uary 2010, page 3), its honey-based Manuka
Gold brand (OTC bulletin, 10 February 2010,
page 13) and its Snufflebabe and Easy Breathe
brands (OTC bulletin, 31 March 2010, page 8).
It has also cancelled its supply and licensing
agreement for the Medibee honey brand (OTC
bulletin, 26 February 2010, page 11).

Its Pavacol-D and Radian B brands were
sold in 2008 for £3.1 million (OTC bulletin,
18 December 2008, page 3).

Ransom said in April that it did not plan to
sell any more brands after securing a new long-
term financing agreement (OTC bulletin, 30
April 2010, page 3).

Divestments

Ransom sells
Optima Italia

OTC

OTC
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US sales by Johnson & Johnson’s OTC &
Nutritionals business fell by US$187 mil-

lion (C146 million) in the second quarter, as
product recalls and suspending production at
McNeil Consumer Healthcare’s Fort Washing-
ton manufacturing facility took their toll.

More than a quarter was sliced from US
sales in the period to US$492 million, dragging
worldwide sales at the OTC & Nutritionals unit
down by 12.9% to US$1.14 billion. The decline
would have been worse but for a positive cur-
rency effect of 0.5% partly offsetting the 13.4%
operational fall (see Figure 1).

Dominic Caruso, Johnson & Johnson’s chief
financial officer, said the company’s McNeil
subsidiary had now submitted a business-wide
quality improvement plan to the US Food and
Drug Administration (FDA), and was making
a significant investment in refitting the Fort
Washington facility.

Caruso revealed, however, that production at
the facility was not expected to restart until
“probably the latter half of 2011”. The company
did not expect to have alternative sources of
supply for most of the products made at the
plant before the end of this year, he added.

As a result, US sales by the firm’s OTC &
Nutritionals unit were expected to decline by

US$600 million in 2010, warned Caruso.
Meanwhile, international OTC & Nutrition-

als sales edged up by 2.9% to US$649 million
in the quarter, as a 1.0% positive currency effect
boosted a 1.9% gain at an operational level.

Johnson & Johnson’s manufacturing woes
continued following the close of the quarter,
after the FDA identified problems at the firm’s
Lancaster, Pennsylvania, plant.

Products for the Johnson & Johnson/Merck
Consumer Pharmaceuticals joint venture, in-
cluding the Pepcid range of OTC heartburn
remedies, are made there.

Nevertheless, Caruso said sales of the prod-
ucts manufactured at the Lancaster plant were
not very significant.

Receives FDA warning letter
Johnson & Johnson’s problems at its Fort

Washington and Lancaster facilities came on
top of a warning letter received earlier this year
from the FDA about its OTC plant in Las Pied-
ras, Puerto Rico (OTC bulletin, 10 February
2010, page 22).

The January warning letter led Johnson &
Johnson voluntarily to recall a number of its
OTC brands manufactured at Las Piedras due
to complaints of an “unusual mouldy, musty or

mildew-like odour that, in a small number of
cases, was associated with temporary and non-
serious gastrointestinal events”.

Johnson & Johnson stated the problem had
been caused by trace amounts of a chemical
called 2,4,6-tribromoanisole, which could re-
sult from the breakdown of a wood-treatment
chemical used on wooden pallets that trans-
port and store product packaging materials.

The recall was extended in June (OTC bul-
letin, 30 June 2010, page 12) and then again in
July, but Louise Mehrotra, Johnson & Johnson’s
vice-president of investor relations, pointed out
that the Las Piedras plant was now back at nor-
mal levels of production.

Restocking had commenced during the sec-
ond quarter, she added, and would ramp up dur-
ing the current quarter.

Four months after the Las Piedras recall, Mc-
Neil announced it had suspended production at
its Fort Washington facility after voluntary re-
calling all lots of 44 infant’s and children’s liq-
uid products made at the plant and sold under
its Tylenol, Motrin, Zyrtec and Benadryl brands
(OTC bulletin, 14 May 2010, page 1).

The moves came after an FDA inspection
found grime and contaminated ingredients at
the facility, which the agency said could affect
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Business Second-quarter sales Change Operational Currency
(US$ millions) 2009/2010 (%) change (%) effect (%)

OTC & Nutritionals – US 492 -27.5 -27.5 –
OTC & Nutritionals – International 649 +2.9 +1.9 +1.0
Total OTC & Nutritionals 1,141 -12.9 -13.4 +0.5

Skin Care – US 422 +2.7 +2.7 –
Skin Care – International 421 -0.2 -0.5 +0.3
Total Skin Care 843 +1.2 +1.1 +0.1

Baby Care – US 99 -4.8 -4.8 –
Baby Care – International 438 +8.4 +4.9 +3.5
Total Baby Care 537 +5.7 +2.9 +2.8

Women’s Health – US 137 -9.9 -9.9 –
Women’s Health – International 329 ±0.0 -2.1 +2.1
Total Women’s Health 466 -3.1 -4.5 +1.4

Oral Care – US 148 -14.9 -14.9 –
Oral Care – International 224 +5.7 +1.8 +3.9
Total Oral Care 372 -3.6 -5.8 +2.2

Woundcare/Other – US 165 -12.2 -12.2 –
Woundcare/Other – International 123 -16.9 -20.3 +3.4
Total Woundcare/Other 288 -14.3 -15.8 +1.5

Total Consumer 3,647 -5.4 -6.5 +1.1

Consumer – US 1,463 -14.3 -14.3 –

Consumer – International 2,184 +1.8 -0.2 +2.0

Figure 1: Breakdown of sales by Johnson & Johnson’s Consumer division in the second quarter of 2010 (Source – Johnson & Johnson)

Second-Quarter Results

J&J loses US$187mn off US OTC sales
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the “quality, purity or potency” of products man-
ufactured at the plant.

McNeil’s recall of products made at Fort
Washington was the sixth significant recall im-
plemented by the business between October
2009 and May 2010, and sparked an investi-
gation by the US House of Representatives’
Committee on Oversight and Government Re-
form (OTC bulletin, 11 June 2010, page 1).

Mehrotra said there were a “variety of ongo-
ing legal actions in connection with the recalls,
including the initiation of cases against McNeil
and the ongoing governmental investigation”.

Cooperating with government probe
“We continue cooperating with the govern-

ment’s investigation and request for informa-
tion,” Mehrotra stressed, noting that the com-
pany had also received a grand jury subpoena
from the US Attorney’s office for the eastern
district of Pennsylvania.

Meanwhile, some sales declines in other
parts of Johnson & Johnson’s Consumer divi-
sion meant that it was unable to offset the im-
pact of the problems at its US OTC business.
Operationally, the division slipped back by
6.5%, which, despite a 1.1% positive currency
effect, meant worldwide sales finished down
by 5.4% as reported to US$3.65 billion.

US Consumer turnover dropped by 14.3% to
US$1.46 billion, while international sales edged
up by 1.8% to US$2.18 billion, thanks entirely
to a 2.0% positive currency effect.

International Consumer turnover had been
hit by the devaluation of Venezuela’s currency,
Caruso noted, while in the US – besides the
quality issues – sales had been hit by a slower
than expected recovery in consumer spending.
Private-label manufacturers had also held onto
share gained during the economic downturn for
longer than expected, he added.

Total Consumer sales would have been “flat
to slightly down” had the impact of the sus-
pension and product recalls been excluded,
Caruso maintained.

The Consumer division’s Skin Care busi-
ness reported worldwide sales up by 1.2% to
US$843 million, driven by Neutrogena and
Johnson’s adult brands, as well as the launch
of products containing Cytomimic anti-age-
ing technology. Growth had been partially off-

set by the decision to discontinue some brands,
the company noted.

US Skin Care sales finished ahead by 2.7%
to US$422 million, offsetting the 0.2% drop in
international turnover, which had been caused
by a 0.5% decline at an operational level.

Turnover at the Baby Care business grew
by 5.7% to US$537 million, driven entirely by
an 8.4% rise in international sales to US$438
million, thanks to a 4.9% operational rise and
a 3.5% positive currency effect. This offset a
4.8% drop in US sales to US$99 million.

The Women’s Health business posted sales
down by 3.1% to US$466 million, due primar-
ily to a 9.9% slide in US turnover to US$137
million. International sales were flat at US$329
million, but only thanks to a 2.1% positive cur-
rency impact.

Worldwide Oral Care sales dropped by 3.6%
to US$372 million, as US sales fell back by
14.9% to US$148 million. The US decline was
blamed on slower growth in the mouth-rinse
category and the sale of the Efferdent and Effer-
grip brands at the end of 2009. A 5.7% rise in
international sales to US$224 million partially
offset some of the US fall.

Woundcare/Other posted worldwide sales
down by 14.3% to US$288 million, with both
international and US turnover declining. The
16.9% international fall came entirely from a
20.3% drop at an operational level, while US
sales tumbled by 12.2% to US$165 million.

Total group sales up by 0.6%
The Consumer division represented 23.8%

of Johnson & Johnson’s worldwide sales in the
second quarter of 2010, which moved ahead
by 0.6% to US$15.3 billion (see Figure 2). The
rise was driven by a 0.5% positive currency ef-
fect, boosted by a 0.1% operational gain.

The dominant Medical Devices & Diagnos-
tics division posted sales up by 4.1% to US$6.13
billion. Turnover at the Pharmaceutical division
edged forward during the quarter by 1.0% to
US$5.55 billion.

Pre-tax profits declined by 1.0% to US$4.22
billion, as cost of goods sold increased due to
the Consumer product recalls and price reduc-
tions that hit the Pharmaceutical and Medi-
cal Devices & Diagnostics divisions.

530 July 2010 OTC bulletin
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Business Second-quarter Change Operational Currency
sales (US$ millions) (%) change (%) effect (%)

Medical Devices & Diagnostics 6,130 +4.1 +3.5 +0.6

Pharmaceutical 5,553 +1.0 +1.0 ±0.0

Consumer 3,647 -5.4 -6.5 +1.1

Total Johnson & Johnson 15,330 +0.6 +0.1 +0.5

Figure 2: Johnson & Johnson’s sales in the second quarter of 2010 (Source – Johnson & Johnson)

Obtaining a marketing authorisation for
10% arnica gel as a traditional herbal

medicine in Sweden at the end of last year
represented an important milestone for herbal
products specialist Weleda.

The award of a specific indication and a list-
ing in Sweden’s official medicines formulary
for the arnica gel had “opened new marketing
opportunities”, the Swiss group commented.

“This approval is a decisive breakthrough
in licensing anthroposophic medicines – not
just for Sweden, but for the whole of Europe,”
Weleda insisted.

Weleda’s medicines turnover increased by
11.2% to around SFr120 million (C89.7 mil-
lion) and accounted for 30% of group turnover
up by 13% to SFr399 million. The other two-
thirds came from cosmetics. The Swiss group’s
earnings before interest and tax (EBIT) gained
more than SFr8 million to SFr10.4 million.

Excluding exchange-rate fluctuations and
the impact of consolidating a subsidiary in New
Zealand, Weleda said its medicines sales had
risen by 7.4%. Two-thirds of that rise had been
generated by volume gains that resulted from
the firm’s “consistent marketing strategy”.

Consumer- and trade-press advertising – as
well as outdoor poster advertising in major
cities – helped to build brand awareness in
Germany and to drive up sales of Weleda’s
stress and exhaustion range, including the Neu-
rodoron brand. Total medicines sales in Ger-
many increased by 13% as sales visits helped
to drive doctors’ recommendations of both
stress-relief products and cardiovascular medi-
cines such as Cardiodoron.

Marketing promotions for self-medication
products were “bearing first fruits” in Italy and
the UK, Weleda said.

In France, the local operation capitalised on
a strong cold and flu season to increase sales
of brands such as Infludo.

In Austria, a campaign providing 8,000 doc-
tors with samples of the Ferrum Phosporicum
homoeopathic cold remedy had been success-
ful, the company said.

And launching Euphrasia single-dose eye
drops, Weleda added, had more than doubled
the company’s OTC ophthalmology turnover
in Switzerland, where two-thirds of the pop-
ulation had voted in a referendum to place a
commitment to complementary medicine in
the country’s constitution (OTC bulletin, 19
June 2009, page 8).

Annual Results

Sweden shows way
forward for Weleda

OTC OTC
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European sales of the weight-loss medicine
Alli fell sharply in the second quarter of

this year. GlaxoSmithKline Consumer Health-
care said the drop reflected launch stocking of
Alli in the same period 12 months earlier.

The company did not release Alli’s quarterly
sales figures, but said the fall had pushed down
worldwide sales of OTC Medicines by 2% at
constant exchange rates to £593 million (C705
million). Excluding Alli, OTC Medicines’ turn-
over had grown by 5%, it added.

Commenting on the decline, Julian Heslop,
GlaxoSmithKline’s chief financial officer, said
the European launch of Alli last year had cre-
ated a “large sales number”, with which sales
this year had suffered in comparison.

Noting that it had been impossible to repli-
cate last year’s performance, Heslop said that
the comparison had had a negative 3% impact
on the total Consumer Healthcare business and
a negative 7% impact on both the European
Consumer Healthcare business and OTC Medi-
cine sales overall.

Following the launch of Alli in 24 European
countries, GlaxoSmithKline said the brand had
achieved sales of £56 million in the second
quarter of 2009 (OTC bulletin, 31 July 2009,
page 4). By the end of March 2010, Alli had
notched up total sales of £139 million across the
region (OTC bulletin, 14 May 2010, page 6).

Away from Europe, sales of Alli had also

declined in the US, GlaxoSmithKline said, as
a result of the “ongoing macroeconomic chal-
lenges”. Outside of the US and Europe, the
brand had been launched in Hong Kong and
Taiwan during the quarter, the company noted.

