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Design Thinking Framework
for OTC Sales

Design thinking transforms how we approach complex pharmacy
challenges. By systematically moving through empathy, definition,
ideation, and prototyping, we create solutions grounded in real user
needs.

Empathize

Understand customer pain points, pharmacist challenges, and
market realities through research and observation

Define

Articulate the core problem and SNS College's role in
addressing OTC sales training gaps

ldeate

Generate innovative solutions for improving OTC
pharmacy education and practice

Prototype

Develop and test new OTC training models and
interventions
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OTC Sales Ecosystem Mind Map

Understanding OTC sales requires examining interconnected stakeholders, challenges, and opportunities. This
comprehensive view reveals how customers, pharmacists, regulations, and market trends interact within pharmacy

environments.

— —
Customer Pharmacist

Counseling « Product
knowledge « Sales support

Patient needs « Medication
concerns « Accessibility

Interconnecte
d ecosystem

driving
pa— product —
choice and
Regulatory oharmacy Market
FDA guidelines « State rules « grformapg Digital pharmacy » Self-care
Compliance trend « E-commerce
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Empathize: Customer Journeys & Pain Points

Understanding the challenges customers face in pharmacy OTC sections

= Information Overload ‘. Knowledge Gaps w7 Access Barriers

*Too many similar products!” *What do these ingredients do?* :

I

L “Too embarrassed to ask.." )
P B
I Critical Research Findings [ff]
67% of OTC purchasers feel uncertain about product selection
+ Many aveid asking pharmacists due to time pressures or pnvacy concerns
+ Common pain points: confusion between similar products, uncertainty about dosages
k- - Critical opportunity for pharmacy professionals trained in empathetic customer engagement )
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© The Customer Journey Through Confusion *#-

STEP1 STEP 4
‘Enters Avoids
Pharmacy STEP 3 —— Pharmacist
Tries to
- o = Understand

& Confident

STEP 2
Faces Too
Many Options

® THE OPPORTUNITY: Empathetic Customer Engagement! ="

Key Insights from Customer Research:

Pain Points: s+ The Solution:

= Informaticn Overload - Too many similar products « Train pharmacy professionals In empathy
% Knowledge Gaps - Limited understanding of ingredients » Proactive, approachable customer service
w#% Access Barrlers - Hesitation to consult pharmacists + Clear, simpie product expianations
I3 Time Constraints - Privacy concems « Efficient consultation process
£ Difficulty finding products for specific symptoms . Convert uncertainty into confident purchases!
A S
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4 The Triple Challenge: What Pharmacists Face Daily 4

THE
PERFECT
STORM
e

uggle to halance

@ Better Training

- Efficlent Systems

& Value-Added Care
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%" Empathize: Current OTC Environment & Market Trends %

The OTC market is rapidly transforming - Understanding the dynamic landscape

= Digital Revolution

Traditlonal Retall E-Commerce
Shrinking Share L 15% of OTC Sales!

“\ Brick-and-mortar facing pressure
B Mobile commerce expanding rapidly
« Digital platforms now compete directly

@ self-diagnosis using online resources

. Consumer behavior fundamentally changed!

b 2 L J
o -
4 Fastest Growing OTC Categories 4
N\ & ™\ " ™\ f o
& Supplements A Topicals Bl Digital Health Tools On-Demand Services
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Preparing for the Dynamic OTC Landscape #-
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4 R ~ ™
Traditional Model <" Modern Omnichannel Model
—>
L 7 . >
i N
© What This Means for Future Pharmacists ©
& . ™ = l ™~
Embrace Digital Skills Stay Current with Trends
+ E-commerce is 15% of OTC sales v Market grows 5-7% annually
+ Master online platforms v New categories emerging fast
v Understand mobile commerce
« Leverage telemedicine
+ Sacial media engagement
Be tech-savwwy to
Y meet evolving expectations = L i
. S

PHARMACOVIGILANCE | OVER THE COUNTER | MS.V.A.SARANYA | AP | SNSCPHS

08-01-2026




TUTION S
WWW.SNSEroups.com

Current OTC Environment & Market Trends [f]

The OTC market is rapidly transforming - Digital platforms compete with brick-and-mortar pharmacies

