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Taiwan self-medication overview
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Self-medication – OTC market
• OTC sold in drug store (self-medication) remains the same size in the past 15 years.

• The share of OTC sold in pharmacy reduced to 4% since the implementation of NHI.
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Self-medication – Consumer

• People in Taiwan have 2nd highest rate of visiting doctors 

found in a global survey.(ref. 1)

• Consumers are with high consciousness in health care but 

very few take self-medication.(ref. 2)

• 84% of general public in Taiwan maintain regular self health care.  

• Contrarily only 34% are willing to buy non-prescription drugs when 

feeling minor ailment.

• The main reasons of lower confidence in self-medication:
• Highly rely on medical service by physician
• Insufficient knowledge of using OTC
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Reference 1: Nielsen global on-line survey (2007)

Reference 2: Nielsen Consumer U&A survey (2010)
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OTC Consumer Behavior Patterns

In the past
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Sources of Health Information
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• Although the advice of professionals (doctors and pharmacists) plays an important role for 

consumers determining which OTC to buy, the main sources of health information turn out to be 

television and family and friends.  

Source: Nielsen Consumer U&A survey (2010)



Media patterns – emerging trend in digital
Taiwan internet ad market
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Source: : IAMA 2012, 2013

• 2012/2013 (f) growth rate: 19.48%

Taiwan media penetration 

vs. Time spending

Source: : FIND 2013 May



Media patterns
Taiwan mobile usage
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Source: : FIND 2013 May



Consumers play a more active role 
in health care handling and 
eager to get health information from 
reliable source
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The OTC advertising challenges
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How can we better support to 
consumer for proper information in 
selection of OTC and use of OTC?
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Communication along the purchasing journey
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Awareness

• TVC

• Radio

• Print aid

• Website

• Physician

• Pharmacist

• Family or friends

• Website

• Label

• Display

• POSM

• Leaflet / booklet



Different media may play different roles in 

communication
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Product labeling - product information



Different media may play different roles in 

communication
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Advertisement 

Deliver product feature + 

benefit  in few seconds



Different media may play different roles in 

communication
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Brochure - more information to support the use of product
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Different media may play different roles in communication

POSM

Information to help consumer 

at the point of purchase
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Different media may play different roles in communication

POSM

Information to help consumer 

at the point of purchase
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Different media may play different roles in communication

Website

Education information to help consumer having more 

deep information about how to self-care the symptom 

properly
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In Taiwan:

Any communication of OTC medicine containing 

“brand name” or “product name” is treated as 

advertisement and is subject to pre-approval. 



OTC advertising challenges
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Regulation

• Pre-approval is required for all types of advertisement.

TVC, radio, print ads, POSM, leaflet, brochure, Digital..etc.

Challenge

1. It is difficult to conduct interactive digital communication 
due to consumer/patient’s feedback cannot be pre-
approved.

2. Increasing burden for getting pre-approval for all POSM 
as the designs are similar but with minor change to meet 
different client’s price or theme. 



OTC advertising challenges
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Regulation

• The content of advertisement should be in consistent with 
approved labeling.

The reviewers interpret the requirement as the wording should 

be the same as what has been approved in labeling.

Challenge

1. The company has difficulty to provide comprehensive 
educational information since lots of information is not in the 
approved labeling.

2. Social claims and campaign message are not allowed since 
the information is not in the approved labeling. 



OTC advertising challenges
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Regulation

• The review of advertising is handled by different units 
of governments (TFDA and several local DoH).

• The jurisdictions of advertisement and package are 
under different regulatory units.

Challenge

1. Different regulatory units have different review standards 
and lead to unfair outcome in different applications. 

2. Packs with message sticker are not allowed. 
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Governed by advertising 

review unit 

Governed by labeling 

review unit 



Future outlook
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Key strategies for better OTC advertising regulations
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Consumer 
empowerment

Establish a plate form for regulators and 
industry

• Better communication in issues and solutions
• Reduce unnecessary burden in advertisement approval
• Get consensus in review standard among different units

Advertisement plays different role from 
product labeling

• To allow educational information

• To allow social claims or campaign information

To recognize the trend of digital 
communication

• To allow interactive communication in digital way 
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Thank you
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