Turning to other OTC categories, Glaxo-
SmithKline said its OTC analgesics franchise
– including the Panadol brand – had perform-
ed well, driven by “brand innovation and en-
hanced marketing”.

Panadol had registered double-digit growth
in the second quarter, the company said, with
“very strong” results reported in its Europe and
Rest of World regions thanks to the ongoing
roll-out of Panadol Advance and more invest-
ment in emerging markets.

OTC Medicines accounted for 47% of Con-
sumer Healthcare’s total sales for the quarter,
which rose by 3% at constant exchange rates –
7% as reported – to £1.25 billion (see Figure 1).

Oral Healthcare generated a further 33% of the
Consumer Healthcare total, with Nutritional
Healthcare responsible for the remaining 20%.

Consumer Healthcare’s operating profit im-
proved by 5% at constant exchange rates to
£230 million. The operating margin was 18.4%.

Sales of Oral Healthcare products grew by
9% at constant exchange rates to £410 million,
with growth in all regions. Nutritional Health-
care sales finished up by 6% to £249 million,
aided by strong growth of Horlicks.

Strong Rest of World sales
On a regional basis, Consumer Healthcare’s

sales in its Rest of World markets had been
“particularly strong”, GlaxoSmithKline pointed
out, with turnover up by 11% at constant ex-
change rates to £496 million (see Figure 2).

European sales dropped by 2% at constant
exchange rates to £493 million due to the Alli
comparison, while US turnover remained stuck
at £263 million.

Commenting on the stagnant US perfor-
mance, Andrew Witty, GlaxoSmithKline’s chief
executive officer, said Consumer Healthcare had
been held back by lower sales of Alli and the
NiQuitin smoking-cessation brand. This had
offset a “fantastic” performance by the Senso-
dyne oral-care brand.

The US market was a “pretty dull place at
the moment”, Witty claimed, with consumers
having down-traded to own-label products over
the past couple of years.

However, there had been a “huge amount
of change” at the firm’s US Consumer Health-
care business, Witty pointed out, adding that
although he had confidence in the business, it
needed to “get on a level playing field with Alli
and NiQuitin comparables”.

Explaining the reasons for the new stream-
lined reporting format for Consumer Health-
care, Witty said the previous level of detail had
put it at a “competitive disadvantage”.

“We compete with other firms who don’t
necessarily publish at that level of detail,” Witty

Second-Quarter Results

GSK’s Alli suffers steep European decline

Second quarter Change 2009/2010 (%) Proportion
(£ millions) £ CER* of total (%)

Sales

Pharmaceuticals 5,773 +3 ±0 82

Consumer Healthcare 1,252 +7 +3 18

Total 7,025 +4 ±0 100

Operating profit

Pharmaceuticals 2,192 – -16 91

Consumer Healthcare 230 – +5 9

Total** 51 – – 100

* CER is at constant exchange rates ** Including corporate, legal restructuring and other costs of £2.37 billion

Figure 3: GlaxoSmithKline’s sales and operating profit in the second quarter of 2010 (Source – GlaxoSmithKline)

Business Second-quarter sales Change 2009/2010 (%)
(£ millions) £ CER*

OTC Medicines 593 +3 -2

Oral Healthcare 410 +12 +9

Nutritional Healthcare 249 +10 +6

Total Consumer Healthcare 1,252 +7 +3

* CER is at constant exchange rates

Figure 1: GlaxoSmithKline Consumer Healthcare’s second-quarter 2010 sales by business (Source – GlaxoSmithKline)

Region Second-quarter sales Change 2009/2010 (%)
(£ millions) £ CER*

Rest of World 496 +22 +11

Europe 493 -3 -2

US 263 +4 ±0

Total Consumer Healthcare 1,252 +7 +3

* CER is at constant exchange rates

Figure 2: GlaxoSmithKline Consumer Healthcare’s second-quarter 2010 sales by region (Source – GlaxoSmithKline)

OTC30-07-10p6-7FIN.qxd 28/7/10 05:59 Page 2



730 July 2010 OTC bulletin

COMPANY NEWS OTC

GlaxoSmithKline Consumer Healthcare has
grabbed the development rights to Futura

Medical’s TPR100 topical OTC pain-relief pro-
duct and is expected to agree a commercial dis-
tribution deal for the product subject to clin-
ical trials and regulatory approvals.

Under the terms of the deal, GlaxoSmith-
Kline has agreed fully to fund – and be respon-
sible for – all clinical and regulatory develop-
ment of the product, which is based on Futura’s
DermaSys drug-delivery technology.

GlaxoSmithKline had also agreed, Futura
pointed out, to make “modest annual payments”
during the development period. A commercial
distribution agreement would follow “in due
course”, it said, subject to satisfactory clini-
cal outcomes and regulatory approvals.

The deal follows an evaluation agreement
struck between Futura and a “major pharma-
ceutical company” in July 2009, which gave
the unnamed firm the exclusive rights to carry
out in vitro studies on TPR100 (OTC bulletin,
31 August 2009, page 14).

In December 2009, the deal was extended
to June 2010 while the commercial terms of
a licensing agreement were negotiated.

James Barder, chief executive officer of
Futura, pointed out that the agreement broad-

ened the company’s commercial relationships
and sources of potential royalty income.

In addition, it provided a further endorse-
ment of Futura’s DermaSys technology and
the company’s product development strengths,
Barder said.

Futura is currently awaiting the first com-
mercial launches of products in its pipeline,
most notably the CSD500 condom designed
to help healthy men maintain a firmer erection
when wearing a condom.

Once CSD500 gains its European CE qual-
ity mark – which is expected later this year –
it will be passed to SSL International for the
condom specialist to prepare for the product’s
launch under its Durex brand name.

Futura also announced in March that it had
successfully changed the formulation of its
PET500 product for delayed ejaculation so it
could be marketed in the US without any fur-
ther regulatory approvals or clinical data (OTC
bulletin, 17 March 2010, page 8).

Discussions with potential commercial part-
ners for PET500 were ongoing, Futura noted.

Other products in Futura’s pipeline include
a topical gel for erectile dysfunction – licensed
to SSL – and a topical “rapid anaesthetic deliv-
ery” product.

Development Agreements

GlaxoSmithKline snaps up
Futura’s pain relief product

OTC

Phoenix Pharmahandel said it had agreed a
comprehensive refinancing plan that would

pave the way for its financial independence
and further growth.

Like other companies in the Merckle group
– such as Ratiopharm, which was recently sold
to Teva Pharmaceutical Industries for C3.63
billion (OTC bulletin, 31 March 2010, page 1)
– Phoenix’ future had been uncertain after the
group ran into financial difficulties and found-
er Adolf Merckle committed suicide (OTC
bulletin, 29 January 2009, page 1).

The wholesaler and retailer secured interim
funding in June of last year (OTC bulletin, 30
June 2009, page 2), but it has now laid out a
refinancing plan based around a syndicated loan
facility of C2.6 billion, backed by 17 banks, and
a bond issue of C500 million.

Phoenix claimed the plan would put the firm

on a “sound financial footing for the long term”.
In addition, Phoenix’ parent company VEM

Vermögensverwaltung will use the proceeds
from the sale of Ratiopharm to repay C410 mil-
lion in existing liabilities to Phoenix and invest
a further C500 million in the company.

Create basis for further growth
Reimund Pohl, chief executive officer of

Phoenix, said that the plan fundamentally re-
aligned the company’s financial structure and
created the basis for further growth.

Pohl added he was confident that the bond
issue would be well received by the market due
to Phoenix’ “substantially improved risk pro-
file and stable business model”.

Phoenix generated sales of C21.3 billion in
its 2009/2010 financial year.

Business Strategy

Phoenix agrees refinancing deal
pointed out, “and who are themselves looking
at any clue we can give them about what we’re
doing or how we’re investing our resources.”

Consumer Healthcare accounted for 18% of
GlaxoSmithKline’s total second-quarter sales,
which were flat at constant exchange rates at
£7.03 billion. As reported, sales were up by 4%
(see Figure 3).

Turnover at the dominant Pharmaceuticals
business was also flat at £5.77 billion. Sales
rose by 3% as reported, while operating profit
fell by 16% to £2.19 billion.

GlaxoSmithKline’s total operating profit for
the quarter was just £51.0 million, due mainly
to restructuring costs of £590 million and a
legal charge of £1.57 billion. The legal charge
was booked after the company agreed to settle
“long-standing” product-liability lawsuits in-
volving its antidepressant Paxil and diabetes
drug Avandia, as well as a US government
investigation into the company’s former manu-
facturing site at Cidra, Puerto Rico.

OTC

SymphonyIRI Group is the new name for consumer
packaged goods, retail and healthcare market
researcher IRI, as the company looks to extend
beyond the “traditional market research space”.

The new identity brings together IRI and the name
of its parent company Symphony Technology Group.
A private-equity group specialising in software
and services companies, Symphony acquired
IRI in late 2003.

Blair Ruelens, UK managing director of
SymphonyIRI, said the change was “more than just a
new name and brand identity”, it evolved the
company’s brand to “more accurately reflect” its
“broader, higher value orientation and focus – a
transformation that both embraces and extends
beyond the traditional market research space”.

Over the past year, the company had learned that
the shopper was fast becoming the “centre of
gravity”, Ruelens commented, and as a result
SymphonyIRI needed to be able to offer the “next
level of consultative insight, innovative shopper
marketing solutions and forward-looking decision
support capabilities” to raise client
performance levels.

To do this the company had “invested heavily in
predictive analytic innovation and integration”,
Ruelens pointed out, and had developed and
commercialised its Advantage portfolio of “advanced
decision support solutions”.

The name and identity change, Ruelens said,
reflected the company’s “increased agility and
relevance” and combined its rich heritage of
“superior market measurement with an expanded
ability to solve the most challenging strategic
business issues”.

OTC

OTC
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Boots-branded pharmacies will soon be
opening in Sweden through a joint venture

between wholesaler and retailer Alliance Boots
and the Swedish Association of Pharmacists,
Sveriges Farmacevtföretagarna.

The new joint-venture company called Boots
Farmacevtföretagarna AB will enable indepen-
dent pharmacies in Sweden to operate as fran-
chise stores under the Boots brand name.

Sweden’s first Boots-branded pharmacies are
expected to start appearing in the autumn. They
will all be independently owned, with the joint-
venture firm providing various services to them.

Under the terms of the agreement, Alliance
Boots holds a 51% stake in the joint-venture
company, with the Swedish association taking
the remainder.

Lennart Axelsson, chief executive officer of
Farmacevtföretagarna, said the response from
independent pharmacists to the opportunity of-
fered by the joint venture had been “tremen-
dous”, with more than 100 wanting to start a
Boots-branded pharmacy.

To manage its stake in the joint venture,
Farmacevtföretagarna has formed a separate
organisation called Farmacevtföretagarna Eko-
nomisk Förening, or Pharmacist Entrepreneurs
Business Association, which all Swedish Boots-
branded pharmacies will join.

The move comes four months after Alliance

Boots and Farmacevtföretagarna signed a let-
ter of intent to form a joint venture with the aim
of “creating a professionally-managed, private
alternative that will offer exceptional customer
and patient care in Sweden” (OTC bulletin,
10 February 2010, page 3).

Before agreeing the joint-venture deal, Ste-
fano Pessina, Alliance Boots’ executive chair-
man, said in May that the company would not
invest a lot of money in Sweden as pharmacies
in the country were not particularly profitable
(OTC bulletin, 31 May 2010, page 5).

Last year, Sweden ended the state-owned
Apoteket pharmacy chain’s monopoly on the
sale of medicines, and put nearly two-thirds of
the country’s 945 pharmacies up for sale (OTC
bulletin, 29 May 2009, page 1).

Finland’s Oriola-KD and three private-equity
investors snapped up 465 of the Apoteket phar-
macies for a total of SEK5.9 billion (C0.6 bil-
lion). A further 150 were made available to
small businesses, while Apoteket retained the
remaining 330 (OTC bulletin, 16 November
2009, page 1).

Neither Alliance Boots nor Celesio, its pan-
European wholesaling and retailing rival, ac-
quired any of the Apoteket stores. Celesio has
already opened a number of new pharmacies
in Sweden under the DocMorris Apotek name
(OTC bulletin, 26 February 2010, page 2).

8 OTC bulletin 30 July 2010

OTC COMPANY NEWS

Retailers

Swedish pharmacists to
open Boots pharmacies

OTC

Implementing a series of cost-cutting and effi-
ciency measures enabled Ratiopharm to in-

crease the earnings before interest, tax, depre-
ciation and amortisation (EBITDA) of its core
generics business – including OTC products
and clinical drugs, but excluding biosimilars –
by 20% to C158 million in the first half of 2010.

The German firm – which is in the process
of being acquired by Israeli generics giant Teva
(OTC bulletin, 31 March 2010, page 1) – has
now completed a two-year programme of re-
forms under the ‘One Ratiopharm’ banner. It
included establishing a global purchasing struc-
ture and optimising production processes.

“Ratiopharm’s manufacturing sites in Ulm
and Blaubeuren-Weiler, Germany, are now

among the industry’s most efficient on a global
basis,” insisted the company’s chief executive
officer Oliver Windholz.

Ratiopharm’s first-half sales edged up by 1%
to C820 million. This was driven by a 7% in-
crease in international turnover to around C460
million – or 56% of the German group’s total
– while domestic sales fell by approximately
6% to about C360 million.

“We achieved growth in particular in Canada
and Russia, as well as in southern European
markets,” the company stated.

“Our strategy of concentrating on high earn-
ings potential and growth in attractive markets
is paying off,” claimed Windholz.