OTC MARKET

TRANSEQPHMATION
6

Y

4 N
L. Digital Disruption Wellness Evolution 9. Integration
Imperative
B -
+
Omnichannel strategies
Online Pharmacy combining online &
pharmacy experiences
Online pharmacies & oAt
telehealth reshaping market Seamiess o ey
W 4 2 personalized solutions i \_ 7]
4 N
¥ Critical Market Statistics & SNS College Preparation -
;11 Market Growth: @ SNS College Must Prepare:
+ Global OTC market grows at 5-7% annually v Skilis bridging digital channels
- Supplements, topicals, digital health tools expanding fastest  Face-to-face consultation expertise
« Consumers increasingly self-diagnose using online resources ¥ Understanding home care trends
« E-commerce now captures 15% of OTC sales! 4’ Evidence-based recommendation:
\. J
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Empathize: Regulatory ¢ cal Considerations fiii

Compiex frameworks shaping pharmacist recommendations and communication

SOPHISTICATED
oot JUDGMENT REQUIRED Noans
----‘¢ o T
A 4 ) é o h

('] Regulatory Compliance ] " Clinical Judgment *" Ethical Practice
=4

v FDA guidelines

—  State pharmacy
. board rules

+ Advertising =
restrictions Resisting inappropriate
R Distinguishing seltreatable upselling while maximizing
e 4 conditions from those . s
i requiring medical attention J . el isens J

SNS College Students Must Master Dual Competencies

[l Evidence-Based Clinical Assessment Compliant Communication
» Evaluate symptoms & patient history « Navigate regulatory frarm &
« Recognize red flags requiring referral - Balance profit vs patient care ethically
« Apply evidence-based guidelines . Professional values ensure patient safety!
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- Define: SNS College's Role in OTC Sales Training °

Shaping the next generation of pharmacy professionals - Community pharmacy remains iargest employment sector

TUTIONS
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- Y T

4 N 'a N - N\
. : Prolessional & Community
$=2 Curricular Integration £ ;
= €9 Development Partnership
Embedding OTC '
- © o
v Throughout didactic curriculum <>
+ In experiential training Collaborating with pharmacy employers
Strong foundation from day one Equipping studenta with communication, 1o align education with practice reality
" s y \_ product knawledge, and ethical reasoning & k- Steengthen comynunity phamacy partnsrships )

© Mission Impact: Differentiate Graduates for Career Success .*

The Opportunity:
By intentionally designing OTC competencies, SNS College can Community pharmacy = Largest employment sector
and ensure students deliver from day one in practice Competent, compasslonate pharmacy practitioners
Ready for diverse cereer paths
. J
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Define: Key Learning Outcomes for OTC
Pharmacy Excellence

SNS College must articulate specific, measurable learning outcomes for OTC pharmacy competence. Students
should master comprehensive OTC product categories, understand mechanism of action and appropriate
indications, and assess patient suitability while identifying contraindications or red flags requiring medical refer

Product Knowledge Patient Communication
Master OTC categories: pain - Deliver clear, empathetic
relief, cold/allergy, Gl, topicals, =y = counseling tailored to diverse
supplements patient populations
Safety & Ethics Clinical Assessment
Apply regulatory knowledge and O Q Evaluate patient symptoms an
professional ethics to all recommend evidence-based (
recommendations solutions
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Design Thinking Approach for OTC Sales Strategy

Understanding
Customer needs,
pain points & aspirations

Consumer Behavior Empathizing
Shopping patterns Navigating pharmacy
& preferences aisles & understanding

Customer
Pain Points
& Needs

OTC Products
Heaith & weliness
product selection

Making Informed
Purchasiny decisions
based on insights

OUTCOME: Customer-Centric OTC Sales Strategy

Enhanced customer experience » Informed decisions * Increased sales
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Market Research and Customer Insights Strategy

OTC Sales
Strategy
(Design Thinking)

Deep Market Research & Customer Insights

Observing Behavior *+ Conducting Interviews
Analyzing Purchasing Patterns

Product Placement Messaging Optimization
Identify optimal shelf positioning Develop targeted communication
and In-store merchandising strategles that resonate with

opportunities customer needs

Effective OTC Sales Strategy

Increased Revenue & Customer Loyalty

PHARMACOVIGILANCE | OVER THE COUNTER | MS.V.A.SARANYA | AP | SNSCPHS

Enhanced Experience
Improve overall customer
Joumney and satisfaction at
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SUMMARY

Prototype: The OTC Sales Experience Journey

Creating visual representations of the complete customer journey—from awareness to post-purchase satisfaction

B

1. Awareness 2. Consideration 4. Purchase

5

par
product options

Key Touchpoints, Decision Factors & Optimization Opportunities

n thinking
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% CLASS ASSESMENTS =
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1. A patient with the HLA-B*57:01 allele is prescribed abacavir. What is the most appropriate action to

prevent a severe adverse drug reaction?

a. Proceed with standard dosing and monitor liver enzymes
b. Avoid abacavir and select an alternative antiretroviral

c. Reduce abacavir dose by 50%

d. Add corticosteroid prophylaxis before starting abacavir
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CLASS ASSESSMENTS

© Assessment Question 1: OTC Sales Channel Strategy ©

Which of the following best describes an effective OTC sales channel strategy?