First-Half Results

Ratiopharm hails benefit of reforms

OTC

■ ALLIANCE PHARMA – the UK-based
company that markets the Pavacol-D cough
medicine – expects to report sales up by
77% to £23.4 million (CC28.1 million) for the
opening six months of 2010. Excluding prod-
ucts acquired over the past year, the rise would
have been around 40%, the company added.

■ HERBALIFE has been granted licences to
operate its direct-selling business in an addi-
tional five Chinese provinces.

■ Continued from front page

price on 20 July 2010, and represents 3.2-times
the company’s turnover.

SSL reported sales of £803 million and an
operating profit of £126 million in the year
ended 31 March 2010 (OTC bulletin, 31 May
2010, page 8). The company sells into more
than 100 countries worldwide.

Becht maintained Reckitt Benckiser could
boost SSL’s branded consumer business, which
saw sales rise by 4.1% on an adjusted basis to
£632 million in its most recent financial year.
He said Reckitt Benckiser’s proven innova-
tion and brand-building capabilities, as well
as its greater distribution strength, could ben-
efit the acquired business, particularly the Dur-
ex and Scholl brands.

Reckitt Benckiser said the enlarged com-
pany could reduce costs by around £100 mil-
lion a year by the end of 2012.

Cost savings combined with the growth pot-
ential of the SSL business made the acquisi-
tion “attractive” to Reckitt Benckiser’s share-
holders, said Becht.

The announcement follows years of spec-
ulation that Reckitt Benckiser would bid for
SSL and its Durex and Scholl brands.

Delivering its half-year results shortly aft-
er the deal was announced, Reckitt Benckiser
said sales at its Health & Personal Care divi-
sion had grown by 9% to £1.07 billion in the
six months ended 30 June 2010. At constant
exchange rates, the rise was 7%.

Gaviscon had been a strong performer in
the Healthcare business, pointed out Reckitt
Benckiser, but the impact had been mitigated
by sales of Mucinex and Strepsils following a
weak cold and flu season during its first quar-
ter (OTC bulletin, 14 May 2010, page 5).

Reckitt Benckiser
set to acquire SSL

Mergers & Acquisitions

OTC

IN BRIEF
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Celesio has taken its DocMorris pharmacy
brand into a fourth market by opening a

pilot store in Italy.
Wolfgang Mähr, the member of Celesio’s

management board responsible for DocMorris,
said the brand’s entry into Italy was a further
step in the “internationalisation of one of the
most popular pharmacy brands in Europe”.

Success in Ireland and Sweden had con-
firmed the international potential of the brand,
Mähr said, adding that the company was con-
fident that with “excellent service and advice,
competitive prices, and an attractive range of
own-brands”, DocMorris would be successfully
established in Italy as well.

The Italian business would then stand along-
side the original DocMorris mail-order opera-
tion and virtual pharmacy chain in Germany.

A spokesperson for the pan-European whole-
saler and retailer told OTC bulletin that the
pilot pharmacy was part of its existing 162-store
Italian pharmacy business. A further two phar-
macies would be rebranded over the coming
months, the spokesperson added, but it was too
early to say whether all its Italian stores would
be rebranded as DocMorris pharmacies.

The company built up its presence in Italy
between 1999 and 2002 by acquiring the con-
tracts to run groups of municipal pharmacies in
a number of cities. In 2009, the company’s 162
Italian pharmacies generated sales of C204 mil-
lion (OTC bulletin, 31 March 2010, page 4).

However, in October last year, Celesio wiped
C31.1 million off the goodwill valuation of its
Italian pharmacy business, blaming government
measures, along with wider, non-pharmacy dis-
tribution of non-prescription medicines, for the

cut (OTC bulletin, 16 October 2009, page 1).
The spokesperson said Celesio was testing

Italy’s reaction to the DocMorris pharmacy for-
mat – which is based around more own-label
products and competitive prices for branded
products – to see if the brand would help re-
vive its Italian retail business.

Thomas von Künsberg Sarre, managing
director of DocMorris, said the reaction of the
Italian public to the DocMorris brand would
be closely monitored.

The entry into Italy comes five months after
Celesio established the pharmacy brand in Swe-
den under the DocMorris Apotek name (OTC
bulletin, 26 February 2010, page 2). Just three
months later, the company announced that it
would accelerate the Swedish chain’s expansion
as it had gained ground “faster than anticipated”.

Celesio now intends to open between 30 and
40 DocMorris Apotek pharmacies in 2010, up
from the original plan of 20-30 openings. In

the medium term, the company’s ambition is to
open more than 100 stores across Sweden.

In Ireland, Celesio opened a second Doc-
Morris pharmacy in March, following a “suc-
cessful pilot project” launched last year (OTC
bulletin, 31 March 2010, page 5).

Over C200 million was wiped off earnings
before interest and tax (EBIT) at Celesio’s Re-
tail Pharmacies business last year after the com-
pany cut the goodwill valuations in its Dutch
and Irish as well as Italian retail operations due
to government measures.

Celesio also slashed C71.0 million off the
goodwill valuation of its DocMorris franchise,
after admitting plans for the virtual pharmacy
business in Germany had been too ambitious.

This led to the wider Patient and Consumer
Solutions division – which houses Retail Phar-
macies and Other Business Areas, including
DocMorris – reporting a loss before interest and
tax of C26.8 million.

930 July 2010 OTC bulletin
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Business Strategy

Celesio introduces DocMorris to Italy

■ A&D PHARMA – the Dutch holding firm
which runs the Sensiblu pharmacy chain and
Mediplus wholesaling business in Romania –
said it had completed its CC19.1 million acqui-
sition of several pharmaceutical firms across
five countries in central and eastern Europe.
The firm has acquired Bulgaria’s Arishop Phar-
ma AD and its local subsidiary, as well as the
Romanian-based Ozone Laboratories’ busi-
nesses in the Czech Republic, Hungary, Poland
and Slovakia (OTC bulletin, 20 January 2010,
page 5). A&D Pharma said the price was C4.0
million less than previously announced as a
deal for one target had not been completed.

OTC

IN BRIEF
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Quarterly sales at Omega Pharma edged up
by 2% to C222 million, as double-digit

growth in Belgium offset mixed performances
across the company’s other operating regions.

Marc Coucke, Omega’s chief executive of-
ficer, said that the second quarter had been an
“important transition phase” for the Belgian
company, when its performance in its home mar-
ket had proved that a switch to focusing sales
and marketing efforts on key brands had been
the right decision.

Turnover in Belgium increased by 11% for
the second successive quarter to C67.3 million
(see Figure 1), driven by double-digit growth of
both OTC and generics sales. Combined with
the first-quarter performance, Omega’s sales in
Belgium improved by 11% to C125 million in
the first half of 2010.

A continued focus on key brands, coupled
with a strong relationship with pharmacists,
had been behind the strong performance in Bel-
gium, according to Omega.

The improvement in Belgium was aided by
a 2% rise in Emerging Market sales to C25.1
million. However, this growth was significantly
slower than the 31% gain made in the first quar-
ter of the year (OTC bulletin, 30 April 2010,
page 5), Omega noted.

“Delayed restocking” by wholesalers in Rus-
sia and the Ukraine was to blame, Omega said,
although the problem had been slightly offset
by double-digit growth in other markets, includ-
ing the Balkans and Turkey.

Over the first six months of 2010, Omega’s
Emerging Market sales moved forward by 13%
to C46.4 million.

Looking ahead, Omega said it believed that

the promising performances across the region,
coupled with the number of “innovative pro-
jects” in the company’s pipeline, should lead to
double-digit sales growth in Emerging Markets
in the second half of the year.

Turnover in Western Europe – Omega’s big-
gest region in terms of sales – declined by 1%
to C89.2 million, due to the ongoing economic
crises in Greece, Portugal and Spain.

Problems in southern Europe had been com-
pounded by another poor performance in Ger-
many, Omega noted, where a new country man-
ager would take charge on 1 September with
the aim of turning the business around.

A spokesperson for Omega told OTC bul-
letin that the new management in Germany
would focus on improving sales and market-
ing to pharmacists and making the business a
much “leaner” operation.

By contrast, double-digit sales growth had
been achieved in Italy and Scandinavia, the firm
noted, while a new management team in the
UK had stabilised the business and had started
to relaunch Omega’s star brands in the local
market (OTC bulletin, 11 June 2010, page 8).

Sales in Western Europe edged up by 1% to

C176 million during the first half of the year.
Omega’s second-quarter sales in France fell

by 6% to C39.9 million, due to a delay in re-
stocking by some wholesalers and the impact
of closing a manufacturing facility last October.

However, Coucke said the firm was start-
ing to see “positive” developments in France
and that the restructuring of the business was
“progressing well”.

Thanks to focusing its sales and marketing
activities on pharmacists, the French business
had increased sell-in orders for the “first time
in years”, Omega said, adding that it expected
to return to growth in France by the end of 2010.

Over the first half of 2010, sales in France
dropped by 8% to C76.7 million.

The decline in France held back Omega’s
overall sales for the first six months of 2010
at C424 million, a rise of 3%.

Despite the “difficult” second quarter of the
year, Coucke said the steady introduction of
new products on a “country-by-country basis”
would keep the company on track to hit its full-
year sales growth target of 4%. A foundation
had been laid for the “sustainable long-term
growth” of the business, he insisted.

Second-quarter sales Change Proportion
(CCmillions) 2009/2010 (%) of total (%)

Western Europe 89.2 -1 41

Belgium 67.3 +11 30

France 39.9 -6 18

Emerging Markets 25.1 +2 11

Omega Pharma 221.5 +2 100

Figure 1: Breakdown of Omega Pharma’s sales in the second quarter of 2010 (Source – Omega Pharma)

Trading Update

Domestic growth lifts Omega Pharma

OTC

Oxford Nutrascience has gained exclusive
use of Ocean Nutrition Canada’s (ONC’s)

omega-3 ingredients for use in its confectionery
chews across the European Union after agree-
ing a five-year supply agreement.

Under the terms of the agreement, ONC
will exclusively supply its MEG-3 branded
omega-3 ingredients to Oxford Nutrascience,
while the two companies will work closely to-
gether to “cross-sell each other’s products to
their own customer bases”.

The UK-based firm said the deal would
provide it with access to “many of the largest

food and supplement manufacturers who use
ONC’s MEG-3 ingredient in their products”.

Oxford Nutrascience is looking to license
its range of confectionery products to brand
owners worldwide. In June, the UK-based firm
had two new products available for licensing.
These were a cranberry supplement, and a
children’s product containing prebiotic fibre,
omega-3 and vitamins A, C, D and E (OTC
bulletin, 11 June 2010, page 7).

The firm recently raised £1.1 million (C1.3
million) through an initial public offering.

Supply Agreements

Oxford Nutrascience gets omega-3 supply ■ BAUSCH & LOMB has inaugurated an
800 sq m manufacturing plant for single-
dose eye drops in the Spandau region of Ber-
lin, Germany, which is already the US-based
group’s second-largest production site. Berlin
also serves as the ophthalmology specialist’s
European headquarters for research and devel-
opment. The new plant – which started oper-
ating at the end of July – will supply up to
440 million single-use ampoules per year for
European markets. Bausch & Lomb also in-
tends to seek clearance for the plant from the
US Food and Drug Administration (FDA), al-
lowing it to export products to the US.

IN BRIEF
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Counterfeit products and quality of active
pharmaceutical ingredients (APIs) sourced

from third countries are among the numerous
challenges facing Europe’s medicines agencies
over the next five years.

According to the draft 2011-2015 strategy
document just put out for consultation by the
Heads of Medicines Agencies (HMA), the body
will not only be challenged by globalisation,
but will also have to deal with a failure by the
market to support innovation in areas of high
public health need, such as antibiotics.

Increasing patient expectations about health-
care, and an increased patient role in treatment
decisions, can also be expected, the draft strat-
egy document notes.

Drawn up by representatives from 44 nat-
ional competent authorities covering human and
veterinary medicines as well as medical devices
in the 27 member states and three European
Economic Area countries, the strategy highlights
three areas in which the HMA “can make a

real difference” in coming years. These are in
safeguarding public and animal health, sup-
porting innovation, and further improving the
operational efficiency of medicines authorisa-
tion by the decentralised and mutual-recog-
nition procedures.

Improvements will be achieved, the strat-
egy says, through risk-based regulation, har-
monisation of assessment, work-sharing, train-
ing and best use of information technology.

Steps for decentralised procedure
“One important practical role for the HMA

is to ensure the smooth running of the mutual
recognition and decentralised procedures,” says
the strategy. “Beside streamlining of the valida-
tion procedures, this can be helped by harmoni-
sation of practices, reducing national require-
ments, enforcing decisions, and transparency.”

Although the document recognises 14 sep-
arate themes under the four headings of pub-
lic health, regulation, communication and [reg-

ulatory] network, it refers to non-prescription
medicines just once. This is in the context of
national public health initiatives, such as smok-
ing cessation by “supporting the non-prescription
availability of nicotine-replacement products”.

Under the heading of regulation, the HMA
says it believes “all regulatory requirements and
processes must show proportionality”. While
acknowledging the challenge this presents, it
observes that there are links between propor-
tional regulation and the public communica-
tion of benefit-risk information.

The impact of globalisation is addressed un-
der the public health heading. The “great maj-
ority” of active pharmaceutical ingredients are
sourced from outside Europe or North America,
the draft strategy says, and finished products
are also “very likely” to come into Europe from
countries “with rapidly expanding pharmaceu-
tical manufacture, such as India”.

The “risk-based redeployment of inspections
towards third-country manufacturers” is the
HMA’s first priority for the next five years to
counter this potential threat to Europe’s pub-
lic health.

Consultation with the HMA’s stakeholders
– giving them the opportunity to “feed into”
the strategy – will last until 30 July with the
aim of publishing the final document by the
end of 2010.
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■ Continued from front page

already have prescription-only status in some
member states.

Concluding a safety review started in Jan-
uary (OTC bulletin, 20 January 2010, page
1), the EMA’s Committee for Medicinal Prod-
ucts for Human Use (CHMP) confirmed that
topical ketoprofen products have a positive ben-
efit-risk balance.

However, in a recommendation that has
been forwarded to the European Commission
for adoption, the CHMP has also said doctors
should inform patients on how to use them ap-
propriately to prevent serious skin photosen-
sitivity reactions occurring.

The Commission usually adopts the CHMP’s
recommendations, although there is no time-
table for it to do so in this instance. This is in
contrast to the deadline of 67 days specified
in the centralised authorisation procedure.

However, once the decision is adopted, it
will come into immediate effect throughout the
European Union, with member states obliged
to enforce the decision as soon as possible.

Having reviewed all the available safety data

– including that from European Union mem-
ber states’ databases and data from manufac-
turers – the CHMP concluded that the risk of
serious photoallergic reactions was very low
at one case per one million patients treated,
and that this risk could be minimised by har-
monised risk-minimisation measures.

Octocrylene sun-filter products
Strengthening contra-indications and warn-

ings on sun exposure were also recommend-
ed by the CHMP, which wants a warning on
the risk of co-sensitisation when topical keto-
profen is used together with octocrylene chem-
ical sun-filter products of the type found in cos-
metics and personal care products.

At the beginning of the year, topical keto-
profen was referred to the CHMP by France –
where the product is prescription-only – for
formal review under Article 107 of Directive
2001/83/EC, as amended.

On 12 January 2010, France’s medicines
agency, AFSSAPS, suspended marketing auth-
orisations for Menarini’s Ketum 2.5% keto-
profen gel and its generic equivalents due to a

number of recorded adverse photoallergic reac-
tions to the product. The agency said the ben-
efits of ketoprofen were outweighed by the risk
of these reactions, especially given the mod-
erate effectiveness of the drug and the exis-
tence of alternative treatments.

However, on 26 January, a judge suspended
AFSSAPS’ decision as disproportionate and
not justified by urgent public health interests,
noting adverse reactions cited by AFSSAPS
only concerned around 30 cases when several
million units of ketoprofen were sold a year.

Moreover, the judge said the reactions seem-
ed to be largely due to consumers not follow-
ing the product’s precautions of use.

The judge also maintained that AFSSAPS’
decision posed a serious and immediate threat
to Menarini, as suspending Ketum would risk
compromising the company’s ability to make
a profit in 2010.

Confirming the judge’s ruling on 7 July, the
country’s Conseil d’Etat administrative court
said that a serious risk to patients’ health had
not been proven and that AFSSAPS’ decision
should be annulled.

The court also found that AFSSAPS had not
established the number of adverse reactions
had increased over recent years.

Topical ketoprofen to reverse-switch

Regulatory Affairs

Heads of agencies consult
on their five-year strategy

Regulatory Affairs
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General health claims for foods have not
been adopted by the European Union’s

member states, whose standing committee dis-
cussed the Commission’s draft regulation, but
declined to put it to the vote.

The draft regulation includes a proposed list
of permitted general health claims – covered
by Article 13.1 of the regulation on nutrition
and health claims for foods – rather than those
that refer specifically to reducing disease risk
or children’s development and health.

Adoption by the European Union’s Stand-
ing Committee on the Food Chain and Animal
Health (SCFCAH) is necessary for the permit-
ted health claims to be authorised and included
in a community register, as described by Arti-
cle 20 of the health claims regulation.

Based on the first series of 94 scientific opin-
ions published by the European Food Safety
Authority last October (OTC bulletin, 16 Oct-
ober 2009, page 11), the list covers the claims’
wording and their specific conditions of use.
Their scope includes the role of nutrients in the
growth, development and functions of the body,
and they should be well understood by the aver-
age consumer.

EFSA only gave the go-ahead to approxi-
mately a third of the first batch of general-
function health claims.

The community list should have been com-
pleted by 31 January 2010, according to the
1924/2006 regulation. However, speaking last
October at a meeting of the Association of the
European Self-Medication Industry, the AESGP,
the Commission’s Basil Mathioudakis explain-
ed the process would continue through 2010
and on into 2011 (OTC bulletin, 30 October
2009, page 18).

Claims rejected by EFSA would feature in
a negative list in the community register and
would have to be withdrawn from the market
within six months, he said, but claims still und-
er evaluation would continue to be subject to
the regulation’s transition arrangements.

Beauty claims could be added
Meanwhile, the Commission is consider-

ing whether beauty claims – for example that
a substance contributes to shiny hair – should
fall within the scope of the nutrition and health
claims regulation.

In the absence of a health definition, sev-
eral member states are understood to be in fav-
our of a broad interpretation that would see
beauty claims regulated as part of the exist-
ing health claim rules.

The next meeting of the SCFCAH is sched-
uled for 11 October 2010.
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Amajority of members on Germany’s Ex-
pert Committee for Prescription have vot-

ed to reverse-switch certain medicines contain-
ing pseudoephedrine to prescription-only status.
However, packs that contain less than 720mg
pseudoephedrine in total would be able to re-
tain non-prescription status under the commit-
tee’s proposal.

If German health ministers and the upper
house of parliament, the Bundesrat, adopt the
committee’s proposal, then several medicines
will no longer be available without a prescrip-
tion in their current pack sizes. For example,
McNeil Consumer Healthcare’s Reactine Duo
allergy remedy contains 120mg pseudoephed-
rine per tablet in combination with 5mg ceti-
rizine. Packs providing 14 and 28 tablets con-
tain 1,680mg and 3,360mg pseudoephedrine
respectively.

Several other countries and a number of US
states have already taken steps to limit access
to pseudoephedrine due to evidence that con-
sumers were converting the active ingredient
into methamphetamine (OTC bulletin, 10 Feb-
ruary 2010, page 14).

By contrast, most of the committee’s mem-
bers voted against reverse-switching to prescrip-
tion-only status pancreatin in doses of at least
20,000 units per dosage form.

The committee also clarified that triamcin-
olone – along with its esters and ethers – had
prescription-only status in dosage forms other
than adhesive tablets for mouth ulcers. Opfer-
mann introduced the adhesive tablets as a non-
prescription medicine under the Aftab Hafttab-
letten brand name in 2004 following a prescrip-
tion-to-non-prescription switch (OTC bulletin,
15 November 2004, page 20).

Switching all 60mg formulations of orlis-
tat to non-prescription status was on the Ger-
man expert committee’s draft agenda (OTC
bulletin, 30 April 2010, page 13), but the item
was dropped before the meeting on 6 July.
The committee is next scheduled to meet in
January next year.

The association of the German pharmaceu-
tical industry, the BPI, told OTC bulletin that
considering a switch for all 60mg formulations
of orlistat had been postponed due to “legal
issues which have not yet been clarified”.

GlaxoSmithKline Consumer Healthcare’s
Alli weight-loss medicine containing orlistat is
already available without a prescription in Ger-
many following a pan-European switch through
the European Union’s centralised procedure
(OTC bulletin, 30 April 2009, page 22).

German committee backs pseudoephedrine restrictions
Switches

Regulatory Affairs

Member states decline to give
okay to general health claims

OTC

■ BAUSCH & LOMB has voluntarily recal-
led its PreserVision Eye Vitamin AREDS 2
Formula with Omega 3 softgels in the US.
The recall follows “a small number of reports
predominantly within a specific age group –
age 70 and older – of difficulty swallowing or
a choking sensation when taking the softgel”,
said the eye health specialist. A smaller soft-
gel, which will be dosed twice per day with
two pills per dose, will soon be available.

The British Medical Association (BMA) has
called for homoeopathic remedies to be tak-

en off pharmacy shelves designated for medi-
cines and banned from the UK National Health
Service (NHS).

A spokesperson for the BMA said the asso-
ciation had debated and passed the motion at
its annual representative meeting because there
was no “valid, scientific evidence of benefit”
for homoeopathic remedies.

“Pharmacists and chemists should remove
homoeopathic remedies from shelves indicat-
ing they are for medicines of any description,
and place them on shelves clearly labelled pla-
cebos,” said the BMA.

The BMA added “there should be no further
commissioning of, nor funding for, homoeo-
pathic remedies or homoeopathic hospitals”.

British Medical Association

Homoeopathy slated

IN BRIEF
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Our Consumer viewpoint ailments survey appears exclusively in OTC bulletin courtesy
of Ipsos MORI. The survey is based on research conducted in February 2009 using Capi-

bus, the market researcher’s weekly European omnibus service. Ipsos MORI carried out face-
to-face interviews with 1,000 plus adults in each of the survey countries – France, Germany,
Italy, Spain and the UK. An OTC remedy was defined as a product purchased over-the-counter
from a pharmacy or off a shop shelf.

■ For more information on the research supplied by Ipsos MORI, please contact Susan Purcell (Tel: +44 208

861 8000; Fax: +44 208 861 5515; E-mail: Susan.Purcell@ipsos-mori.com).

CONSUMER viewpoint .............................................................. the menopause
The menopause is the subject of this
month’s Consumer viewpoint survey
of ailments suffered by Europe’s
consumers. The survey appears
exclusively in OTC bulletin courtesy
of Ipsos MORI.

Figure 1: Proportion of women in France, Germany, Italy, Spain and the UK who say they have suffered from the
menopause within the past year (Source – OTC bulletin 2010/Ipsos MORI)

2.2%

7.5%

6.6%

Ipsos MORI and the ailments survey

OTC

Figure 3: Proportion of women in France, Germany, Italy, Spain and the UK who say they have suffered from the menopause who have treated the condition with an OTC,
prescription or herbal remedy (Source – OTC bulletin 2010/Ipsos MORI)

France Germany Italy Spain UK

Product type

OTC

Prescription

Herbal

Italian and French women are more likely to
say they have suffered from the menopause

in the past year than their counterparts in Ger-
many, Spain or the UK, according to our Con-
sumer viewpoint European survey.

Of the five countries covered by the Ipsos
MORI survey, Italy has the highest proportion
of women who say they have suffered from the
menopause during the past year at 7.5%, fol-
lowed by France at 6.6% (see Figure 1).

The vast majority of menopause sufferers
in all five survey countries are women over 45
years of age (see Figure 2).

The low incidence of the menopause means
that the following results should be treated with
a certain degree of caution.

As can be seen from Figure 3, prescription
remedies are the most popular treatment option
for the menopause in four out of the five sur-
vey countries. OTC treatments are the most pop-
ular option in Spain.

Spain has the highest proportion of suffer-
ers who have treated the condition with an OTC
product at 45.7% (see Figure 4). OTC treaters
are most likely to be women over 45 years of
age (see Figure 5).

The UK has the highest proportion of wom-
en who have tried a prescription treatment at
46.3% (see Figure 6).

Germany has the highest proportion of her-
bal treaters at 32.6% (see Figure 7).

OTC

2.8%

2.7%

France

Germany

Italy

Spain

UK

Proportion of sufferers (%) Index
Fra Ger Ita Spa UK Fra Ger Ita Spa UK

Male – – – – – – – – – –
Female 100.0 100.0 100.0 100.0 100.0 – – – – –

18-24 – – – – 7.4 – – – – 59
25-34 3.6 – – – – 19 – – – –
35-44 4.6 9.2 – 11.0 10.8 24 46 – 58 55
45-54 36.5 34.7 31.7 58.7 70.0 237 193 193 362 412
55-64 47.7 41.8 45.0 30.3 11.8 282 290 304 240 80
65+ 7.5 14.3 23.3 – – 42 57 125 – –

Figure 2: Consumers in France, Germany, Italy, Spain and the UK who say they have suffered from the menopause
in the past year, analysed by sex and age. The index indicates the likelihood that a consumer in a specific population
group will have suffered from the menopause, and is the ratio of the proportion of total sufferers in a population
group to the proportion of that group in the population as a whole (Source – OTC bulletin 2010/Ipsos MORI)
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21.7%

45.7%

32.5%

33.8%

.................................... the menopause

Proportion of sufferers treating with OTC (%) Index
Fra Ger Ita Spa UK Fra Ger Ita Spa UK

Male – – – – – – – – – –
Female 100.0 100.0 100.0 100.0 100.0 – – – – –

18-24 – – – – – – – – – –
25-34 – – – – – – – – – –
35-44 – 27.2 – – – – 306 – – –
45-54 39.1 42.7 20.0 68.0 100 206 314 114 329 599
55-64 60.9 30.2 40.0 32.0 – 316 150 202 168 –
65+ – – 40.0 – – – – 244 – –

Figure 5: Consumers in France, Germany, Italy, Spain and the UK who have used an OTC remedy to treat the
menopause, analysed by sex and age. The index provides a measure of the likelihood that a consumer suffering
from the menopause in a specific population group will have treated the condition with an OTC remedy, and is
the ratio of the proportion of total OTC treaters in a population group to the proportion of that group in the
population as a whole (Source – OTC bulletin 2010/Ipsos MORI)

Figure 4: Proportion of women in France, Germany, Italy, Spain and the UK who say they have suffered from the
menopause who have treated the condition with an OTC remedy (Source – OTC bulletin 2010/Ipsos MORI)
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Figure 6: Proportion of women in France, Germany, Italy, Spain and the UK who say they have suffered from the
menopause who have treated the condition with a prescription remedy (Source – OTC bulletin 2010/Ipsos MORI)
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Figure 7: Proportion of women in France, Germany, Italy, Spain and the UK who say they have suffered from the
menopause who have treated the condition with a herbal remedy (Source – OTC bulletin 2010/Ipsos MORI)

Proportion of women suffering from the menopause who have treated the condition with a herbal remedy (%)
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Vitabiotics has been told by the UK’s Ad-
vertising Standards Authority (ASA) that

it should not have referred to diabetes in adver-
tising for its Diabetone food supplement.