# The Big Question: How do we get OTC products to customers?
Asssss understanding of diverse OTC distribution channeis and thelr strategic importance
in maximizing market reach and consamer accessibility

TUTIONS
WWW.SNSEroups.com

% PHARMACY

©
alle

Traditional Retail
« Expert advice

7 SUPERMARKET = ONLINE

E-Commerce

v One-atop shop -,
\_ v 24/7 access = &

#25 CLINIC/HOSPITAL

Healthcare Settings
+ Professianal trust

@ Strategic Importance:

- Each channel reaches DIFFERENT customer segments
- Diverse distribution = MAXIMUM market reach
- Multiple touchpoints = Better consumer accessibility

4z THE WINNING STRATEGY: USE ALL CHANNELS! &g

¢ Smart Approach:
- Understand each channel's strengths
- Tailer your strategy per channel
- Meet customers WHERE they shop!

¥ Remember: it's not about CHOOSING one channel... ¥
it's about MASTERING them ALL for maximum impact! .~

ﬂ
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ﬁ@ﬂ CLASS ASSESSMENTS "
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Which genotype is most associated with life-threatening skin reactions (e.g., Stevens—-Johnson syndrome) when
exposed to carbamazepine in certain Asian populations?
a. TPMT poor metabolizer

b. HLA-B*15:02 positive

c. CYP2D6 ultrarapid metabolizer

d. VKORCI1 -1639G—A variant
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‘= Assessment Question 2: Consumer Buying Behavior 13

Wit priary Tactnr ifiyencess cursunes docinion-making whe puschusing OTC moduem?

W Testing Your Knowsdge Consumer Peychology & Key Purchase Drivers
Evalate kuywienge of s FIACACOTY 200 Me kry Govet M ATR0ct pEthAing Oerismes & e UTT mastet segment

¥ THEWINNERIS... ©
EFFICACY!

* W it cure ry probien T *

Canmutiory pranimty s e prmtas
ACTUALLY WORES it selers Wi Sedlih (nauw

B Nubt on? v Y § e Pad § T A eew

. Consumer Psychology 101

5| The Daclsson-Making Hisrarchy
B EFRCACY - "Wk s subyw 1oy Dea i pooiieen
B TRUST - "5 thas trandt rebatiie and safs”
[} PRRCE - T | alfergt i

3 CONVERENCE - 1u It eaty 10 et and use™

+ Key Insight: Health comes first! If it doesnt woek, nothing else mattecs! |
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CLASS ASSESSMENTS
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A patient with reduced TPMT and NUDT15 activity is starting thiopurine therapy (e.g.,
mercaptopurine). What adverse reaction risk is increased and how should therapy be adjusted?

a. Increased hepatotoxicity; switch to abacavir

b. Increased myelosuppression; consider profound dose reduction or alternative therapy

c. Increased nephrotoxicity; add dose-dependent hydration

d. Increased cardiotoxicity; monitor with baseline echocardiogram
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CLASS ASSESSMENTS

Assessment Question 3: Product Positioning & Messaging €

How should OTC products be positioned to maximize sales effectiveness?

Measure comprehension of effective product positioning strategies that resonate with target OTC consumers

w

¥ INTEGRATED
APPROACH

EI Ii]

*Keep Your Famlly Safe”
*Fast Reliefl* ; *Clinically Proven Results”
Connect with feelings
Focus on what the and family values Build trust with sclence
product DOES for you! (G0t bidt no encghl) and proven effectiveness

© THE WINNING FORMULA: Integrate ALL Three Elements! *

DO THIS: ¢ AVOID THIS: » EXAMPLE:
+ Lead with BENEFITS (solve problems) * Only talking about ingredients . %
« Connect EMOTIONALLY (build trust) + Generic messaging {boring?) Fast-Acting Pain Relief You Can Trust
S Ao v BENEFIT: Fast-acting reliet (
+ Support with EVIDENCE (credibility) . Dvemrom;smg resuits #EMOTION: “You can tru
+ Make it MEMORABLE & clear » lgnaring consumer needs 7 IMPLIED: Refiable & proven (evidence)
. Resonates with target consumers! - Falls to drive purchase intent!

2% KEY TAKEAWAY

Effective positioning = Benefits + Emotional Connection + Clinical Evidence

This integrated approach resonates with OTC consumers, builds trust, and drives purchase intent

o« Remember: Show benefits + Touch hearts + Prove it works = SALES! g
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