Furthermore, the ASA has expressed con-
cern that the name Diabetone “implied the pro-
duct was a treatment for diabetes”. However,
the authority did not recommend any action
regarding the name.

The ASA was responding to a complaint
about a press advertisement that stated: “Dia-
betone comprehensive nutritional support for
people with diabetes shown to help maintain
well being in UK nutritional research.”

The complainant said the advertising – in-
cluding the brand name – implied that taking
the product could support the health of dia-
betes sufferers.

Noting that diabetes was a serious medi-
cal condition for which suitably qualified med-
ical advice should be sought, the ASA “remind-
ed” Vitabiotics that references to such condi-
tions should not be made in an advertisement
unless advice or treatment was carried out und-
er the supervision of a doctor.

In addition, the ASA said the results of a
randomised, double-blinded clinical trial pro-
vided by Vitabiotics had “not substantiated that
the product could maintain either physiologi-
cal or psychological wellbeing and furthermore
could discourage essential treatment”.

The ASA told Vitabiotics the advertisement
was likely to mislead and should not appear
again in its current form.

In a separate decision, the ASA upheld a
complaint about Paradox Omega Oils’ con-
sumer press advertisement for a fish oil sup-
plement. It carried the headline “miracle oil”
and claimed that the product could cure re-
flux, severe eczema and arthritis.

The ASA has also partially upheld a com-
plaint about a magazine advertisement for the
Lepicol fibre supplement.

Advertising Complaints

ASA has concerns
about Diabetone

OTC

OTC

■ GENUS Pharmaceuticals has repackaged
its Cetraben Emollient Bath Additive in the
UK in a clear, contoured bottle with an “easy
grip”. The firm said the new bottle also had
an optic measuring device with a spill-resis-
tant filling mechanism for accurate dosing, as
well as a drip-resistant lip to minimise spillages.

IN BRIEF
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Aproposal by the healthcare spokesperson
of Germany’s main opposition party to

prohibit statutory health insurance funds from
reimbursing homoeopathic medicines has met
with fierce criticism from industry groups.

Germany’s medicines manufacturers’ asso-
ciation, the BAH, accused Karl Lauterbach of
the Social Democratic Party (SPD) of “pure
opposition popularism”. Meanwhile, the asso-
ciation of the German pharmaceutical industry,
the BPI, insisted that delisting homoeopathic
remedies would be like “using a sledgeham-
mer to crack a nut”.

Pointing out that the previous ruling coali-
tion headed by the SPD had introduced option-
al insurance tariffs for patients who wanted to
be treated with homoeopathic medicines, the
BAH asked “why one would want to tamper
with healthcare policies that work rather than
tackling key questions of healthcare reform”.

The BAH pointed out that a survey con-
ducted last year on its behalf had found that
53% of Germans had taken a homoeopathic
remedy (OTC bulletin, 16 September 2009,
page 20).

According to the BPI, Lauterbach’s proposal
was “a classic example of how politicians try

to fill the lull in news during the summer”.
Homoeopathic medicines – excluding those
paid for through optional tariffs – accounted
for just 0.06% of the drugs bill for statutory
funds at ex-factory prices, it stressed.

As can be seen from Figure 1, prescription-
generated sales of homoeopathic medicines in
German pharmacies fell by 3% to C103 million
at retail selling prices last year, according to
IMS Health data provided by the BAH.

However, that decline was offset by a 2%
increase to C300 million in self-medication or
OTC sales of homoeopathic medicines through
pharmacies.

The strong OTC homoeopathy sales repre-
sented a bright spot in what was otherwise a
bleak picture for Germany’s non-prescription
medicines market during 2009.

A 5% decline to C959 million in self-medi-
cation or OTC sales of herbal medicines in phar-
macies was only slightly better than a 6% slide
to C223 million in prescription-generated sales
of such products.

Pharmacy sales of all other non-prescription
medicines were 2% lower at C3.70 billion, as
Germany’s total non-prescription market in phar-
macies shrank by 3% to C5.28 billion.
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Type of product Sales in 2009 Change Proportion
(CCmillion) 2008/2009 (%) of total (%)

Self-medication or OTC sales of 959 -5 18
non-prescription herbal medicines in pharmacies

Prescription-generated sales of 223 -6 4
non-prescription herbal medicines in pharmacies

Self-medication or OTC sales of 300 +2 6
homoeopathic medicines in pharmacies

Prescription-generated sales of 103 -3 2
homoeopathic medicines in pharmacies

Total sales of non-prescription herbal and 1,585 -4 30
homoeopathic medicines in pharmacies

Other non-prescription medicines 3,697 -2 70
in pharmacies

Non-prescription medicines in pharmacies 5,282 -3 100

Figure 1: Self-medication/OTC and prescription-generated sales of non-prescription herbal, homoeopathic and
other medicines through German pharmacies in 2009 at retail selling prices (Source – BAH/IMS Health)

Pricing & Reimbursement

German associations slam
SPD’s homoeopathy plans

OTC

Novartis Santé Familiale has extended its Voltaren
range of diclofenac-based pain relievers in France
with a topical plaster.

Pharmacy-press advertising for VoltarenPlast
promotes the medicine’s ability to “relieve pain and
combat inflammation”, and features images of the
plaster on a knee, an ankle and an arm.

Highlighting that the product should be used
for the short-term treatment of localised benign
trauma such as sprains, bruises and sporting
injuries, the advertisement features the slogan
“Bouger redevient un plaisir!” which translates as
“Moving is fun again!”.

Voltaren is also available in France without a
prescription in the form of a 1% diclofenac
topical gel.

The 1% diclofenac plaster made its debut as a
non-prescription medicine in Germany in 2003 (OTC
bulletin, 14 November 2003, page 15).

OTC

An unlicensed drink that contains 0.02%
ginkgo biloba is a medicine by presenta-

tion and cannot be distributed without a mar-
keting authorisation, Germany’s federal court
of justice, the Bundesgerichtshof, has ruled.

The ruling overturns an earlier decision by
the Cologne upper regional court that the Carpe
Diem Ginkgo drink should be classified as a
food rather than a medicine.

Dr Willmar Schwabe – which markets the
pharmacy-only ginkgo medicine Tebonin as
a treatment for diminishing mental performance
– welcomed the court of justice’s finding.

“We are critical of using medically active
ingredients in foods,” commented the herbal
medicines specialist’s managing director Mich-
ael Habs.

“A lack of distinction between medicines
and foods cannot be in the interests of con-
sumer safety,” he insisted.

Regulatory Affairs

German court rules
Ginkgo drink is drug

OTC

DIARY DATE......DIARY DATE......DIARY DATE......DIARY DATE

The OTC Marketing Awards 2011
will be held in London on Thursday 10th March 2011
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Reckitt Benckiser is heating up competition
in Europe’s sore-throat remedies market

with an extension to its Strepsils brand that is
claimed to produce the same warming feeling
as that delivered by a hot drink.

Bart Becht, Reckitt Benckiser’s chief exec-
utive officer, said the company would launch
the line extension “in several European markets
in time for the cough and cold season”.

From 1 August, the lozenges – which con-
tain extracts of ginger and wasabi (Eutrema jap-
onica) as non-active ingredients, along with
1.2mg of 2,4-dichlorobenzylalcohol and 0.6mg
of amylmetacresol as active ingredients – will
be available from German pharmacies under
the brand name Dobendan Strepsils Warm.

In the UK, Strepsils Warm lozenges are cur-
rently available only from the country’s largest
supermarket chain, Tesco. However, a full launch
into both grocery and pharmacy channels was
scheduled for September and October of this
year, the company told OTC bulletin.

Reckitt Benckiser said its market research
had discovered that while 64% of consumers
reacted to signs of a sore throat by reaching for
pastilles or sweets, a third of those surveyed
turned to household remedies such as a warm
drink or hot soup.

In Germany – where Reckitt Benckiser mar-
kets the pharmacy-only Dobendan Strepsils range
through a collaboration with MCM Klosterfrau
– the company is supporting its trade launch
with a broad range of point-of-sale materials.
These include illuminated shelf inserts and var-
ious counter display units, as well as a floor-
standing unit that contains packs of Dobendan
Strepsils Warm alongside other variants in the
range. The newcomer has a recommended re-
tail price of C8.50 for 24 lozenges.

Packs of Strepsils Warm feature the word
“warm” in red surrounded by an orange glow.
The circular “S” brand symbol includes a sup-
erimposed flame pattern.

In certain markets, Strepsils Warm will be
available in the “handy tube” pack in which
Reckitt Benckiser’s UK operation launched its
Honey & Lemon and Cool variants last year
(OTC bulletin, 16 November 2009, page 17).

Reckitt Benckiser rolled out Strepsils Cool
– lozenges that combine 1.2mg of 2,4-dichlor-
benzylalcohol and 0.6mg of amylmetacresol
with the non-active ingredients menthol and
eucalyptus oil – two years ago (OTC bulletin,
29 August 2008, page 4). The lozenges are said
to have a pleasant cooling effect.
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Line Extensions

Reckitt intends to heat up
Europe’s sore-throat sales

“Helps stop a cold in its tracks” is Procter &
Gamble’s new on-pack claim for its Vicks First
Defence nasal spray in the UK.

Other straplines on the redesigned packaging
highlight that the product is “clinically proven” and
urge consumers to “use at the first signs”.

Procter & Gamble said the revamp was part of plans
to “breathe life into the cold category this winter”.

Quoting data from SymphonyIRI, the company
said sales of cough, cold and decongestant products
had fallen by 5% in value terms for the year ended
26 June 2010. It added that sales had declined by
17% in value terms during November, December
and January compared to the same period a year
earlier because of the low recorded incidence of
coughs and colds.

Procter & Gamble will back Vicks First Defence
with a new television, press, online and outdoor
advertising campaign focusing on “everyday
occurrences experienced by consumers” during the
cold and flu season. In addition, it will launch a
pharmacy-focused public relations campaign, and
provide pharmacists and their staff with training and
point-of-sale material.

OTC

The Mentholatum Company is relaunching its
Deep Relief topical analgesics in the UK with the
first television commercial for the brand in a decade
as well as new packaging.

The company said it was investing £1.0 million
(CC1.2 million) in a promotional campaign to
“reinvigorate the brand and attract new users”. In
addition to television advertising, which starts in
September, Deep Relief will be supported by
consumer-press advertising, public relations activity,
and education for pharmacy staff and medical
professionals.

Meanwhile, the new mauve and silver packaging
highlights that the medicine is a “2-way pain relief
gel” containing ibuprofen and levomenthol. It also
carries the straplines: “Effective pain relief” and
“Reduces inflammation”.

Recommended retail selling prices are £1.00
for 15g, £3.99 for 30g, £4.99 for 50g and £9.99
for 100g.

OTC

Boehringer Ingelheim has added Pico to the
name of its Dulcolax Liquid and Dulco-

lax Perles laxatives in the UK.
The company said the move distinguished

Dulcolax Pico Liquid and Dulcolax Pico Per-
les – both of which contain the active ingred-
ient sodium picosulfate – from the bisacodyl-
based formulations in the Dulcolax range. The
change would also help “improve understand-
ing and communication between pharmacists
and consumers”, noted the firm.

In addition, the licences of the two prod-
ucts have been amended. Both are now indi-
cated for “the short-term relief of constipation

and for the constipation of any aetiology” only.
Previously, they were both also indicated for
“bowel clearance before surgery, childbirth
or radiological investigations”.

Boehringer Ingelheim said there had been
no alterations to the formulation or ingredients
of the two products.

Dulcolax Pico Liquid is an oral solution con-
taining 5mg sodium picosulfate/5ml of liquid,
while Dulcolax Pico Perles are soft gelatin cap-
sules containing 2.5mg sodium picosulfate.

Bisacodyl-containing products in the Dulco-
lax range include tablets and suppositories.

Relaunches

Boehringer renames Dulcolax products

OTC

OTC

Dobendan Strepsils Warm is now available in Germany

OTC30-07-10p16-17FIN.qxd 28/7/10 06:03 Page 3



Pantoloc Control allows heartburn sufferers
to enjoy “wonderful” everyday moments in

Novartis Consumer Health’s launch television
commercial for the brand in the UK.

Created by the agency Adrenalin, the pan-
European commercial for the pantoprazole-bas-
ed medicine is based around images of every-
day situations, including parents having break-
fast with their children, and a woman meeting
a friend for lunch. The aim, explained Novar-
tis, was to encourage consumers to “question
why they should lose a single moment to heart-
burn when they could have day and night re-
lief with Pantoloc Control”.

Built around the slogan “All day, all night
heartburn relief”, the commercial is part of a
£2.0 million (C2.4 million) television and press
advertising campaign for the pharmacy-only
proton-pump inhibitor in the UK (OTC bullet-
in, 14 May 2010, page 22).

The commercial initially bombards viewers
with a series of images showing people enjoy-
ing everyday life. “Every day is filled with won-
derful moments,” states a voiceover, question-
ing: “Why lose a single one to frequent heart-
burn? Why cut out your favourite foods? Why
accept temporary relief?”

“Now there’s a new treatment for frequent
heartburn – 24-hour Pantoloc Control,” adds
the voiceover, as a pack appears on screen.

The commercial then demonstrates how Pan-
toloc Control gets to work in the body. “Just
one pill per day helps prevent excess acid pro-
duction at the source, for up to 24 hours,” ex-
plains the voiceover. “All day, all night heart-
burn relief,” is the sign off message.

Novartis said the commercial was running
on ITV, Channel 4, Five and Sky until Septem-
ber. It added that the television initiative would
be supported by press advertising in national
women’s lifestyle magazines.

High-profile public relations campaign
In addition, consumers are being targeted

during the summer with a “high-profile” pub-
lic relations campaign fronted by celebrity doc-
tor Hilary Jones, life coach Nina Grunfeld, and
diet and nutrition expert Rachel Hill.

Novartis is also backing Pantoloc Control
with a “comprehensive” training programme
for pharmacists and their staff, as well as trade-
press advertising and point-of-sale material.

The 20mg pantoprazole tablets from Nyco-
med gained non-prescription status in all 27
member states of the European Union in June
of last year through the centralised procedure
(OTC bulletin, 19 June 2009, page 1).

Nycomed introduced the non-prescription
medicine in a number of countries, and signed
a co-marketing deal with Novartis Consumer

Health covering 14 other markets including the
UK (OTC bulletin, 10 February 2010, page 1).

Nycomed’s consumer advertising campaign
for the pantoprazole tablets uses jellyfish to
symbolise the burning sensation of heartburn
(OTC bulletin, 30 September 2009, page 20).
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“All day, all night heartburn relief” is the theme
of Novartis Consumer Health’s launch television
commercial for Pantoloc Control in the UK

Marketing Campaigns

Pantoloc commercial uses
wonderful everyday events

OTC

Australian company Probiotec is launch-
ing a range of “clinically-researched” food

supplements in the UK which are said to “pro-
vide the right serving of the right ingredients”.

Claiming that the BioRemedies range filled
a gap in the UK market, Probiotec pointed out
that the products contained a full clinical serv-
ing of proven and naturally-sourced ingredi-
ents that provided maximum efficacy.

The company is backing the launch with a
series of consumer-press advertisements carry-
ing the strapline “Release your inner oomph”.
One execution claims that Immune Life – a
supplement containing lactoferrin – is “clini-
cally-tested to make your immune system feel
like it’s wearing a suit of armour”.

Advertisements highlight that the products

are “Available at Rowlands Pharmacy”.
A spokesperson for Probiotec said the range

was initially available from the Rowlands Phar-
macy chain, but the company was seeking to
extend distribution to other retailers. Consum-

ers can download a pocket guide explaining the
benefits of each food supplement from Row-
lands Pharmacy’s website at www.rowlands
pharmacy.co.uk.

Press advertising is running from July until
November in a range of national publications
including the Mail on Sunday, Men’s Health,
The Guardian, The Times, Top Sante and Zest.

The BioRemedies range of around 20 food
supplements offers Bone Strength, Clear Skin,
Digestive Balance, Executive Stress, and Joint
Support formulations. Packaging carries the
strapline “scientifically researched”.

The range is also available under the Bio-
Remedies brand in Ireland, as well as the Bio-
Source banner in Australia and New Zealand.

Probiotec enters food supplements market in UK
Launches

Australia’s Probiotec has launched its
BioRemedies range of food supplements in the UK
through the Rowlands Pharmacy chain

OTC
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Perrigo has acquired from Teva Pharmaceu-
tical Industries the exclusive rights to sell

and market store-brand OTC versions of San-
ofi-Aventis’ Allegra and Allegra D-12 allergy
medicines in the US.

Sanofi-Aventis recently announced that it
had submitted its application to switch Allegra
(fexofenadine hydrochloride) from prescription-
to-OTC status to the US Food and Drug Admin-
istration (FDA) in March (OTC bulletin, 14
May 2010, page 8).

Hanspeter Spek, president of global opera-
tions at Sanofi-Aventis, had previously said the
company was confident that Allegra would be
an OTC medicine by early 2011 (OTC bullet-
in, 26 February 2010, page 5).

The switch of Allegra in the US was the driv-
ing force behind Sanofi-Aventis paying US$1.9
billion (C1.5 billion) for US company Chattem
(OTC bulletin, 20 January 2010).

However, an OTC version of Allegra will
have to compete with well-established allergy
medicines such as Johnson & Johnson’s Zyr-
tec based on the active ingredient cetirizine and

Merck & Co’s Claritin based on loratadine.
In February, Perrigo’s chairman and chief ex-

ecutive officer Joseph Papa signalled the com-
pany’s intention to pursue a store-brand version
of OTC Allegra. He said the company had been
working diligently to be one of the first to launch
a generic version before June 2011 (OTC bul-
letin, 10 February 2010, page 10).

Teva currently has approval for generic ver-
sions of prescription Allegra containing 60mg
or 180mg fexofenadine hydrochloride, and pre-
scription Allegra D-12 combining 60mg fex-
ofenadine hydrochloride with 120mg pseudo-
ephedrine.

Prior to the arrival of generic competition
from Teva and other companies in 2005, Alle-
gra had annual sales of approximately US$1.5
billion, Perrigo pointed out, adding that in 2009,
Allegra D-12 had sales of US$600 million.

Papa said the deal was another example of
Perrigo’s “strategic focus on making quality
healthcare more affordable to American con-
sumer by introducing new prescription-to-OTC
switch products”.
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Licensing Agreements

Perrigo gains rights to
store-brand OTC Allegra

OTC

“Gets the red out” is Johnson & Johnson’s
on-pack claim for the latest addition to

its Visine range of eye drops in the US.
Visine Maximum Redness Relief Formula

quickly banished red eyes, said the company,
leaving them refreshed and clear.

Johnson & Johnson claimed that the new-
comer’s “redness reliever” – tetrahydrozoline
hydrochloride – worked “in seconds”. The pro-
duct’s “exclusive” and “advanced” hydroblend
of long-lasting moisturisers soothed irritation

and provided up to 10 hours of comfort, add-
ed the company, noting that it acted like nat-
ural tears to provide moisturisation and pro-
tect against further irritation.

A strapline on the packaging claims the pro-
duct “soothes and protects irritated eyes”.

The company is backing the launch with a
free iPhone and iPod Touch application that
enables consumers to eliminate red eye from
their photographs.

Visine Maximum Redness Relief Formula
has a recommended retail price of US$5.99
(C3.40) for a 15ml pack.

Suitable for adults and children aged over
six years, one or two drops should be taken
up to four times a day.

The Visine range includes multi-symptom
products, allergy products, seasonal products,
redness products, dry-eye products and con-
tact lens lubricating and rewetting drops.

Line Extensions

Visine targets
red eye in US

Johnson & Johnson claims Visine Maximum Redness
Relief Formula works in seconds

OTC

Genus Pharmaceuticals has relaunched its Movelat
cream and gel in larger packs in the UK.

Existing 100g packs of the topical analgesics
have been replaced by 125g packs, which are said by
Genus to provide an extra five days of treatment and
represent “value for money”.

Packs of both the cream and gel carry the
strapline “For relief of pain of common arthritic
conditions” and incorporate the brand’s ‘moving
cogs’ graphic.

The formulations of the pharmacy-only medicines
remain the same, combining mucopolysaccharide
polysulphate with salicylic acid.

Both products have a National Health Service
price of £7.19 (CC8.65).

Stada Arzneimittel has responded to the withdrawal
of marketing authorisations for the ingredient
bufexamac in Germany by relaunching its Mastu
haemorrhoid treatments as pharmacy-exclusive
medical devices.

Both the reformulated Mastu Salbe ointment
and Mastu Zäpfchen suppositories contain bismuth
gallate and titanium dioxide.

Recommended retail selling prices are CC7.97 for a
30g tube of ointment and applicator, and CC5.78 for 10
suppositories. Stada is offering pharmacists a
counter display containing 24 packs.

Germany’s federal institute for drugs and medical
devices, BfArM, announced towards the end of last
year that it intended to withdraw marketing
authorisations for haemorrhoid treatments and
dermatological medicines containing bufexamac
(OTC bulletin, 18 December 2009, page 13). The
agency pointed to a negative risk/benefit profile in
light of reports of allergic reactions.

The same grounds recently led the European
Medicines Agency (EMA) to recommend that
bufexamac should be withdrawn throughout Europe
(OTC bulletin, 30 April 2010, page 11).

OTCOTC
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Pharmacy viewpoint is a monthly survey
of pharmacy attitudes to OTC marketing

in the UK, which appears exclusively in OTC
bulletin courtesy of the Intr@PharmQ service
from IMS.

The survey highlights pharmacists’ attitudes
to OTC marketing campaigns – both as health-
care professionals and consumers – as well as

reflecting their general feelings about partic-
ular OTC brands.

Intr@PharmQ is a rapid information-gath-
ering service consisting of web-based interac-
tive questionnaires on the Intr@Pharm com-
munity pharmacy portal. Questionnaires can
be set up on the site quickly, and responses col-
lated within days.

The service can be used to ask pharmacists
about a range of subjects including products,
company image and representatives.

■ For further information contact Tai Azeez, IMS, 7

Harewood Avenue, London NW1 6JB, UK (Tel: +44

20 3075 4142; Fax: +44 20 7393 5900; E-mail: TAzeez

@uk.imshealth.com).

Intr@PharmQ and Pharmacy viewpoint

OTC

Three brands grabbed pole positions in our
Pharmacy viewpoint survey for July.

Reckitt Benckiser’s Nurofen pain relievers
shot up to the top of the rankings this month,
notching up three wins and a third place (see
Figures 1, 2, 3 and 4).

GlaxoSmithKline Consumer Healthcare’s
Alli weight-loss medicine also performed well,
achieving one win, as well as second, third and
fourth places.

The third brand to capture a top spot was
Omega Pharma’s Wartner. As can be seen from
Figure 1, when IMS Consumer Health survey-
ed UK pharmacists between 1 July and 22 July
through its Intr@PharmQ service, one in 10 of
them said Omega’s cryotherapy was backed by
the best current trade-press advertising for an
OTC medicine or dietary supplement.

Omega has just unveiled a new advertising

campaign for Wartner in the UK based around
a “happy fingers and toes” theme. Feet, toes
and fingers are transformed into a series of
characters that should appeal to a broad range
of wart and verruca sufferers (OTC bulletin,
30 June 2010, page 18).

Current pharmacy-press advertising features
toes that have been transformed into appeal-
ing personalities and the key message: “It’s
easy to freeze off warts and verrucas using
Wartner’s new measuring tool.”

Created by the agency VCCP, the advertise-
ment uses toes to represent a family of five,
with the big toe as dad, the second toe as mum,
and the other three as children. The headline
states “Measured it. Freezed It. Verruca Gone”,
while a strapline at the bottom positions Wart-
ner as the “Easy Freezey” option.

Advertising copy highlights that: “Differ-

ent sized warts and verrucas need different treat-
ment times with cryotherapy. Only Wartner has
an in-pack measuring tool so it’s easy to get it
right, first time.”

Launched earlier this year, the Wartner mea-
suring tool allows consumers to choose the
correct treatment time for different-sized warts
and verrucas.

Omega is also backing Wartner with a con-
sumer campaign that includes digital and out-
door advertising. The company said it was in-
vesting a television-sized budget in digital media
because that was where people were looking
for information on warts and verrucas.

Wartner had to share first place with Nuro-
fen, which is positioned as “A painkiller feared
by headaches”. Current trade-press advertis-
ing features the “Nuro” superhero from the new
consumer campaign for the brand (OTC bul-
letin, 10 February 2010, page 18), and urges
pharmacy staff to sign up to The Nurofen Aca-
demy of Excellence training initiative. Reckitt
Benckiser is also pushing the training initia-
tive through leaflets placed in key pharmacy
publications.

As can be seen from Figure 2, Nurofen also
led the way in the television-advertising sec-
tion with 12% of the vote.

In the best current pharmacy-support pack-
age rankings, one in 10 pharmacists voted for
GlaxoSmithKline’s Alli (see Figure 3).

In the best current representative-detailing
section, Nurofen took first place with 6% of
the vote (see Figure 4).

Meanwhile, Novartis Consumer Health’s
new medicine for frequent heartburn, Pantoloc
Control, put in its first appearance in Pharm-
acy viewpoint, achieving two fourth places, a
fifth and a sixth. Novartis is running a £2.0 mil-
lion (C2.4 million) television and press adver-
tising campaign in which the proton-pump in-
hibitor allows heartburn sufferers to enjoy “won-
derful” everyday moments (see page 18).

Pharmacists notice Nurofen and Wartner
Reckitt Benckiser’s Nurofen is the star performer in Pharmacy Viewpoint
– our monthly survey of UK pharmacists’ attitudes to OTC sales and
marketing, which is published exclusively in OTC bulletin courtesy of the
Intr@PharmQ service from IMS. However, Omega’s new campaign for
Wartner also made a splash, as did GlaxoSmithKline’s efforts for Alli.

Figure 4: Unprompted response of UK pharmacists between 1 July and 22 July 2010 when they were
asked the question: “In your opinion, which OTC medicine/dietary supplement is currently backed by the best
representative detailing?” (Source – OTC bulletin/IMS’ Intr@PharmQ service)

BEST CURRENT REPRESENTATIVE DETAILING
Rank Brand Company Product type Pharmacists (%)

1 Nurofen Reckitt Benckiser Oral/topical analgesic 6

2= Alli GlaxoSmithKline Weight-loss medicine 5
Canesten Bayer Consumer Care Antifungal 5
Lemsip Reckitt Benckiser Cough/cold remedy 5

5= Flomax Boehringer Ingelheim Benign prostatic hyperplasia 4
Pantoloc Novartis Heartburn remedy 4

7= Anadin Pfizer Oral analgesic 3
Flixonase GlaxoSmithKline Allergy remedy 3

Base: 100 pharmacists who named a brand of OTC medicine or food supplement

OTC
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Figure 2: Unprompted response of UK pharmacists between 1 July and 22 July 2010 when they were
asked the question: “In your opinion, what is the best current television consumer advertisement for an OTC
medicine/dietary supplement?” (Source – OTC bulletin/IMS’ Intr@PharmQ service)

Figure 1: Unprompted response of UK pharmacists between 1 July and 22 July 2010 when they
were asked the question: “In your opinion, what is the best current trade-press advertisement for an OTC
medicine/dietary supplement?” (Source – OTC bulletin/IMS’ Intr@PharmQ service)

BEST CURRENT TRADE-PRESS ADVERTISING
Rank Brand Company Product type Pharmacists (%)

1= Nurofen Reckitt Benckiser Oral/topical analgesic 10
Wartner Omega Pharma Skincare 10

3 Alli GlaxoSmithKline Weight-loss medicine 8

4 Canesten Bayer Consumer Care Antifungal 6

5 Piriton/Piriteze GlaxoSmithKline Allergy remedy 5

6= Gaviscon Reckitt Benckiser Heartburn remedy 4
Pantoloc Novartis Heartburn remedy 4
Solpadeine GlaxoSmithKline Oral analgesic 4

9= Pharmaton Boehringer Ingelheim Fatigue remedy 3
Vitabiotics Vitabiotics Food supplement 3

Base: 100 pharmacists who named a brand of OTC medicine or food supplement

BEST CURRENT TELEVISION ADVERTISING
Rank Brand Company Product type Pharmacists (%)

1 Nurofen Reckitt Benckiser Oral/topical analgesic 12

2 Gaviscon Reckitt Benckiser Heartburn remedy 11

3 Piriton/Piriteze GlaxoSmithKline Allergy remedy 8

4= Alli GlaxoSmithKline Weight-loss medicine 5
Benadryl McNeil Products Allergy remedy 5
Dulcoease Boehringer Ingelheim Stool softener 5
Pantoloc Novartis Heartburn remedy 5

8 Clarityn Schering-Plough Allergy remedy 4

9= Bonjela Reckitt Benckiser Mouth-ulcer treatment 3
Flomax Boehringer Ingelheim Benign prostatic hyperplasia 3

Base: 100 pharmacists who named a brand of OTC medicine or food supplement

2130 July 2010 OTC bulletin

MARKETING NEWS OTC

PHARMACY viewpoint

Figure 3: Unprompted response of UK pharmacists between 1 July and 22 July 2010 when they were
asked the question: “In your opinion, which OTC medicine/dietary supplement is currently backed by the
best pharmacy-support package (consumer/trade advertising, bonus deals, profit margin, training, etc)?”
(Source – OTC bulletin/IMS’ Intr@PharmQ service)

BEST CURRENT PHARMACY-SUPPORT PACKAGE
Rank Brand Company Product type Pharmacists (%)

1 Alli GlaxoSmithKline Weight-loss medicine 10

2 Canesten Bayer Consumer Care Antifungal 7

3 Nurofen Reckitt Benckiser Oral/topical analgesic 6

4= Gaviscon Reckitt Benckiser Heartburn remedy 5
Pantoloc Novartis Heartburn remedy 5
Piriton/Piriteze GlaxoSmithKline Allergy remedy 5
Solpadeine GlaxoSmithKline Oral analgesic 5

8 Flomax Boehringer Ingelheim Benign prostatic hyperplasia 4

9 NiQuitin GlaxoSmithKline Smoking-cessation aid 3

Base: 100 pharmacists who named a brand of OTC medicine or food supplement

GlaxoSmithKline Consumer Healthcare’s Alli
weight-loss medicine remains at the top of the
rankings for best pharmacy-support package

Omega Pharma’s new “happy fingers and toes”
campaign for its Wartner brand caught the attention
of pharmacists

Reckitt Benckiser is urging pharmacy staff to sign up
to The Nurofen Academy of Excellence training scheme
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German herbal medicines specialist Bionor-
ica is aiming to reinforce its reputation as

an innovator and to counter the threat of coun-
terfeits by adding a three-dimensional hologram
to its product packaging.

Bionorica claims its ‘seal of originality’ is
“an innovation in the area of non-prescription,
pharmacy-only medicines”. The silver holo-
gram was designed by Giesecke & Devrient,
the Munich-based company that is responsi-
ble for security features on euro banknotes.

“The theme of consumer safety is becom-
ing ever more important in light of the rising
prevalence of counterfeit medicines around the
world, especially those sold through the inter-
net,” commented Bionorica’s chief executive
Michael Popp.

To accompany the seal of quality, Bionor-
ica has redesigned its entire pack livery to in-
clude a new company symbol – a blue circle
surrounding a green leaf – and colour coding
for therapeutic areas, such as predominantly
green packs for cough and cold products. Popp

said the new design was “a clear sign of qual-
ity and herbal origin”.

Initially, the new packaging will be applied
to the company’s Bronchipret and Sinupret
cough and cold remedies. Quoting data from
Insight Health for 2009, Bionorica claimed that
Sinupret was Germany’s best-selling herbal
medicine and market leader in the country’s
OTC cold remedies market with 7.8 million
packs sold last year.

Running up to the spring of next year, the
German firm intends to roll out the revised liv-
ery to its other domestic ranges, which include
products for allergies, genito-urinary problems,
pain and central nervous system conditions.
These include two recent additions to Bionor-
ica’s portfolio: Allergopret Protect, a cellulose-
based nasal spray for protecting against aller-
gens that is classified as a medical device; and
Allunapret, a combination medicine contain-
ing extracts of valerian and hops that is indi-
cated for anxiety and sleep disorders.

By the end of 2011, the German firm intends

to have extended the revised packaging to all
49 of its international markets.

Strong performances in markets including
Poland helped Bionorica increase group turn-
over by 7.7% to C140 million last year (OTC
bulletin, 31 March 2010, page 6). The German
firm said its share of the domestic herbal med-
icines market had risen to 11.1% in terms of
sales into pharmacy in April 2010.

Bionorica aims to seal its position as originator
Packaging

Procter & Gamble said Pepto-Bismol had become the
first stomach remedy to sponsor Nathan’s Famous
Fourth of July Hot Dog Eating Contest in the US.

The brand sponsored the annual event – which
marks Independence Day – to encourage consumers
to take Pepto-Bismol when they had eaten too much
barbeque food such as hot dogs this summer.

This year’s champion is Joey Chestnut (pictured),
who consumed 58 hot dogs in 10 minutes.

The event hit the headlines unexpectedly when a
former champion was arrested for trying to get on the
stage following the competition, which is hosted by
Major League Eating in New York. He had not entered
this year’s contest because he had previously refused
to sign a contract that forbade him from entering
similar competitions.

OTC

Bionorica is adding a three-dimensional hologram to
all of its product packaging

OTC

Business Opportunities

European partners sought
for treatment for head lice
Redif is seeking marketing partners for a

patented head-lice treatment in France,
the Netherlands, Scandinavia, and some coun-
tries in central and eastern Europe.

Nick Thompson – managing director of
Redif and former head of OTC marketing at
SSL International – said the medical device
was a “clinically-proven, pesticide-free prod-
uct with a 10-minute application”.

The product from US-based Piedmont Phar-
maceuticals is currently sold under licence by
SSL International in the UK as Full Marks
Solution and in Austria and Germany under
the K.laus brand name. Nycomed markets the
product in Canada as Resultz.

Thompson explained that the product’s pat-
ented isopropyl myristate/cyclomethicone for-
mulation worked by removing the louse’s out-
er waxy coating, leading to rapid dehydration
and inevitable death.

The product is an odourless, colourless liq-
uid. It is simple to apply, and easy to remove
with any standard shampoo. It is available in

standard dropper format or as an easy-to-ap-
ply spray.

A registered brand name is available for
use with the product if required.

Piedmont Pharmaceuticals’ executive vice-
president Eric Barnett said the company want-
ed to build on the success of its product in cur-
rent territories. “Nick’s experience of taking
the product to brand leadership in the UK mar-
ket means he is ideally placed to advise new
commercial partners on the best way to ex-
ploit the formulation,” added Barnett.

In Scandinavia, Redif is looking for part-
ners in Denmark, Norway, and Sweden.

In central and eastern Europe, the company
is keen to find partners in Bulgaria, Hungary,
Poland, and Romania.

■ For further information contact Nick Thompson,

managing director of Redif, by calling +44 7721 648

681 or sending an email to nick@redifltd.co.uk. Alter-

natively, visit OTC bulletin’s SourceOTC website at

www.sourceotc.com.
OTC
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8 September
■ OTC Approval and

Marketing Strategies
Bonn, Germany
This one-day conference conduct-
ed in German will focus on OTC
products in Europe, including food
supplements and medical devices.
Contact: Henriette Wolf-Klein,
Forum Institut für Management.
Tel: +49 6221 500 680.
Fax: +49 6221 500 555.
E-mail: h.wolf-klein@forum-institut.de.
Website: www.forum-institut.de.

27 September
■ The Borderline Between

Medicines and Foods
London, UK
A one-day seminar focusing on the
borderline between medicines and
foods in the UK and Europe.
Contact: Management Forum.
Tel: +44 1483 730071.
Fax: +44 1483 730008.
E-mail: registrations@management-
forum.co.uk.
Website: www.management-
forum.co.uk.

29 September-2 October
■ CRN’s Annual

Symposium for the
Dietary Supplements
Industry
Austin, Texas, US
This four-day event is organised
by the US Council for Responsi-
ble Nutrition (CRN).
Contact: Jill Ferguson, PlanNet.
Tel: +1 703 778 9000.
Fax: +1 703 778 9001.
E-mail: CRN2010@YourMeeting.com.
Website: www.crnusa.org.

4-5 October
■ Herbal Medicines

Bonn, Germany
This one-day meeting, conducted
in German, will cover quality data
for approval and registration of
herbal medicines.
Contact: Elsa Eckert,
Forum Institut für Management.
Tel: +49 6221 500 650.
Fax: +49 6221 500 555.
E-mail: e.eckert@forum-institut.de.
Website: www.forum-institut.de.

4-6 October
■ The 7th TOPRA

Annual Symposium
London, UK
A three-day meeting run by The

Organisation for Professionals in
Regulatory Affairs (TOPRA) with
the UK Medicines and Healthcare
products Regulatory Agency.
Contact: TOPRA.
Tel: +44 20 7510 2560.
Fax: +44 20 7537 2003.
E-mail: meetings@topra.org.
Website: www.topra.org.

5 October
■ Essential Learning on

Phytopharmaceuticals
Bonn, Germany
Willmar Schwabe’s Günther Meng
and Steigerwald’s Olaf Kelber will
join representatives from the Ger-
man medicines manufacturers’ as-
sociation, the BAH, at this one-day
conference.
Contact: BAH.
Tel: +49 228 957 450.
Fax: +49 228 957 4590.
E-mail: bah@bah-bonn.de.
Website: www.bah-bonn.de.

7-10 October
■ Expopharm 2010

Munich, Germany
International pharmaceutical trade
fair and conference.
Contact: Gabriele Stadler,
Werbe- und Vertriebsgesellschaft
Deutscher Apotheker.
Tel: +49 6196 928 411.
Fax: +49 6196 928 404.
E-mail: g.stadler@wuv.aponet.de.
Website: www.expopharm.de.

12-13 October
■ Regulatory Affairs

in Asia
Cologne, Germany
A two-day event covering regu-
latory affairs in countries such as
China, Korea and Vietnam.
Contact: Henriette Wolf-Klein,
Forum Institut für Management.
Tel: +49 6221 500 680.
Fax: +49 6221 500 555.
E-mail: h.wolf-klein@forum-institut.de.
Website: www.forum-institut.de.

18-19 October
■ Bridging the Regulatory

Gap Between
Australia/New Zealand
and Europe
London, UK
The pharmaceutical industry and
regulatory environment in Austra-
lia and New Zealand will be dis-
cussed at this two-day seminar.
Contact: Management Forum.
Tel: +44 1483 730071.
Fax: +44 1483 730008.
E-mail: registrations@management-
forum.co.uk.
Website: www.management-
forum.co.uk.

21-22 October
■ The 1x1 on

the OTC Market
Düsseldorf, Germany
Speakers at this two-day confer-
ence, which will be conducted in

German, include Rabea Steffen of
Johnson & Johnson and Hans-Vol-
ker Eichler of TAD Pharma.
Contact: Michaela Gottwald,
Forum Institut für Management.
Tel: +49 6221 500 610.
Fax: +49 6221 500 555.
E-mail: m.gottwald@forum-institut.de.
Website: www.forum-institut.de.

25-26 & 27 October
■ Nutraceuticals and

Functional Foods
London, UK
Topics for discussion at this two-
day conference include global per-
spectives and the evolution of fun-
ctional foods, marketing opportun-
ities, nutrition and health claims,
nanotechnology, and probiotics.
The meeting will be followed by
a half-day workshop entitled ‘Pro-
tecting product innovation’.
Contact: Samantha Graves,
SMi Group.
Tel: +44 20 7827 6052.
Fax: +44 87 0909 0712.
E-mail: sgraves@smi-group.co.uk.
Website: www.smi-online.co.uk.

2 November
■ Hot Topics in Advertising

London, UK
A one-day event run by the UK’s
Medicines and Healthcare prod-
ucts Regulatory Agency (MHRA).
Contact: MHRA.
Tel: +44 20 7084 2903.
Fax: +44 20 7084 3522.
E-mail: conferences@mhra.gsi.gov.uk.
Website: www.mhra.gov.uk.

8-9 November
■ EuroPLX 44

Barcelona, Spain
A two-day partnering and licens-
ing forum focusing on OTC medi-
cines, nutraceuticals, branded pre-
scription drugs and generics.
Contact: RauCon.
Tel: +49 6222 9807 0.
Fax: +49 6222 9807 77.
E-mail: meetyou@europlx.com.
Website: www.raucon.com.

18 November
■ ASMI Conference

Sydney, Australia
‘Bringing self-care to life’ is the
theme of this one-day conference,
organised by the Australian Self-
Medication Industry (ASMI).
Contact: ASMI.
Tel: +61 2 9922 5111.
Fax: +61 2 9959 3693.
E-mail: conference2010@asmi.com.au.
Website: www.asmi.com.au.

OCTOBER

SEPTEMBER

NOVEMBER

5-8 November
■ 8th WSMI Asia-Pacific Regional Conference

Chinese Taipei
‘The changing landscape of self-medication’ is the theme of the 8th
World Self-Medication Industry (WSMI) Asia-Pacific Regional Con-
ference to be held in Chinese Taipei.

The four-day meeting will review the global and regional regulatory
trends and developments in self-medication, with a focus on switching,
new indications and market opportunities.
Contact: 2010 WSMI Secretariat.
Tel: +886 2 8226 1010. E-mail: 2010wsmi.tw@gmail.com.
Website: www.2010wsmi-taiwan.org.

26-27 October
■ How Can Non-Prescription Medicines

Best Contribute to Public Health?
Antwerp, Belgium
Speakers at this two-day conference – organised by the Association of the
European Self-Medication Industry, the AESGP – include: Xavier de Cuy-
per of the Belgian Federal Agency for Medicines and Health Products;
Dagmar Roth-Behrendt of the European Parliament; Eric Abadie of the
Committee for Medicinal Products for Human use (CHMP); Noël Wath-
ion of the European Medicines Agency (EMA); and Kent Woods of the
UK Medicines and Healthcare products Regulatory Agency (MHRA).
Contact: Association of the European Self-Medication Industry, the AESGP.
Tel: +32 2 735 51 30. Fax: +32 2 735 52 22.
E-mail: l.gits@aesgp.be. Website: www.aesgp.be.
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Timothy Hayes has added global business
development to his remit at Bayer Health-

Care’s Consumer Care division.
As well as running the company’s Consum-

er Care operations in the US, Canada and Puerto
Rico, Hayes will now also oversee new busi-
ness development for the global brand port-
folio and markets. He will be responsible for
acquisitions, in-licensing and prescription-to-
OTC switches.

Gary Balkema, worldwide president of Bay-
er Consumer Care, said Hayes had successful-
ly executed many market growth strategies for
the North American business.

Hayes has worked in the consumer products
industry for nearly 30 years. He joined Bayer
Consumer Care in 1992, and is currently senior
vice-president and region head for Bayer Con-
sumer Care in North America.

Global business development was previous-
ly carried out by Ian Spinks, who is now head

of Bayer HealthCare’s Animal Health division
in North America.

Spinks took over from Jörg Ohle, who has
just replaced Alan Main as the European head
of Bayer HealthCare’s Consumer Care division.
Main is now worldwide head of the Medical
Care division (OTC bulletin, 30 June 2010,
page 25).
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Bayer gives Hayes extra
business development role

OTC

AFIPA – the French OTC industry associ-
ation – has re-elected Vincent Cotard as

president for a further two years.
Cotard, 46, has more than 15 years of ex-

perience in the pharmaceutical industry, includ-
ing serving as president of GlaxoSmithKline
Santé Grand Public for the past six years.

AFIPA elected two vice-presidents: Toni-
pharm’s director general and former AFIPA
president Eric Maillard, and Sanofi-Aventis’
director of general medicine and pharmacies
Pascal Regen.

Merck Médication Familiale’s Christophe
de la Fouchardière is secretary-general of the
association, and Bayer Santé Familiale’s Mich-
ael Kloss is treasurer.

Industry Associations

France’s AFIPA
re-elects Cotard

Andy Hayley has taken over from Mike
Paling as managing director of the UK-

based health communications agency TBWA\
Paling Walters.

Previously client services director, Hayley
has been with the Omnicom-owned agency for
10 years. He has worked on a range of health-
care brands including GlaxoSmithKline Con-
sumer Healthcare’s NiQuitin smoking-cessa-
tion products and Pfizer’s Viagra for erectile
dysfunction.

“In a changing and challenging marketplace,

it takes more than just a communication chan-
nel to change behaviour,” commented Hayley,
“it needs creative ideas that work regardless
of media to help bring about competitive ad-
vantage for our clients.”

TBWA\Paling Walters said that Paling, who
founded the company 30 years ago, had decid-
ed to step back from the day-to-day control of
the business.

It added that he would “advise and sup-
port the agency into 2011” in the position of
non-executive chairman.

Andy Hayley (pictured left)
and Mike Paling (right)

Advertising Agencies

Hayley heads TBWA\Paling Walters

OTC

OTC

■ PAGB – the Proprietary Association of Great
Britain – has announced that Stephen Lamp-
ard, trade category manager for Novartis, came
top in its Professional Learning Programme
examination this year. The PAGB noted that
more than 700 staff from member companies
had successfully completed the course since
it was established in 1998. The programme is
described as an independent, educational course
and industry-recognised qualification for peo-
ple working in the OTC industry.

■ LLOYDSPHARMACY has recruited Nick
Murray as head of internal communications.
Previously communications manager for the
courier company TNT Express, Murray suc-
ceeds Steve Howard, who has become super-
intendent pharmacist at the UK-based phar-
macy chain.

OTC

IN BRIEF
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Olivier Bohuon will replace Jean-Pierre
Garnier as chief executive officer of the

Pierre Fabre Group with effect from 1 Septem-
ber 2010.

Bohuon, 51 – who is executive vice-presi-
dent of Abbott Corporation and president of the
company’s pharmaceutical division – will also
become president of Pierre Fabre Medicament.

The Pierre Fabre Group announced recently
that Garnier would leave on 1 September 2010,
having “concluded his mission”. The French
company’s founder, Pierre Fabre, said Garnier’s
contribution over the past two years had been of
the “utmost benefit” to the C1.80 billion turn-
over company.

Bohuon joined Abbott in 2003 as president
of the company’s European operations, and was
subsequently promoted to president of Abbott
International.

Before that, Bohuon was marketing director
and then operations director of Glaxo France,
chief executive officer and then president of
SmithKline Beecham Laboratories, and direc-
tor of GlaxoSmithKline’s commercial opera-
tions in Europe.

He began his career with Roussel Uclaf in
Morocco.

Garnier joined Pierre Fabre in 2008, just
three months after stepping down as chief ex-
ecutive officer of GlaxoSmithKline (OTC bul-
letin, 12 September 2008, page 1).

His appointment was part of a wider reshap-
ing of the management structure at the firm,
which saw him take charge of the management
board while the company’s founder, Pierre Fab-
re, became head of a newly-formed supervi-
sory board.

At the same time, Fabre donated 100% of the
equity of Pierre Fabre Participation – which
has a 60% stake in the company Pierre Fabre

– to his eponymous charitable foundation. The
aim, he said, was to secure the long-term inde-
pendence of the company.

Garnier was charged with helping the com-
pany to “sustain the considerable research and
development efforts” it had made and to “amp-
lify its growth”.

In 2009, Pierre Fabre’s sales increased by
2.9% to C1.80 billion. The company invested
28% of its annual turnover in research and de-
velopment projects in the oncology, central ner-
vous system, dermatology and cardiovascular/
metabolism fields.
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Abbott’s Bohuon steps into
Garnier’s Pierre Fabre shoes

Olivier Bohuon

Jean-Pierre
Garnier

Steve Churton

Helen Gordon
OTC

The Royal Pharmaceutical Society of Great
Britain (RPSGB) said that it had re-elected

Steve Churton as president for a third term.
Churton, who is head of professional prac-

tice at Boots the Chemists, first became pres-
ident two years ago (OTC bulletin, 13 June
2008, page 22).

Nick Barber, professor of the practice of
pharmacy at the University of London, was
elected vice-president of the RPSGB, while
John Gentle, director of Lunts Pharmacies,
will continue as treasurer.

Gordon takes up post
Meanwhile, Helen Gordon – former chief

executive of the Royal College of Obstetricians
and Gynaecologists (RCOG) – has now taken
up the post of chief executive of the RPSGB
(OTC bulletin, 17 March 2010, page 23).

Gordon will eventually take over from Jer-
emy Holmes, who previously announced he
would step down as chief executive and reg-
istrar following the de-merger of the society
into the General Pharmaceutical Council and
professional leadership body (OTC bulletin,
16 October 2009, page 23).

Retailers

Churton re-elected
president of RPSGB

OTC

■ CHMP – the European Medicines Agency’s
(EMA’s) Committee for Medicinal Products
for Human Use – has re-elected France’s Eric
Abadie as chair and Sweden’s Tomas Salm-
onson as vice-chair for second three-year terms.

■CELESIO has recruited Frank Heffter as
its new director of corporate investor relations.
Heffter, 43 – who is currently director of cor-

porate investor relations for OC Oerlikon –
will join the pan-European retailer and whole-
saler on 1 September.

■ JOHNSON & JOHNSON has appointed
Ian Davis – former chairman and worldwide
managing director of McKinsey & Company
– to its board of directors.

IN BRIEF
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Reckitt Benckiser has put Stefan Gaa in
charge of the marketing team for its newly-

combined household, personal care and health-
care operation in the UK.

Gaa, who was previously marketing director
for Reckitt Benckiser’s UK healthcare business,
will be responsible for a team of nearly 70 mar-
keters and support staff.

Reckitt Benckiser pointed out that Gaa had
“extensive” experience of both healthcare and
household brands. During his time with the com-
pany, he has worked as marketing director for
India and global marketing manager for the
Finish brand.

Thomas promoted to global role
Phil Thomas, who was marketing director

for the company’s UK household and personal
care businesses, has been promoted to global
category director for surface care.

The changes follow Reckitt Benckiser’s mer-
ger of the commercial operations of its health-
care business with its household and personal
care units in the UK in April. The combined
business is based in Slough (OTC bulletin, 18

December 2009, page 5).
At the time of the merger, Reckitt Benck-

iser’s UK sales director for household and per-
sonal care, Kerry Miller, was appointed UK
sales director. Nick Sedgwick, the UK sales
director for healthcare, was promoted to glo-
bal trade marketing director for disinfectant,
surface and personal care products.

The UK business is led by general manager
Camillo Pane.

Stefan Gaa

Manufacturers

Reckitt makes Gaa head of
its merged marketing team

OTC

■ TAKEDA PHARMACEUTICAL has ap-
pointed Frank Morich – chief executive of-
ficer of Noxxon Pharma – as executive vice-
president international operations with effect
from 1 October 2010. Morich will be respon-
sible for enhancing Takeda’s commercial oper-
ations and presence outside of Japan. He re-
places Alan MacKenzie, who has just announc-
ed his retirement after 25 years with the firm.
Meanwhile, Haruhiko Hirate – former senior
managing director and representative director
of GlaxoSmithKline KK, Japan – has joined
as corporate officer, senior vice-president.

■ MHRA – the UK’s Medicines and Health-
care products Regulatory Agency – has ap-
pointed Angus Mackay and Stuart Ralston
as members of the Commission on Human
Medicines (CHM) until the end of 2013. Mac-
kay is currently professor of psychological
medicine at the University of Glasgow, while
Ralston is head of the School of Molecular
and Clinical Medicine and Arthritis Research
UK and professor of rheumatology at the Mol-
ecular Medicine Centre, Western General Hos-
pital in Edinburgh. Meanwhile, the MHRA’s
Herbal Medicines Advisory Committee has
a new member. He is Simon Gibbons, pro-
fessor of phytochemistry at the University of
London’s School of Pharmacy. His appoint-
ment is until the end of 2013.

IN BRIEF
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■ Continued from front page

per share cash offer represented “exceptional
value” to the company’s shareholders. He add-
ed that NBTY “would leverage Carlyle’s glo-
bal resources and consumer sector knowledge
to further drive the company’s global growth”.

However, media reports suggest that a high-
er bid could be made by a rival.

NBTY said its board of directors had unan-
imously approved the merger agreement and
had recommended it to shareholders. The com-
pany pointed out that the per-share price rep-
resented a premium of around 57% over the
company’s average closing share price during
the 30 trading days ended 14 July 2010.

Subject to approval from NBTY’s share-
holders and the relevant regulatory authori-
ties, the deal is expected to close by the end
of this year.

Commenting on the deal, Sandra Horbach,
managing director and head of the consumer
and retail sector team at Carlyle, said NBTY

was an “outstanding business with well-estab-
lished brands, a proven vertically-integrated
multi-channel, multi-geography strategy, and
strong, long-standing customer relationships”.

NBTY is built around its Wholesale/US Nut-
rition business, which markets the Nature’s
Bounty, Osteo Bi-Flex, Ester C, Rexall, Sun-
down and Solgar brands, as well as a range
of store-brand products (see Figure 1).

The company’s European Retail division had

1,036 stores as of 31 March 2010, including
565 Holland & Barrett shops, 324 Julian Graves
outlets and 35 GNC outlets in the UK. It also
had 85 DeTuinen stores in the Netherlands and
27 Nature’s Way units in Ireland. The divi-
sion also includes 16 Holland & Barrett fran-
chises in Malta, Singapore and South Africa.

In North America, as of 31 March 2010 the
company’s retail operations consisted of 446
Vitamin World stores in the US and 85 Le
Naturiste outlets in Canada.

NBTY also operates a direct-selling and e-
commerce business in the US.

Business Annual sales Change Pre-tax profit Change
(US$ millions) (%) (US$ millions) (%)

Wholesale/US Nutrition 1,557 +34 180.7 +14

European Retail 602 ±0 89.7 -26

Direct Response/E-Commerce 221 +5 57.4 +104

North American Retail 202 -3 1.4 –

Corporate/Others – – -100.3 –

Total NBTY 2,582 +18 229.0 -0.9

Figure 1: NBTY’s sales and pre-tax profit in the year ended 30 September 2009 (Source – NBTY)

Private-equity firm about to buy NBTY
Mergers & Acquisitions

OTC
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